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[bookmark: _Toc386450229]Abstract
Literature on consumer ethics tends to focus on issues within the public sphere, such as the environment, and treats other motivations and influences on consumption practices and choices, such as relationships with close and distant others, as being of very little moral concern. Ethical consumers are assumed to be rational decision-makers and ethical consumption is narrowly understood in an individualistic, rational, and free-choice context. Consequently, consumers fall short in translating their ethical intentions into actions and thus, they are often criticised for failing to ‘walk their talk’. 
To highlight the importance of context to consumption decisions and the impact of consumer’s responsibilities stemming from being in relationships with others, this study adopts the ethics of care theoretical framework to explore consumers’ everyday ethics of consumption. Using a phenomenological approach, this work analyses how the ethics of care intersect and influence ethics of consumption practices and choices. The market of South Florida, in the United States was chosen as the research context because of its particular location and present environmental issues. 
This research offers three key theoretical contributions. First it demonstrates how consumers’ relationships mediate their ethics of consumption. Second, the research explores how consumers deliberate their everyday ethics of consumption while attending and responding to their own needs and to those of their close and distant others. Third, it highlights how the market mediates consumers’ care and caring through their everyday ethics of consumption. This research enriches understanding of the complex dynamics of the everyday ethics of consumption through the ethics of care theoretical framework. 
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[bookmark: _Toc386450234]Introduction
This chapter provides an introduction to the topic of this research and an overview of the structure of this thesis. In order to familiarise the reader with the subject under investigation, this chapter provides, a concise overview of the developments and advances in the ethical consumption research field up to now and a brief discussion on the concept of the ethics of care and its relation to the ethics of consumption. This is followed by an argument in favour of researching the specific phenomenon owing to its salience in contemporary debates on ethics of consumption. The discussion continues with a presentation of the research objectives and the current issues of interests. The chapter concludes with a concise description of the remaining chapters to be presented.
[bookmark: _Toc490240266][bookmark: _Toc386450235]1.1 Introduction to the Thesis   
Individual indulgences are negligible but the cumulative effect of multiple indulgences can be enormous (Andreou, 2006: 101)
The quote above demonstrates the collective damage that each one of us can contribute to ourselves, to others (humans or non-humans) and to the environment by indulging ourselves without any regard for the wellbeing of these entities. These “cumulative effects” of human’ indulgences on the environment have become the subject of concern and hence, the focus of much discussion and research. Researchers on ethical consumption have devoted significant attention to identifying and interrogating the so called ‘attitude-behaviour gap’ or inconsistency between consumer attitudes and their actual consumer behaviour (Carrigan & Attalla, 2001; Carrington, Neville, & Whitwell, 2010; Newholm & Shaw, 2007; Papaoikonomou, Ryan, & Valverde, 2011). While some researchers explain poor attitude-behaviour correspondence as the result of inappropriate attitudinal specificity (Ajzen & Fishbein, 1980), others have explained the ‘gap’ as the outcome of personal and circumstantial factors that act as pragmatic inhibitors that range from price, product availability, convenience, negotiations with family, to the ethical views of friends  (Bray, Johns, & Kilburn, 2011; Carrington et al., 2010; Cherrier, 2007), to behaving in accordance to one’s stated ethical position. Furthermore, others have suggested that the ‘gap’ may be categorised into two broad perspectives: one that focuses on the empirical issues associated with apprehending the ‘gap’, like survey techniques, social desirability biases, and sample selection biases (Auger & Devinney, 2007), and the other that focuses on cognitive factors that include a rational choice trading-off between self-interest and regard for others as well as, conflicts between and individual’s ‘deontological’ and ‘teleological’ evaluations (Davies, Lee, & Ahonkhai, 2012). Rather than assuming a linear and unproblematic relationship between consumers’ attitude and behaviour, researchers have considered consumers as reconciling ‘a plurality of ethical stances underpinned by competing priorities and compromises’ (Szmigin, Carrigan, & McEachern, 2009, p. 229). 
In a similar vein, care ethicists view moral decisions as made in a set of particular set of circumstances and because of relationships and being in them, there is interdependency with close and distant others (Gilligan, 1982). Applying the ethics of care to consumption enables a broader appreciation and a more nuanced understanding of the gap between attitudes and behaviour. In particular, the study shows that the moral deliberations on different consumption practices and choices are complex and situated and more often than not involve competing stances regarding different responsibilities. Drawing from the work of Carol Gilligan who introduced the ethics of care in her book ‘In a Different Voice’ in 1982, the study shows that care theory is a valuable framework for appreciating and apprehending the relational dimensions and complex dynamics of ethical consumption.
The impact of the private sphere on consumption has been highlighted by researchers in family studies and consumer research (Epp & Price, 2008; O'Malley & Prothero, 2007; Thompson, 1996), and in particular in ethical consumption (Carrington et al., 2010; Heath, O’Malley, Heath, & Story, 2014; Shaw & Clarke, 1999). Furthermore, some research incorporating the ethics of care has concentrated on the linguistic perspective between ‘care about’ and ‘caring for’ (Shaw, McMaster, Longo, & Özçaglar-Toulouse, 2017; Shaw, McMaster, & Newholm, 2015) and the more narrowly defined family perspective (Heath et al., 2014). This study seeks to build further on existing work by stressing the relational ontology of the ethics of care and how this relates and is articulated in consumers’ everyday ethics of consumption. By adopting the conceptual lens provided by the ethics of care, the study moves beyond abstract and impartial principles to a consideration of concrete caring relationships situated in a particular context and their impact on the everyday ethics of consumption. With this perspective, the ethics of care provides a ‘different’ and potentially insightful lens through which to consider the complex moral balancing of ethical consumption choices (Gilligan, 1982). 
Taking in consideration Daniel Miller’s (1998, p. 17) arguments that “all consumer behaviour, however, ordinary and routine is likely to be shaped by diverse values of caring for other people and concern for fairness” and Firat and Venkatesh’s (1995, p. 244) that “the micro-practices of everyday life, discontinuities, pluralities, chaos, instabilities, constant changes, fluidities, and paradoxes … define the human condition”, questions then arise as to how people’s everyday living environment, circumstances and relationship and interdependence to others shape and mould their ethics of consumption.  Thus, the research questions of the study are: 
1. What is the relationship between the ethics of care and ethics of consumption?
2. How is this relationship between the ethics of care and ethical consumption experienced by consumers and articulated in their everyday ethics of consumption? 
The overall objective of this thesis is to identify and define the intersection of the ethics of care with the ethics of consumption and highlight how the relationality and inter-subjectivity of caring is articulated through consumers’ everyday ethics of consumption. As the study of ethical consumption appears to be ‘maturing’ in terms of developing themes, theories and debates (Connolly & Prothero, 2008; Newholm & Shaw, 2007), this study contributes in enhancing and widening the discussion and providing a better understanding of how the ethics of care in consumer research may provide more nuanced understanding of the complex moral balancing that consumers undertake in making ethical decisions. 
[bookmark: _Toc490240267][bookmark: _Toc386450236]1.2 Thesis Rationale and Structure  
Extensive research has advanced the understanding of ethical consumption and ethical consumer. The term ‘ethical’ has been, however, arbitrarily ascribed with the understanding of ethical consumers as being engaged with specific practices for specific reasons; thus, they are ‘judged’ as ‘(un)ethical’ to the extend they participated in specific practices while overlooking their socio-cultural, political and economic environment and how this may shape their consumption choices.

Considering the above, this thesis aims at (a) exploring, through primary research, the relationality of the ethics of consumption and its connection to the ethics of care, and (b) understanding how this connection is articulated in the ethics of consumption of everyday life. 
The thesis is composed of seven chapters, with the outline of the content of each being as follows: 
Chapter 2 is divided in two parts, with the first providing a review of the literature in the field of ethical consumption. It starts by exploring previous studies in which the main focus was to examine the ethical consumer as a rational individual by using different socio-cognitive models in order to understand whether and how her ethical attitudes translated (or not) into ethical behaviour by consuming ethically. Then, the chapter continues with discussion on the extensive body of research where the focus was to understand ethical consumer experiences and actions. Next, it draws from the relational qualities of consumption and the caring attributes of ethical consumption expressed in the reviewed research studies and considers the intersection of the ethics of care and ethics of consumption. 
The second part of Chapter 2 details the ethics of care theory as developed by Gilligan (1982) and its development from the private setting of family to the public environment. Then, it discusses the literature on the capacity to care, delving into the relational ontology of the ethics of care and how this has been used in consumption research. The chapter concludes by explaining how the ethics of care theoretical framework is going to be used in this research study. 
Chapter 3 presents the methodological design of the thesis. It revisits the research questions and outlines the philosophical assumptions underpinning the thesis. In line with this, the research methods employed, namely: in-depth interviews and photo-elicitation are described. It then goes on to explain and justify the processes of data collection, including the chosen research context, the sampling process, the research methods, and that of the data analysis. Finally, it considers and reflects upon some of the experiences earned from the field in relation to the methodological implications of having conducted these approaches with the participants. 
Chapter 4 presents the first part of the findings, offering an extensive analysis and interpretation of the insights gained from the participants’ stories of their everyday ethics of consumption. Specifically, this chapter discusses how the participants’ different relational contexts influence their ethics of consumption. These findings are divided in to two sections that discuss a variety of themes that emerged around relationships with close and distant others. 
The second part of the findings are revealed in Chapter 5 that shows the many conflicts and tensions that consumers experience while they negotiate their everyday ethics of consumption in relation to both their own needs and those of their close and distant others. It analyses a range of consumer responses across different relational contexts. Moreover, this chapter highlights how care and caring are balanced and distributed through an ethics of consumption that ensures the needs of all parties involved are taken in consideration. 
Chapter 6 presents the coherent inferences derived from the empirical findings presented in Chapters 4, and 5. In this regard, it draws them together, reflects back to the literature and presents the theoretical model derived from the discoveries in the research study. 
Chapter 7 aims at closing the thesis by summarising what the study set out to do, what was already known and what aspects were left to be studied in the topic, how the study was executed, what was found and what the contributions of the study are. It then brings the thesis to an end by offering some concluding remarks, an assessment of the limitations, and future research directions. 
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The previous chapter provided a brief description of the concepts of ethics of consumption and ethics of care and how these are going to be used in this thesis. This chapter explores these concepts in more depth and provides a literature review that draws upon relevant theoretical and empirical work from multiple disciplines.
[bookmark: _Toc386450238]2.1 Introduction 
This chapter is divided in two parts. Part I examines the context within which ethics of consumption is situated through a discussion of the so-called consumer society and associated culture. There is a discussion on the complexity of the terms used in the field of ethical consumption such as ethical consumer, ethical consumption, ethical consumerism, green consumption or sustainable consumption, etc. In addition, it provides a description of the ethics of consumption based on related practices, issues of conflicts, goals and adversaries, followed by a commentary of this phenomenon’s individual and collective character. 
Part II begins with a definition and description of the ethics of care theory, and discussion on the ethics of care research literature to date as it relates to consumption and the ethics of consumption in particular. Building on the major points made through this literature review, the closing section presents the aims and objectives of this thesis in terms of exploring the intersection of the ethics of care and ethics of consumption.  


								PART I

[bookmark: _Toc487378134][bookmark: _Toc487702966][bookmark: _Toc386450239]2.2 Defining Ethics of Consumption 
A review of the literature quickly reveals that consumption has not been the favoured child since the beginning of social theorising. In fact, it seems that classical social theory has instead traditionally focused on how our position within the sphere of production shapes the way we, as consumers, organise our personal and social lives. Who we are, why we are they way we are and how we relate to other people around us were issues to be explained usually by exploring our place on the production line. 
Gradually, this focus on production, or ‘work’ was replaced by centring on consumption. Nowadays, consumption is considered so important that it is celebrated as ‘the vanguard of history’ (Miller, 1995). It is because of this shift, from production to consumption, that the conceptualisation of ethical, sustainable, green and political consumption has become possible. 
This section introduces the definition of ethics of consumption for this research study and provides a review of the relevant literature so to be able to draw up some of the inquiries and examinations in the field of the ethical consumption that is essential in order to articulate the research objectives and consequently to contextualise the findings of the primary research of this study. The discussion commences with a consideration of consumption and consumer culture in order to illuminate the context within which ethical consumption is situated. 
[bookmark: _Toc487378135][bookmark: _Toc487702967][bookmark: _Toc386450240]2.2.1 Consumption 
This subsection introduces the term of consumption and consumer culture as well explains and its relationship with ethical consumption.
Throughout the existing academic work on consumption, it is seldom that definitions of the terms, consumption, and consumerism are discussed. Anthropologist David Graeber (2011), in his attempt to unravel the development of the meaning of the term, he starts off by looking at the etymology of the word and explains that: 
The English ‘to consume’ derives from the Latin verb consumer, meaning ‘to seize, or take over completely’ and, hence, by extension, ‘to eat up, devour, waste, destroy, or spend … To consume something meant to destroy it, to make it burn up, evaporate or waste away. (Graeber, 2011, p. 491)
It would seem that initially the word consumption focuses on what happens to the quality of an object when consumed, i.e. it gets destroyed, spent, wasted. The consumer is understood as a destroyer, who uses up, and wastes things. Campbell (1995) defines consumption as the ‘selection, purchase, use, maintenance, repair and disposal of any product or service’ (p. 102). The added feature of this definition is that it positions consumption within an economic system, which follows certain mechanisms. For example, it assumes the existence of products and services, which not only offer selection, but also require the act of purchasing. The focus here is on the act of shopping, with the consumer being seen as an actor involved in a particular economic system in which she is the purchaser of objects of consumption. 
In an attempt to pay more attention to the use of objects and their symbolic significance, some researchers began to acknowledge social and cultural qualities in consumption. This helped to extend the understanding of consumption beyond being just a ‘market exchange’. For example, Warde (2005) argues that consumption is ‘a process whereby agents engage in appropriation and appreciation, whether for utilitarian, expressive or contemplative purposes, of goods, services, performance, information, or ambience, whether purchased or not, over which the agent has some degree of discretion’ (p. 137). In his understanding, it can be seen that appropriation, appreciation and discretion are the defining features for conceptualising consumption, leading to a view of it as ‘not itself a practice but, rather, a moment in almost every practice’ (Warde, 2005, p. 137). This conceptualisation of consumption seems to be freed from its economic meaning. 
Miles (1998) proposes to using the term consumption as the plain act of purchase, and applies the term consumerism to represent the ‘cultural expression and manifestation’ of such an act (p. 3). He distinguishes between consumption as an economical act and consumerism as a cultural signifier which ultimately constitutes ‘a way of life’ (Miles, 1998, p. 4). Sometimes consumerism is portrayed as synonymous to over consumption, a growing and uncontrolled passion for material things, or as Gabriel and Lang (2006) put it – a life that is ‘excessively preoccupied with consumption’ (p. 3). Provided that something like that is considered bad, consumerism gains a negative connotation. 
To sum up, through a brief examination of the meanings of three interconnected terms (consume, consumption, consumerism), it has become evident that consumption has evolved through time to signify much more than the act of using-up goods. It is an essential everyday process that Borgmann further emphasises by arguing that “To live is to consume” (Borgmann, 2000, p. 418). As such, it seems that consumption is part of everyday life. Consuming is never just a random experience, an indifferent goal in itself. For consumption practices have many different aspects: they are lived experiences that educate, tolerate, entertain, annoy, enrage, please, delight, but they are also the way that people relate and engage with others (Holt, 1995). 
Consumption is perceived nowadays as a core ingredient in the experiencing of life itself. It seems that we are increasingly living under conditions where we are both forced and inspired to act as consumers. To capture this important role of consumption, scholars often use the term ‘consumer culture’. Consumer culture highlights the relationships between persons and objects, as well as the ways people relate with each other socially through the mediation of things. In his book, ‘A Theory of Shopping’, Daniel Miller (1998) justifies the study of consumption as a means of understanding contemporary social relations. He argues that we understand our social world through the production and consumption of material goods. The purpose of consumption, ‘is not so much to buy the things that people want, but to strive to be in a relationship with the subjects that want these things’ (Miller, 1998, p. 148). 
Thus, studying consumption helps us to understand our social world better not only in terms of the products themselves, but also how these products mediate our relationships with others. Furthermore, markets seem to be webs of socially-connected beings who often act emotionally and unpredictably (Maclaran, 2016). The notion of consumer culture, therefore, seems to broaden the role of consumption, whereby it is not merely a medium to fulfil needs, for it also has the ability to convey cultural symbols and social structures. The richness of this perspective when considering consumption is evident in McCracken’s (1988) views on it as being ‘a thoroughly cultural phenomenon’ (p. xi). 
The discussion, so far, has offered an overview of the development the term consumption and commentary on the notion of consumer culture as field of investigation that incorporates diverse theoretical and research perspectives under the same goal: to reveal the social and cultural dimensions of consumption. Today, when critics argue against it, they are mainly referring to the term when it is in excess of sustenance (Borgmann, 2000). This excessive consumption is blamed for its effects and distraction of the environment and different social problems – poor and weak relationships with humans, non-human and others.
In the next subsection, there is a discussion on the shaping of ethical consumption and the context within which it is situated. 
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Drawing on the literature of ethical consumption, this subsection offers a further description of the concept of ethical consumption as understood through its practices, as well as presentation of the individual and the collective aspects of this particular phenomenon. While ethical consumption refers to consumption as a medium for moral and political action, the ethics of consumption questions an overall system of capitalist commodity production (Newholm & Shaw, 2007). Under the ethics of consumption perspective, there is a concern about the morality of a whole system of provisioning, that of production. Here, the debates are about sustainable consumption and movements such as voluntary simplicity and slow food movements. In other words, consumption is the object of moral evaluation. In ethical consumption, it is not so much the object of moral evaluation, but more the medium for moral and political action like fair trade shopping, and boycotting to name a few (Harrison, Newholm, & Shaw, 2005). In other words, it is consumption as voting. In this study, these definitions are used interchangeably since the aim is to explore participants (un)ethical consumption experiences and what these reveal about their relationships to close and distant as well as the environment. 
Ethical consumption practices are regularly characterised as those consumption choices and activities that avoid harm to other people, animals and the environment (Harrison et al., 2005). In other words, ethical consumption is believed to require people making adaptations to their consumer lifestyle, with the objective of reducing their negative effects on people, animals and the environment.  
While, ethical consumption seems to be often equated to sales of ethically marketed products and services, the practice actually involves a diverse set of acts that go beyond just the purchasing of particular goods. Whether that is buying, avoiding, getting informed, recycling, etc., research shows the existence of diverse consumer practices thought to be related to ethical consumerism (Harrison et al., 2005). Furthermore, there is a typology of what is sometimes referred also to as political consumerism that includes: boycotting, buycotting and engagement in discursive practices to highlight the importance of communication, opinion formation and framing. Sustainable consumption is performed in three interconnected ways, first through the acquisition and use of green products, second through anti-consumption practices such as rejecting, reduction and reuse and finally via the sustainable disposal practice of recycling (Black & Cherrier, 2010).
Moralism on consumption has now become close to being synonymous with the cultural viewpoint that certain, if not most, consumption is built on greed, selfishness and leads to environmental and moral destruction (Luedicke, Thompson, & Giesler, 2010).  The contrast to these ‘consumption indulgences’ is ethical consumption, which has been defined as a consumption practice that takes in consideration of social, animal as well environmental wellbeing (Harrison et al., 2005). It has also been referred to as “the use of goods and related products that respond to basic needs and bring a better quality of life without jeopardising the needs of future generations” (Black & Cherrier, 2010, p. 438). 
Furthermore, ethical consumption is ambiguous since ethical may include different representations, worries and questions for each individual (environmental issues, workers’ rights, country of origin, fair trade, and/or animal welfare). It is a given then that the concept of ethical consumption is a ‘fuzzy concept’ because issues such as scale, scope point of reference and the time horizon remain unclear (Connolly & Prothero, 2003). This ‘fuzziness’ is exhibited in a wide range of related and intersecting concepts offering a variety of names including, green consumption, sustainable consumption, critical consumption, political consumption, socially responsible consumption, conscious consumption, social consumption and anti-consumerism, all referring to the concept of ethical consumption, but each one emphasising different aspects of it (Pecoraro & Uusitalo, 2014). 
Ethical decision-making may be considered paradoxical from its inception (the motivation to engage) through to its occurrence (ethical consumption choice) as it comprises a series of contradictions and trade-offs. This process encompasses the often clashing combination of needs, wants, ethical beliefs, availability, convenience, and price (Carey, Shaw, & Shiu, 2008; Shaw, Grehan, Shiu, Hassan, & Thomson, 2005). Conflicting reports within the media, and between scientists and experts fail to provide the consumer with a ‘regime of truth’ about ethical behaviour. This pluralisation of sources of information ‘prompts multiple and often contradictory opinions about the ‘what’ and ‘how’ of ethical consumption (Cherrier, 2007, p. 322), whereby what is considered appropriate by one individual may not be so for another. In addition, there is a disparity in different definitions of the profile of the ethical consumer, who is a complex phenomenon that is influenced by social class, income, education and life style and this leads to its incoherent understanding (Crane, 2010; Papaoikonomou, Ryan, & Valverde, 2011).
Numerous and diverse ethical consumption studies have been pursued that have investigated the attitudinal and psychological variables of consumers’ ethical decision making (Bray et al., 2011), examining the behaviour of voluntary simplicity (Shaw & Moraes, 2009), as well as, focusing on green consumption and sustainable marketing (Prothero et al., 2011; Szmigin & Carrigan, 2005). Many of these studies have targeted at different aspects of ethical consumption and as such they are not always consistent in their coverage (Newholm & Shaw, 2007). In the Myth of the Ethical Consumer, it is argued that the ‘notion of ethical consumerism is too broad in its definition, too loose in its operationalisation, and too moralistic in its stance to be anything other than a myth’(Devinney, Auger, & Eckhardt, 2010, p. 9). 
A major part of the research on ethical consumption has focused mainly on the obligations, principles and values guiding consumers’ actions and reasons for action, viewing the ethical consumer as a rational, individual (with no other influences) decision-maker, motivated to purchase ethical products (Caruana, 2007). Empirical evidence suggests that while increasing number of consumers have engaged with and are interested in the value of ethical consumerism, a change in ethical consumption behaviour is less evident (Carrington et al., 2010). This attitude-behaviour gap or as Kretz (2012) refers to as the “theory – action gap” is not a problem unique to environmental ethics. Socrates introduces the problem of “Akrasia” in Plato’s Protagoras, which refers to weakness of the will or failing to do what one believes to be right (Kretz, 2012). 
In exploring ethical consumption and trying to understand the ethical consumer, researchers have taken different directions. Some have tried to address the attitude-behaviour gap by arguing that it is actually a ‘words-deeds’ gap, because the self-reported methodological approaches allow research participants to inflate, embellish or hide part of the truth owing to social desirability bias (Auger & Devinney, 2007; Hassan, Shiu, & Shaw, 2014; Hiller, 2010). Others have addressed the same issue by using the self-reporting methodological techniques through a modelling approach; identifying influencing factors that directly or indirectly may affect the conversion of ethical attitudes into actual ethical behaviour (Carrington et al., 2010). The next section reviews and discusses the findings of this body of research, its issues and implications. 
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Research in relation to the individual consumer’s ethics of consumption focuses on attitudes, behaviours, preferences, values, anti-consumption and/or sustainable consumption. This section concentrates on those research studies that aim to understand what may influence the individual ethical consumer in translating her ethical attitude to ethical behaviour and to actually consume ethically. 
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A considerable amount of studies have taken the individual consumer as a unit of analysis and used expectancy-value models like the Theory of Reasoned Action (TRA) model (Ajzen & Fishbein, 1980), Theory of Planned Behaviour (TPB) (Ajzen, 1985) or Hunt and Vitell’s model (1992, 2006). These models in general regard the consumer as a logical thinker who solves problems to make purchasing decisions (Holbrook & Hirschman, 1982). In other words, she is considered as a problem solver, searching for information, retrieving memory, weighing information, and making judgemental evaluations. The notion of the consumer as being rational allows for decision-making models to be proposed, studied and refined. Consumers perceive needs and gather information, which they set within their attitudes and their perception of the social context to develop behavioural intentions. In other words based on TRA model, if people believe that they should buy an ethical product, and if their reference groups also believe that they should do so, their willingness to accept their reference groups’ beliefs will affect their intention to buying the ethical product and thus, it will predict their actual behaviour towards buying the ethical product.
Ajzen (1985) later extended the model to add a measure of “perceived behavioural control” forming the Theory of Planned Behaviour (TPB). This perceived behaviour control (controllability and self-efficacy) signifies what kind of control individuals perceive they have in taking the decision (i.e. they believe that they have the control and ability to make the decision of buying an ethical product). Moreover, the TPB model allows for additional factors and variables to be added in order to explain better how these may affect consumers’ intentions and thus, predict consumers’ behaviour more accurately. As suggested by Ajzen, the model was open to include additional predictors, “if it can be shown that these predictors explain a major proportion of the variance in intention or behaviour after the theory’s variables have been taken into account” (Ajzen, 1991; Shaw, Shiu, & Clarke, 2000). Under the TPB model, it is assumed that individuals are typically motivated by self-interests, that is, they weight the expected cost and benefits of alternatives. Behaviour is influenced by the intention to engage in that behaviour and it is dependent on attitudes towards the behaviour, (personal and social) norms (they reflect the social costs and benefits), and perceived behavioural control. 
A substantial amount of empirical research has focused on understanding the consumer’s decision-making process by employing socio-cognition models, like the one mentioned above, that involve identifying different variables, factors and/or moderators that may influence attitudes, and buying intentions that may translate into ethical consumer behaviours.  The scope of explanation in such theories is to understand the connection of the individual internal state and actual behaviour actions. In this sense, researchers aim to predict consumer behaviour. To identify the different influences of ethical attitude and intentions that may, in turn, motivate consumers’ ethical behaviour, researchers have tested different variables and moderating factors in different and diverse combinations. Different variables and different moderating factors were included each time in order to understand what factors may or may not influence ethical attitude and in turn, may or may not be good predictors of ethical behaviour. 
For example, in the context of Fair Trade shopping, the constructs of ethical obligation and self-identity were added to the original conceptual model as explanatory measures of ethical consumer behaviour (Chatzidakis, Hibbert, & Smith, 2007; Shaw & Shiu, 2003). It was assumed that consumers were able to identify with the ethical issue and to proclaim a moral obligation in behaving ethically, with the intention and confidence to do so (Shaw et al., 2000). In contrast, other scholars have claimed that they are uncertain at times about the product purchase and they may avoid or delay in buying ethical products (Hassan, Shaw, Shiu, Walsh, & Parry, 2013). Whilst some other researchers have contended that consumers make impulsive ethical decisions so they can feel the ‘warm glow’ and satisfaction in order to ‘make up’ for their earlier conventional impulsive purchases (Chatzidakis & Lee, 2013; Taute & McQuitty, 2004). They have also been defined as agreeable, with an open mind to new experiences and willingness to cooperate and work well with others (Hirsh, 2010). Moreover, it has been assumed that they are motivated by different messages depending on their mood and ever changing mind-set (White, MacDonnell, & Dahl, 2011) . 
Some have confessed that they have an egotistical side, being able to calculate whether the value of a product is to their benefit or not and an altruistic side full of empathy and ethical concerns for human and non-human others competing at the time of the (un)ethical purchase (Kareklas, Carlson, & Muehling, 2014). Others have claimed that they have a future orientation by expressing their concerns for climate change (Carmi, 2013), but that they are also creatures of habit with a tendency to repeat past behaviour (Phipps et al., 2013). Lack of available information, confusion from too much information, or lack of full and symmetric information have also been put forward by a number of researchers as a deterrent to consumers ethical consumption choices (Carrigan & Attalla, 2001; Carrigan, Szmigin, & Wright, 2004; McCrea, Leviston, & Walker, 2016; Shaw & Clarke, 1999; Uusitalo & Oksanen, 2004). Research has also identified additional variables and factors that may influence and predict consumers’ ethical consumption including lack of time, unavoidable compromise in everyday life and slow process of change to adopt ethical consumer habits (Papaoikonomou, Ryan, & Ginieis, 2011). 
Other studies have looked at the influence of emotions and ethical behaviour (De Pelsmacker, Driesen, & Rayp, 2005). When they were given a trade-off, consumers were more likely to choose a sustainable product when they have to trade-off hedonic value than when they have to trade-off utilitarian value (M. Luchs & Kumar, 2017). Research has also shown that there is a core of consumers who consume ethically for intrinsic reasons, whilst others may not place the same intrinsic value on consuming ethically, but would be willing to do so if it became a social norm; and lastly, there are those who are neither intrinsically concerned with consuming ethically nor sensitive to the social norms related to it (Starr, 2009). Last but not least, it has been alleged that certain consumers are capable of prioritising their ethical concerns, planning ahead on how to tackle these issues and hence, are committed to behaving ethically (Carrington, Neville, & Whitwell, 2014). (See Table 2-1 for a list of different factors that may influence consumers’ ethical attitudes and predict more accurately their ethical behaviours).
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	Factors influencing ethical attitudes and predicting ethical behaviours
	Authors

	Self-identification with ethical issues 
	(Shaw et al., 2000)

	Dispositional empathy
	(Tam, 2013)

	Future orientation 
	(Carmi, 2013)

	Impulsivity 
	(Taute & McQuitty, 2004)

	Prioritisation of ethical concerns, formation of plans and habits, willingness to commit and sacrifice, and modes of behaviour
	(Carrington et al., 2014)

	Consumer involvement 
	(Bezençon & Blili, 2010)

	Customer value and product relationship quality 
	(Papista & Krystallis, 2013)

	Perceived unfairness 
	(Fukukawa, 2002)

	Implementation intentions, actual behaviour control and situational context 
	(Carrington et al., 2010)

	Price, personal experience, ethical obligation, lack of information, product quality, perception, and, inertia in purchasing behaviour
	(Bray et al., 2011)

	Agreeableness and openness to new experiences
	(Hirsh, 2010)

	Cooperation, norms, locus of control, self-efficacy, personal guilt, collective guilt, and self-righteousness 
	(Pensini, Slugoski, & Caltabiano, 2012)

	Post materialism, attention to news content and self-identity influence consumer behaviour 
	(Sooyoung & Krasser, 2011)

	‘Focal’ goals (normative, gain or hedonic goals) 
	(Lindenberg & Steg, 2007)

	Environmental locus of control
	(Cleveland, Kalamas, & Laroche, 2005)

	Egoistic and altruistic considerations  
	(Kareklas et al., 2014)

	Pro-environmental values and pro-social values
	(Gilg, Barr, & Ford, 2005)

	Perceived consumer effectiveness and altruism  
	(Akehurst, Afonso, & Gonçalves, 2012)

	Sense of self-effectiveness and self-satisfaction
	(H. J. Lee & Park, 2013)

	Personal and subjective norms, attitudes toward behaviour and behavioural intention
	(Onel, 2017)

	Consumer mind-set and framing messages 
	(White et al., 2011)

	Feedback from past behaviours 
	(Phipps et al., 2013)

	Age  
	(Hume, 2010)

	Uncertainty about product quality 
	(Hassan et al., 2013)

	Work ethic 
	(Monle Lee, Pant, & Ali, 2010)

	Internal limitations for enacting ethical behaviour:  i.e. Opting for the easy choice, lack of time, price, quality, and availability of products 
	(De Pelsmacker et al., 2005)

	External limitations for enacting ethical behaviour: i.e. limited offer on ethical alternatives 
	(Carrigan & Attalla, 2001; Uusitalo & Oksanen, 2004)

	Limited offer on ethical alternatives 
	(Carrigan & Attalla, 2001)

	Universalism and self-direction values 
	(Yamoah, Duffy, Petrovici, & Fearne, 2016)

	Green self-identity, moral obligation and perceived personal inconvenience 
	(Barbarossa & Pelsmacker, 2016)

	The individual’s culture profile 
	(Nair & Little, 2016)



Analytical approaches to ethical consumption are underpinned by the assumption that consumers cognitively translate their concerns towards society or the environment into expressed buying behaviour (Carrington et al., 2010). Researchers suggest that this cognitive view of consumption abstracted from its socio-cultural context has largely been debunked and very few of these types of studies have actually explored genuine behaviour (Fukukawa, 2003). The main focus of this research work was to explore what influences ethical consumers’ attitudes and in turn, their behaviour intentions and whether that may be a good predictor for actual ethical behaviour. To an extent, prior studies have tried to explain the existence of word/deed inconsistencies, i.e. the difference between what one says and what one actually does. Their results show an inconsistency between the consumers’ attitudes and their behaviour. 
This important and extensive body of prior research studies on the individual ethical consumer has been able to advance the understanding about the attitudes and intentions of the ethical consumer. It has not been able, however, to identify the exact reasons that may explain why their attitudes do not always translate to ethical behaviour. As a result the discrepancy of what ethical consumers say and what they actually do remains. It is argued that the model’s guidelines and analysis procedures were not followed properly and/or enough time was not given, to measure the final/complete effect of the investigation and, thus to conduct longitudinal research that was deemed preferential (Hassan et al., 2014). Researchers have being trying to measure how pro-environmental values and attitudes impact on environmentally significant consumption, with little success. After substantial research that diligently sought to find connections between environmental concern and environmental behaviours, it would seem that the correlation is imperceptible (Holt, 2012).
What these extant research findings underline is that the desire for ethical consumption may be present, yet different circumstances, factors and/or events, may impede the ethical consumer from behaving ethically and these hinder her from avoiding this attitude – behaviour gap. A high price for ethical products, a low price for conventional ones, lack of required funds, habits, lack of information, lack of availability of the product, just for the love of brand, habituated class, social relationships, and just because (Allen, 2002) can all act as inhibitors hindering ethical consumer’s ethical intentions in the decision-making process and thus, fail to translating them to actual ethical behaviour. Moreover, what this research shows is that consumers behave in different ways under different circumstances, with their motivations varying. 
Existing behavioural models have been traditionally based on the premise that attitudes predict behaviour. As research has shown, attitudes, however, are, more often than not, not translated into action. Following a different methodological path than previous research some consumer researchers have sought to identify and understand consumer situations and particular experiences rather than predicting their behaviours. Others have argued that attitude-intention-behaviour models isolate consumer’s environment from her/his decision-making and therefore, fail to understand its different effects on their consumption choices (Carrington et al., 2010; Fukukawa, 2003). In other words, whilst ethical consumers are assumed to have the intention to implement their decision and are perceived to have the control to do so, they often have to attend to family needs, work obligations, social remits or simply to help a friend in a difficult situation. That is, their responsibilities to their relationships come first, rather than their intention to purchase ethical products. Accordingly, the next section discusses the individual consumer outside of ‘the laboratory conditions’ and focus on her life attending to her responsibilities that stem from her being situated in different relationships. The section focuses on the experiences of consumers in their everyday ethics of consumption within their social milieu. 
This subsection has concentrated primarily on studying the individual ethical consumer through cognitive models. However, ethical consumers’ decisions are not taken in isolation, being the result of constant negotiations and re-negotiations in their everyday life with family, friends and others (Papaoikonomou, Ryan, & Ginieis, 2011). In other words, their attitudes-intentions-behaviours very much depend on their social environment (both the physical – time and place, and social environment – family, friends, work, significant others, community, culture) (Shaw & Clarke, 1999). So, this implies that rather than measuring whether ethical consumers’ attitudes and intentions will translate into ethical behaviour being important, finding information regarding how these attitudes and intentions play out in specific situations should be the main focus (Bersoff, 1999). Seeking to identify this information, the next subsection will discuss research findings on ethical consumer’s behaviour practices within her/his social environment.  
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After more than 40 years of research that diligently sought to identify a possible connection between environmental concern and environmental behaviours, the answer is clear – the relationship barely exists (Holt, 2012). Research literature shows that the sustainability of individuals’ consumer action varies wildly across categories. For instance, some people drive a ‘Prius’ (hybrid car) but routinely fly long-distance on vacations, whilst others buy local organic milk but also veggies grown in the desert and shipped thousands of miles by air and, some are tireless recyclers, but think nothing of tearing out their kitchen to install the latest designs (Holt, 2012).
The previous section focused on studies that show the fundamental inconsistencies in ethical consumption mainly from the perspective of the individual consumer in terms of values, motivation and decision-making. Decision-making modelling studies assume that ethical consumers behave rationally and they do so without any influence from their social and cultural environment (Caruana, 2007). In contrast, interpretive researchers understand that consumers’ ethical attitudes and ethical behaviours are not formed and actualised in isolation but rather, they are constructed within the ethical consumer’s social environment (Carrington et al., 2014). 
This section’s main focus is on ethical consumption research within the ethical consumers’ social milieu (familial, and social). People may be not only (un)ethical consumers, for they are also usually family members, who have friends, co-workers, are sometimes part of a professional organisation, possibly members of special interest group(s), they may be active community members, and they could belong to a political party. Ethical consumers’ society pertains the people they work with, the partners they live with, the neighbours whom they share a neighbourhood with, and the systems and processes they are dealing with in their everyday life, among which they are making their (un)ethical consumption choices (Bauman, 2001).
Ethical consumers are seen as human beings who interact with the material world around them through consumption (Kozinets, 2002) and thus, ethical goods can be central to how individuals express themselves and present their identities (Shaw & Riach, 2011). That is, ethical consumption plays the socio-cultural role of consumption. It is embedded in mundane consumption and cannot evade the market even if some of the consumer’s ethical concerns relate directly to market dynamics and practices (Dobscha & Ozanne, 2001). So, having a cup of coffee includes a lot of ethical issues from the choice of ethically produced coffee and, the choice of the receptacle for it, to its after-use value. In this vein, the way we conduct ethical consumption can be found in various situations in our consumption practices. Ethical consumption is a symbolic concept, more specifically a socio-cultural expression in our daily lives, where consumers’ beliefs and voices are transformed into particular types of ethical consumption practices (Shaw & Riach, 2011).
A large proportion of consumption activities take place in social units, most frequently the family, but also within circles of friends, work groups, and other social settings. This is the communicative and social function of consumption. Shopping and consumption are, therefore, frequently done in the presence of others or with them in mind. Shopping in this sense can be seen as ‘a labour of love’ (Miller, 1998). Our consumption is often embedded in ‘relationships of obligation’; most of us consume, behave and take decisions as members of households, families, social networks and communities (Barnett, 2007). The experience of consumption is often social rather than individual (Carù & Cova, 2003), shaped in numerous ways like what to pack in our children’s lunches, the health impacts of different foods, or the diktats of our faith communities or ethnic groups (Barnett, Cloke, Clarke, & Malpass, 2005; Harman & Cappellini, 2015). 
The research studies based on socio-cognitive models, which were discussed above, focused on understanding the ‘attitude-behaviour’ gap and exploring the different variables and moderating factors that may narrow the existing difference. Newholm (2007, p.114) argues that ‘attitudes cannot be ‘read off’ behaviour or vice versa, not least because of social mediation and the varied meanings associated with particular practices’. Since consumers seem willing to discuss their ‘inconsistencies’ (S. J. Burke & Milberg, 1993), recent research has been focused more on understanding consumer (un)ethical consumption practices and choices and thus, being able to situate the consumer within her social world (Newholm & Shaw, 2007). This research, coming from interpretivist and cultural traditions, has involved investigating consumer experience without trying to prove causality and situated her in the real world rather than in ‘a laboratory’s isolated environment’.  
As Bauman argues, ‘consumption is not just a matter of satisfying material greed, of filling your stomach. It is a question of manipulating symbols of all sorts of purposes. On the level of the life-world, it is for the purpose of constructing identity, constructing self, and constructing relations with others’ (cited in Kilbourne, McDonagh, & Prothero, 1997, p. 7). Accordingly, a body of research has addressed our understanding of ethical consumption as a cultural process within a society, and its main objective is to explore the different socio-cultural influences that can affect ethical consumers’ behaviour in their everyday lives (Connolly & Prothero, 2008; Pecoraro & Uusitalo, 2014). 
Researchers in the field acknowledged that consumers are not free, autonomous agents able to incorporate reduced or alternative consumption in their lifestyles, thus calling for a re-conceptualisation of alternative and reduced consumption. Consumers’ green consumption is being constrained by social and cultural forces and whilst they are aware and highly motivated towards green living, it is evident that they must have a high capacity for resistance and willingness to make sacrifices. The reality is that they have to engage in a give and take between the social relations with others and their green consumption practices and choices (Cherrier, Szuba, & Özçağlar-Toulouse, 2012). Furthermore, living within their social world, ethical consumers contemplate whether and how sustainable behaviours can be a normal part of their everyday life (Rettie, Burchell, & Riley, 2012). One big part of their social world is consumers’ relationships with their family members. In fact, attending and responding to their family needs and wants are major factors in relation to consumers’ consumption practices and choices.
[bookmark: _Toc483465662][bookmark: _Toc487378141][bookmark: _Toc487702973][bookmark: _Toc386450245]2.2.4.1 Family
The act of shopping is also infused with ethical decision-making, such as deciding what is best for oneself (the consumer) and those ones is the shopping for (such as the family), while also be concerned with other issues. Miller (1998) centres his analysis of consumption on this concept, arguing that love and devotion are central to shopping as: … ‘the activity you undertake nearly every day in order to obtain goods for those people for whom you are responsible – the goods you and they eat, wear and employ in a multitude of tasks’ (p. 2). Miller argues that shopping is ‘a labour of love, for it is part of the work that maintains and regenerates the relationships that unites families’ (p. 587). This implies that a considerable amount of consumers’ practices and choices are driven by the desire to satisfy the needs of their family members. 
Ethical consumers’ ethical choice(s) may take a back seat, with different priorities and goals becoming more important when they have to satisfy their family needs (Carey et al., 2008; Hall, 2011; Heath et al., 2014; Thompson, 1996). Some of the everyday behaviours and practices of consumption take place within family ‘walls’, which have shown to be a process of constant negotiation and re-negotiation in terms of money, ethical beliefs, structure of the family unit, family members’ needs, wants, preferences, product availability, convenience, price as well as, self and others’ wellbeing (Grønhøj, 2006). Within these family walls, referred to as the household, communication about ethical consumption takes place and the inter-dynamics of negotiation among different family members is driven by the need to find solutions to everyday family problems (Grønhøj, 2006; Grønhøj & Ölander, 2007). 
That constant and continuous negotiation and re-negotiation forces consumers to review, adjust, strengthen and develop their moral character and ethical beliefs in a never-ending process (Carey et al., 2008; Hall, 2011; Popke, 2006). Ethical decision making within and outside the family walls may be considered ambivalent from the beginning (from a simple need/want to do) to the end (to making the actual (un)ethical purchase) because of all the negotiations and inescapable trade-offs that have to be made between family members and within the limitations of time, space and other conflicting obligations (Carey et al., 2008). 
Furthermore, consumers’ social world extends beyond the household in their professional lives, special interest groups they may be part of as well as, their community and society at large. Their diverse social environment can generate inconsistencies, conflicting anticipations, and unexpected happenings beyond their control that can affect their ethical behaviour. That is, questions are raised regarding where, when, what, who, and how their consumption practices and choices are negotiated into being (un)ethical. Everything, from buying from alternative consumption spaces (e.g. eBay, car boot sales), to buying cloth nappies or not,  ‘carries a plurality of ethical stances that range from environmentalism to solidarity to fair trade to health to community support’ (Cherrier, 2007, p. 321). The next section discusses the different ethical stances that consumer take in order to express their ethics of consumption beyond just purchasing ethical products. 
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As aforementioned, most consumers consume, behave and take decisions not only as members of households and/or families but also as members of professional and social networks as well as communities. Consumption is embedded in the social rather in the individual. Decisions are made for the health of the child, the love of a parent, the praise of colleagues, the acceptance of the reference group and/or, the appreciation and love of a friend. These decisions are dictated by individual preferences (simple handcrafted objects, organic products, and/or local produce), situational influences (price, availability, and/or time) and/or social influences (sick child, friend’s assistance, community activities) (Carrington et al., 2010). Considering all these influences, constraints, competing demands and potential conflicts that affect ethical consumer decision-making, the important question is not what motivates an individual toward ethical consumption behaviour but how the social relations and practices form the meaning of morally significant behaviour (Caruana, 2007).
Culture shapes our perceptions of what is good and responsible consumption as well as what are the consequences of violating the social moral norms. Moreover ethical consumption is a complex, culturally constructed phenomenon that develops through the interaction of consumers’ everyday actions with the social, cultural and value systems and practices (Belk, Devinney, & Eckhardt, 2005).  The decision making of ethically minded consumers is complex and does not occur in isolation from the world outside their own mental processes. As a result, consumer’s ethics of consumption extends beyond the familial and also focuses also on places outside the market.  
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Examples of such social movements are the “spatially-embedded” forms of consumer activism, where the ‘heterotopian’ spaces of a community, and the ‘utopian’ spaces of public markets can impact on sustainability, economically, socially, environmentally and ethically. That is, they can influence the character and structure of the public and market place by questioning the current situation and offering new ways of thinking (Chatzidakis, Maclaran, & Bradshaw, 2012; Papaoikonomou & Alarcón, 2015; Visconti, Minowa, & Maclaran, 2014). 
Examples of these ‘third spaces’ are local independent places, where consumers can exercise their resistance against the market and global corporate structures by consuming local (Thompson & Arsel, 2004). In this respect, there are the ‘consumption communities spaces’, members of which participate in order to enjoy a more personalised, familiar and friendly market environment. In this environment, the choices are simple and the consequences are acceptable enough to provide the enchantment of simple and trouble-free selections, where the attitude-behaviour gap is reframed as “incoherent inconsistency” (Moraes, Carrigan, & Szmigin, 2012; Thompson & Coskuner-Balli, 2007a). In these communities special events are organised and structured not only to resist the market forces, but also to assist their participants in acting as a caring and sharing community (Kozinets, 2002). “Ideal communities are about caring about and sharing with insiders while ideal markets are about transacting with outsiders” (Kozinets, 2002: 21). 
In the absence of governmental action, political and conscious consumption may be a way of dealing with the system by bypassing institutions and by forming loose networks through associational membership and social media and in the process replacing traditional associations and networks (Atkinson, 2012; Gotlieb & Wells, 2012; Thorson, 2012; Willis & Schor, 2012). This political participation may take the form of digital networked action involving flexible, large – scale, and stable networks that are engaging in many fields targeting different ethical causes and practices (Bennett, 2012). That is, this constitutes political consumption that functions as a political action guided by personal views independent of any social or political affiliations (Holt, 2012). One example of practising ethical consumption as political action is Thompson and Coskuner-Balli’s (2007) study of community – supported agriculture (CSA) which describes a consumption community dominated by ethics of a very different kind, whereby CSA ethics are conceived as contextualised narratives in which participants perceive locally grown produce, small organic farms, and community-building aspects of CSA as ethical challenges to the massively dysfunctional food system organised by the global agribusiness structure. 
These ‘utopian’ spaces give consumers empowerment to impose their own rules and conditions, something they can do outside the dominating marketplace system (Papaoikonomou & Alarcón, 2015). The difference between consumer resistance and consumer empowerment is that the former may simply involve adaptation of existing marketing signs and spaces, while the latter relates to the creation of spaces of resistance (Papaoikonomou & Alarcón, 2015).These spaces are where consumers test tactics of resistance against the dominating social discourses and where they are able to resist the capitalist market’s power discourses (Thompson & Arsel, 2004; Visconti et al., 2014). This empowers them to try to shape relationships based on transparency, solidarity and negotiation, something that it is not perceived possible in the present mainstream consumption structures and to create alternative spaces for civic participation. Consumers in these alternative ‘spaces’ create their ‘micro-versions’ of participatory democracies in which they are expected to act as informed and active citizens, or a kind of confederation of demoi (Fotopoulos, 2003). As such, these spaces may capitalise on the lasting power of network relationships among the consumers who are part of them. 
Ethical consumers’ decisions typically include goods that help them, first, to become better in their life role (better parents, workers, etc.), second, to lead a good life (i.e. healthy life) and third to contribute to the social milieu (i.e. follow the moral norms) (Garcia-Ruiz & Rodriguez-Lluesma, 2014). Whilst, many consumers do intend to consume more ethically, they are hampered by various social constraints and their competing demands before they make the actual purchase (Carrington et al., 2010). The main reason is that the ethical consumer’s behaviour depends on and is influenced by, the strength (or weakness) of different competing factors: (1) subjective factors that include values, attitudes, desires, identity and social status, (2) objective factors, knowledge, awareness and availability of resources, (3) state policies, motivations and agenda, and (4) most importantly, because of social factors that include family needs and wants, reference group culture as well as social norms (H. J. Lee & Park, 2013). 
Hence, it can be seen that ethical consumers’ interaction within their social and historical context can be a source of inconsistencies in their everyday consumption practices. Furthermore, it is important to understand that they are gradually and continuously developing and becoming responsible and conscious consumers with a complex mix of behaviours living in a multifaceted and changing social environment (Allen, 2002; Caruana & Chatzidakis, 2014; Crane, 2010).  The next subsection discusses different forms of consumption practices and choices that consumers employ in order to articulate their ethics of consumption by resisting the forces of the market, while being in it, by practising anti-consumption, boycotting, and/or ‘buycotting’ to name a few of their responses. That is, the next subsection and those that follow, will cover how ethical consumption is manifested by the practices of market resistance involving boycotting or buycotting, anti-consumption and voluntary simplicity along with their implications. 
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There is a typology of political consumerism practices that extends beyond the issues of the monetary exchange of purchasing an ethical product. There are three types of practices that can be included in the ethical consumption: buycotting, boycotting, and engagement in discursive practices that highlight the importance of communication. In other words, positive ethical purchase behaviour, negative ethical purchase behaviour and consumer action are also part of ethical consumption practices. Consumer resistance may be seen as the ‘everyday micro tactics’: how consumers in quiet but skilful ways use consumption to oppose the dominant order (Izberk‐Bilgin, 2010). 
Within consumer research, interest in consumer rebellion is growing. Since Penaloza and Price (1993) first presented their general typology of consumer resistance, researchers have examined it extensively (Dobscha & Ozanne, 2001). These studies primarily view consumers’ resistance as acts of defiance and re-appropriation of control from a marketplace that is not designed for these particular consumers (De Certeau, 1984). Inspired by the post-structuralism of Michel de Certeau, Penaloza and Price see the individual reformist as the consumer who resists through everyday activities, such as cooking homemade food or co-creative activities, that ignore the market’s instructions on product use and so on (Penaloza & Price, 1993). 
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Boycotts, or negative political consumerism (Micheletti & Stolle, 2012) can be defined as the attempt to urge individual consumers to refrain from making selected purchases in the marketplace. Consumers can translate their ethical concerns by means of buying products, or boycotting them, purchasing them for their positive qualities (i.e. green products) or by boycotting them for their negative ones (i.e. not buying products made by children) (De Pelsmacker et al., 2005). A second form of ethical consumerism is buycotting. The buycott (Harrison et al., 2005), otherwise referred to as a ‘girlcott’, ‘procott’, ‘reverse boycott’, or ‘positive political consumerism’, is an alternative to the boycott. Whereas with boycotts consumers are aiming to punish companies (or governments) for certain policies, with buycotts the goal is to reward production/selling policies that they consider ethically, socially or politically correct.  
The acts of boycotting and buycotting are not totally unrelated to each other. For example, one may buycott (i.e. purchase) a certain product and automatically this will imply the boycotting (i.e. avoiding/not purchasing) of many other products. When a consumer decides to support fair trade, then she is buycotting its products and subsequently boycotting its counterpart, referred to as ‘conventional’ products. So, while buycotting is all about buying and supporting products and brands, at the same time, it is also about avoiding, i.e. boycotting, other products (Michael Lee, Fernandez, & Hyman, 2009). This reflects the difference between buycotting/boycotting association with positive or negative consumption, nevertheless, and anti-consumption’s main objective as ‘reducing’ consumption that is discussed in the next section.
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‘The planet is no more going to be saved by green consumption than by flying pigs’ (Miller, 2012, p. 159). Miller (2012) argues that switching from conventional consumption to green consumption is nonetheless consumption and thus, doubtful that it will have any effect on the planet. An implied alternative solution may be to focus on anti-consumption.  
Anti-consumption is about challenging the ideological primacy of consumption. It obviously literally means against consumption, thus, it is not synonymous with alternative, conscientious, or green consumption. Moreover, anti-consumption does not merely comprise the study of ethics, sustainability or public policy (Michael Lee et al., 2009). Anti-consumption research focuses on reasons why society should be against consumption rather than being pro-social movements. For instance, anti-consumption research can pertain to consumers’ reasons for avoiding a product (Michael Lee et al., 2009). Ethical consumption is about buying to support ethical products (pro-social consumption), whilst anti-consumption is about refraining from shopping.  
Practices such as mending clothes, growing your own vegetables, baking your own bread and cutting you hair instead of going to the hairdresser are practices not adherent to commodification. In an increasingly commoditised world, these are practices aimed at its holds. Sustainable consumption’s famous three R’s (reduce, reuse, and recycle) are approaches to consumption that urge individuals to refrain from being less ‘purchasers’ and ‘wasters’. Anti-consumption is doing this too but the difference is that with sustainable consumption, the individual still has a role as a consumer, something that the anti-consumption supporter does not embrace. 
As a phenomenon, anti-consumption ranges from activist movements to anti-brand discourses, from anti-globalisation demonstrations to utopian communities, from culture jamming and alternative podcasting to voluntary simplicity books clubs, from brand and category avoidance to careful carbon-counting green consumption and to sustainable and social marketing. It refers in general to those who resist, defy, or otherwise ‘go-against’ consumption. The adoption of a lifestyle promoting home grown organic produce typifies anti-consumption, that of ‘de-linking’ from the market. Within anti-consumption, it is assumed that social issues can be solved through disengagement from market mechanisms. Accordingly, ‘voluntary simplicity’ is an excellent example of a lifestyle reflecting such goals of unfastening from the ‘strings’ of the market. That is, some ethical consumers embrace voluntary restriction of consumption practices (Cherrier, 2005) being described as voluntary simplifiers (Johanna  Moisander & Pesonen, 2002). The next subsection discusses the voluntary simplicity experience. 
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Whilst most sustainability studies have noted that practices of anti-consumption are most likely to be associated with environmental concerns, some have shown that anti-consumption can be motivated by individuals prioritising their self-interests and wellbeing (Black & Cherrier, 2010). Reducing consumption for voluntary simplifiers is mostly an inner experience driven by a desire to live the good life (Cherrier & Murray, 2007). 
Voluntary simplicity started to be investigated when the notion of consumerism and consumer society started to create strong feelings of unease. Individuals began to question their busy, stressful lives and the idea that money, status and material goods are the benchmark of success (McGouran & Prothero, 2016). Voluntary simplifiers perceive different environmental and/or social threats present in consumption driven society, including pollution, over population, waste, dehumanisation and stress. They, therefore, modify their lifestyle in order to seek a more meaningful existence. Voluntary simplifiers alter their consumption lifestyle to challenge what they see as being an inauthentic and discredited consumer society. By modifying their lifestyle, they express a personal transformation (Cherrier & Murray, 2002). 
Research has covered different areas of voluntary simplicity and different connections with it. For example, the interactions between voluntary simplifiers and rural markets have been probed (Shaw & Moraes, 2009). In attempting to aggregate a number of definitions (Etzioni, 1998b; Shaw & Newholm, 2002), voluntary simplifiers can be described as those individuals who choose to limit their material consumption in order to have more available resources (money and time) to enjoy and live through other non-material aspects of life. A happier lifestyle may be achieved not only by limiting consumption per se, but also doing so in conjunction with certain changes in lifestyle and sociocultural environment (McGouran & Prothero, 2016).  
In an effort to address further the (un)ethical consumption complexity there is a call for a more simplified lifestyle, where the focus is first on self-wellbeing and in turn, the wellbeing of all others, including nature. In other words, the goal is a ‘sustainable life path’, which involves an alternative lifestyle, a journey of seeking, where the emphasis is on fully experiencing the passage rather than the arrival at the destination (McGregor, 2014; Shaw & Thomson, 2013; Soper, 2008).  It refers to a ‘good life’ that calls for a willingness to reduce consumption and to rethink achieving wellbeing and flourishing through less materialistic means referred to as ‘alternative hedonism’ (Soper, 2008). Shaw and Newholm (2002) caution, however, that the practice of voluntary simplicity cannot be viewed only in terms of anti-consumption. Similarly, in their study of users of toy sharing libraries, Ozanne and Ballantine (2010) found that nearly half of their sample consisted of people who engaged in sharing practices other than anti-consumption, such as opportunities for socialisation and monetary benefits. 
Anti-consumption is somewhat distinct from consumer resistance, because the latter requires consumers to oppose a force of domination, whilst the former focuses on ‘phenomena that are against the acquisition, use, and dispossession of certain goods’ (Lee, Roux, Cherrier, & Cova, 2011, p. 1681). With anti-consumption, researchers are talking about an alternative choice of living an ‘engaged’ life, with a purpose, commitment, determination and simplicity. An unpretentious way of living, where the accumulation of experiences rather than just material goods, is more important and where “less but better” is also the maxim (Crane, 2010; McGregor, 2014).  There exists little evidence to suggest that an infinite increase in material wellbeing leads to an increase in personal wellbeing. It is well supported, therefore, that the individual consumer should be called to a more simple life, where she/he has more time to enjoy life experiences and in the process she/he is able to eliminate the contaminants in her/his life (like noise, pollution, stress, health risks, waste, and environmental damage) (Drakopoulos, 2008; Shankar, Cherrier, & Canniford, 2006; Soper, 2008). Etzioni (1998) refers to voluntary simplicity as a choice out of free will – not imposed by any authority – to limit expenditures on consumer goods and services and to nurture and foster non-materialistic sources of satisfaction based on love, intimacy, and friendship. 
The term voluntary simplicity is a proposition for a new way of living, a life-journey and, a continuing work in progress that encompasses moderation, self-discipline, attaining self-sufficiency and self-empowerment, care of mind and body along with spiritual growth. It is a call to ask important questions of one’s self: How should I lead my life? How should I behave towards others? What is the kind of community and society I want to be part of? It is a call towards a more responsible way of living where in the process one becomes a better person, creates a better environment and has a happier and more meaningful life (Bina & Vaz, 2011; Cafaro, 2011; Cherrier, 2007; Cherrier & Murray, 2007; Garcia-Ruiz & Rodriguez-Lluesma, 2014). 
It is argued that ethical consumers need to evaluate and re-evaluate what they really need, what they value as a self, a family, community, society and how they would like to see their life unfolding and developing (de Burgh-Woodman & King, 2013). This new, self-satisfying and fulfilling way of living, Cafaro (2011, p. 11) contends should resemble what Aristotle believes we need for our personal and social wellbeing. We should strive to have “sufficient resources to provide for our wellbeing, but also temperance to use such resources wisely, and justice and generosity to share them and maximise their benefits to ourselves and others”. Sheth et al. (2011, p. 27) try to paint a picture of this alternative everyday by arguing that “healthier, longer and happier lives result from ‘inconspicuous goods’ like freedom from a long commute or a stressful job, or devoting more time to family and friends, to exercise, to sleep, travel and other restorative activities”.
The appeal is for individuals to set out to create their own alternative rewarding lifestyle by adjusting their consumption choices to a more simple and sustainable level in order to bring more satisfaction and enjoyment to their lives, focusing more on the people and relationships that are important to them. What is posited by some is that, whilst following this sustainable life path of resisting the conventional, mainstream consumerism may not be a revolution, it could lead to a change in the status quo in the long run (Borgmann, 2000; Cherrier, 2007; Drakopoulos, 2008; McGregor, 2014; Soper, 2008; Ulver-Sneistrup, Askegaard, & Kristensen, 2011). 
These proposed alternative sustainable ways of living, involve ethical consumers outside the mainstream market culture being more likely to engage with more fulfilling lives developing and sharing meaningful and close relations with close and distant others including nature. This lifestyle’s proponents’ argument seems, however, not particularly clear regarding the circumstances and conditions that may compel, sustain and promote this kind of ‘sustainable living’. In other words, what seems to be overlooked and spared from the discussion is the possible compatibility and viability of this sustainable life path within the current dominant social paradigm of neoliberalism (Atkinson, 2012; Bradshaw & Zwick, 2014) that is discussed in the next section.
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The historical progress of industrial capitalism led to a gradual shift to a new phase: consumer capitalism (Izberk‐Bilgin, 2010). For Frankfurt School scholars, consumer capitalism is a natural outcome of mass production, which eventually necessitated a matching, if not an exceeding, amount of consumption. This process involved the socialisation and transformation of workers as consumers and required a new ideology, consumerism, in order to sustain itself (Izberk‐Bilgin, 2010). This came to signify a general pre-occupation with consumption standards and choice as well as a willingness to read meanings into material commodities and to equate happiness and success in material possessions (Gabriel & Lang, 2008). 
In the last decade or so, certain developments, like the global economic crisis and in particular, the economic frailty of the world, the increased ‘casualisation’ of work, aging populations in industrialised countries, new consumption patterns from large emergent markets and new models of consumption owing to technological innovations (Gabriel & Lang, 2008) have become more pressing issues than hitherto. Governments, however, persist in their policy ‘business as usual’, by which well-being is equated to ever-higher national income and higher spending power. Public discourses are dominated by the discipline of economics, economic forecasts and narrow conceptions of value and utility (Gabriel & Lang, 2008). 
This has been criticised by academics and by the resistance to local and global movements for the protection of the environment and vulnerable people. With the rise of multinationals and international trade, ethical consumers appear to be able to exercise judgment not only on their national companies and governments, but also on international corporations and other governments. With globalisation, ethical consumers have also become ‘citizens of the world’, or one may say ‘cosmopolitan’ ethical consumers. Consumers can reap several private benefits from the socially conscious choices and at the same time help to secure broader public virtues. In other words, we have come to the understanding of a citizenship in which ‘the acquisition of private, self-serving benefits is inextricably linked to the pursuit of broader, collective virtues’ (Atkinson, 2012, p. 191).
Rather than assigning responsibility to the state and corporations, under neoliberalism, it is proposed that there is an increased ethical responsibility of individuals. As a result, problems in society such as poverty, illness, global warming, have set a moralisation process in motion through which responsibility is being shifted away from the state and corporations and being reassigned to the individual agent (consumer) (Giesler & Veresiu, 2014). The ‘responsibilisation’ of the individual consumer subject occurs through four distinct but interrelated processes through which responsibility shifts away from the state and corporations and the responsible consumer subject is shaped: ‘personalization, authorisation, capabilisation and transformation’ (Giesler & Veresiu, 2014). Personalisation redefines the solution of a focal social problem in terms of the development of a particular morally enlightened agent, the responsible consumer, and contrasts this consumer’s individual desires, aspirations, and choice capabilities with an immoral other: the irresponsible consumer. Authorisation draws on available economic, psychological, and other scientific expert knowledge to render the development and adoption of the responsible consumer subjectivity both economically and morally legitimate. Capabilisation develops a market (products and services) for ethical self-management. Finally, during transformation, individual consumers adopt their new moralised self-understanding and assume responsibility for their (in)actions and the consequences of those actions for themselves and others including the environment. 
Through this process, consumers are constructed as free, autonomous, rational and entrepreneurial subjects, who draw on individual market choices to invest in their own human capital, and as a result there is no need for top-down intervention of government(s) policies, restrictions, and regulations in solving problems such as poverty, illness or global warming. So, consumers of today are expected to navigate a complex moralised landscape of choice options, such as cultivating their own retirement (Schau, Gilly, & Wolfinbarger, 2009), organising local food communities (Papaoikonomou & Alarcón, 2015; Thompson & Coskuner-Balli, 2007b), designing their own health, nutritional and wellness regimes (Thompson, 2004, 2005), reducing their ecological footprint (Shaw & Newholm, 2002), adapting to changing geographies (Bardhi, Eckhardt, & Arnould, 2012), and dragging themselves out of credit card debt (Peñaloza & Barnhart, 2011). 
Seen this way, individuals who do much of the actual purchasing and consuming have to act within what the systems in which they exist offer them as options (Kilbourne et al., 1997). Evidence suggests, that ethical consumers are aware and weave through knowledge of public policies, corporate social (ir)responsibility, bureaucratic and business corruption, and global problems, which means that they are making their (un)ethical decisions within a very complex environment and circumstances (Adams & Raisborough, 2010). So, a very pertinent and important question to ask would be: “How should we tackle ‘over–consumption’ and excessive waste in a world where personal choice and continued growth dominate contemporary politics” (Hobson, 2013, p. 60). This questions leads to many different and at times conflicting answers that are discussed in the next sections.  
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[bookmark: _Toc487378150]Some researchers argue that the emphasis should be on rethinking the patterns of consumption by calling for the focus to be on the conditions and limitations that enable or constrain people from contributing to sustainability rather than just investigating individual consumer action. This means that the interest should lie in the role of the state in creating favourable conditions for increasing or decreasing sustainable consumption (Holt, 2012; Micheletti & Stolle, 2012; Soron, 2010). 
To accomplish this, it is suggested that government(s) change policies and amend procedures to encourage sustainable consumption by redefining the message of ethical consumption, and should introduce alternative courses of action for consumers. Thus, the aim should be shifting responsibility from the personal/individual to the collective/social and introducing a ‘top down’ approach (Connolly & Prothero, 2008; Csutora, 2012; de Burgh-Woodman & King, 2013; Hilton, 2004; Holt, 2012; Maniates, 2001; Johanna Moisander, 2007; Johanna Moisander, Markkula, & Eräranta, 2010; Nixon). In other words, the argument is that government(s) policy should focus more on making contextual changes that will not only encourage but also facilitate pro-environmental behaviour practices (Csutora, 2012). Moreover, government(s) should clearly define what environmental ethical consumption is, identify the relevant behavioural elements and then, describe the importance and bearing of each ethical consumption practice providing one clear and unified call to action with a well-defined, detailed and comprehensive action plan (Markkula & Moisander, 2012). 
This well-defined plan is called for to provide a clear definition of ethical consumption in order to help the understanding and interpretation of ethical consumer behaviour (Carrington et al., 2014; Hume, 2010; Ourahmoune, Binninger, & Robert, 2014). This would first address the disparity of what ethical consumer say they are going to purchase and what they actually do – the “Action-Behaviour Gap” (Carrigan & Attalla, 2001; Carrington et al., 2010) and second,  eliminate the possibility of researchers’ potential moral judgement bias who instead of reporting their empirical findings as such, end up offering moral judgment (Bampton & Maclagan, 2009) by judging consumer practices as ethical or unethical. 
It is argued that this message should have a set temporal dimension and timeline for the above policies, procedures, practices and results to be delivered. This is essential, given that it is evident that there is a misalignment with consumers’ everyday (un)ethical consumption choices (micro) and their comprehension and empathy of the future damage to the environment as well as damage to distant others (macro) (Fowler III & Close, 2012). The stressing of the temporal dimension of ethical consumption is crucial in terms of the reframing, revision and re-articulation of the message(s) used to promote ethical/sustainable consumption (Burke, Eckert, & Davis, 2014; Carrington et al., 2014; Dickinson, 2009; Fitzsimons, Nunes, & Williams, 2007; Hume, 2010; Jackson, 2005; Lindenberg & Steg, 2007; Luchs & Mooradian, 2012; Markkula & Moisander, 2012; McGregor, 2014; Shankar & Fitchett, 2002; van Dam & van Trijp, 2011). 
Once concrete procedural steps and timelines are identified they should be communicated with a message, the narrative of which should include encouraging and motivating language, a real ‘call to action’. The language should be clear and concise, using more verbs (active language) and fewer nouns (passive language) as a better way to motivate more effectively ethical and sustainable consumption (Bray et al., 2011; Fitzsimons et al., 2007; Markkula & Moisander, 2012; Newholm, Newholm, & Shaw, 2014; Shankar & Fitchett, 2002; Thøgersen & Schrader, 2012). Furthermore, it is argued that the messages should include exact and precise language of what (un)sustainable and (un)ethical consumer actions are, their consequences, detriments and benefits for the environment as well as the individual (van Dam & van Trijp, 2011). 
Finally, and perhaps more importantly, it is suggested that in addition to sustainability’s both temporal dimension (present situation vs. future environmental damage) and social dimension (us against distant others and next generations), the promotional message should advertise the potential benefits of consuming ethically that are present, real (can be seen and felt), hopeful (positive feelings) and relevant to the consumers’ wellbeing (Carrigan & Attalla, 2001). In short, what is advocated above is for a promotional message for ethical consumption with clear and concise language and relevant meaning that relates to consumers’ life situations. Moreover, there are arguments for governments’ development and enforcement of top-down policies – from the state to the individual – in promoting and facilitating ethical consumption.
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In addition to the development of an promotional message, researchers have called for effective and efficient public pro-environmental policies to help consumers to act ethically by ensuring that they are a well organised, methodical, and have effective plans to supporting and guiding consumer’s actions (Prothero et al., 2011). 
Their appeal is for responsible pro-environmental governmental policy and behaviour that may spread to individual consumers who will be more inclined to act in ethical manner in their own personal lives (Thøgersen & Crompton, 2009). Moreover, they argue for public policies that provide information that helps sustain environmental standards, preaching and promoting pro-environmental behaviour by fostering negative reactions to anti-environmental behaviour and encouraging strong positive reactions to pro-environmental and ethical behaviours (Lindenberg & Steg, 2007). Finally, in an effort to ensure a sustainable environment for future generations, some arguments go one step further by recommending the introduction of sustainability into the education system. 
Their point of view aims to teach children the important connection between human and nature and to illustrate the importance of the relationship between human and nature for their and others’ future wellbeing. In other words, the argument is for a way to introduce and foster respect for self, others (human/non-human) and nature, to activate altruistic feelings for others and the environment, nurture empathy together with self-efficacy and self-empowerment to develop ethical political engagement within their community as well as their fellow humans across the globe (Atkinson, 2012; de Burgh-Woodman & King, 2013; Kretz, 2012; Monle Lee et al., 2010; Nielsen & McGregor, 2013; Tam, 2013). 
The proposal is for an educational plan, the objective of which would be to encourage the young in becoming socially conscious consumers who are able to develop social relations with their close and distant places and people, and to, promote their self-esteem, thereby enabling them to become competent and comfortable when facing the ethical dilemma: “Who am I, what shall I do in this particular situation, and why?” (Nielsen & McGregor, 2013, p. 475). This argument, therefore, is that ethics education will help children to become mindful, socially conscious consumers and citizens, strengthened by a thoughtful and caring mind-set that will reveal caring feelings towards self, community, thereby closing the ‘scholarship and practice – change gap’ (Dylan & Coates, 2012; Sheth, Sethia, & Srinivas, 2011).
In short, this line of arguments advocates for a clear and concise profile-raising message to promote ethical consumption and government policies that encourage ethical behaviour change by engaging with the social conditions and settings that shapes and constrains individuals and social action. The recommendation is for a comprehensive action plan to ensure that the appropriate systems and incentives are in place for promoting and encouraging ethical consumer behaviour and providing motivation and access to ethical behaviour choices. In other words, what is advocated is a totally opposite, top-down, approach to the existing neoliberal dominant ‘bottom-up’ paradigm where the individual consumer is deemed responsible for alleviating the world’s problems. 
[bookmark: _Toc386450255][bookmark: _Toc487378152]2.2.7.3 The Oxymoron of ‘Ethical – Consumption’ 
This bottom-up free-market ideology has been a consistent and dominant feature of economic theory sine the rise of neo-liberal ideology emerged in the mid-1970s and early 1980s in the US and across Europe (Fitchett, Patsiaouras, & Davies, 2014) respectively. Neo-liberal ideology believes on the importance of consumption as the foundation in personal, social, economic and cultural life as paramount, with individuals exploring, identifying and experiencing the world around them through the context of the market (Fitchett et al., 2014). One tenet of this ideology is that human wellbeing can best be advanced through the privatisation of state assets (like water, education, health, prisons), deregulation and non-state involvement in all areas except for those that secure the continuation of this economic system (Fitchett et al., 2014). Bradshaw and Zwick (2014) argue, therefore, that this economic system is the “oxymoron of sustainable growth”. The reason being that the expected capital growth that this system is based upon creates an expectation of equal growth in production and consumption that renders sustainability and sustainable consumption impossible (Bradshaw & Zwick, 2014). 
Researchers point out that under the long influence of industrial capitalism and the mass media, claims of unsustainable consumption caused by consumerism hide the real reasons for over exploitation of the world’s resources and damage to its environment (Bradshaw & Zwick, 2014; Holt, 2012; Miller, 2001, 2012). Bradshaw and Zwick (2014) hold that “any effort to eliminate the attitude – behaviour gap without eliminating capitalism is like believing in magic”. 
Seen from this point of view, ethical consumption is impossible and futile. Prothero and Fitchett (2000, p. 46) concur by saying that one of the problems we face when addressing the relationship between capitalism and the environment is that the representation is often of ‘irreconcilable opposition’. They go on to say, however, that consumption does not need to depend only on negative notions, for it can also be seen in a more positive ecological light. The same can be said for the concept of ethical consumption; if we can accept that ‘ethics’ and ‘consumption’ can lie together, then we are better placed to understand the nature and motivations of those who do consume (un)ethically. This is exactly what this thesis aims at exploring. That is, understanding the everyday ethics of consumption within this oppositional political and economic system. In other words, this research study focuses on the importance of the everyday consumption practices and choices and whether these are just for self-interest, a desire for human interaction and/or a form of mutuality as well as how these practices are shaped and formed within the existing dominant social paradigm. 
[bookmark: _Toc386450256]2.2.8 The Relationality and Caring in Ethical Consumption 
The research studies on ethical consumption first focused on what and how to influence ethical attitudes and, thus, predicting ethical behaviours. The most consistent finding within this group of research is that there is an inconsistency between what people say and what they actually do. So, consumers may make simple ethical choices or resist in making what they perceive to be a bad/unethical choice. 
In other words, the individual consumer may have ‘an ethical heart’, but her actions do not always reflect that and as result sometimes, she makes the ‘unexpected’ choice or the unethical one. Within their foggy mesh of different priorities and reasons and the dynamics produced in different contextual circumstances, consumers sometimes act contrary to their personal ethical beliefs. Dissonance occurs when a situation, in this case the ‘unethical’ consumer behaviour, creates a conflict between the ethical consumers’ beliefs and values. They experience temporary guilt and discomfort, but they develop coping mechanisms (like neutralisation, rationalisation, self-affirmation, or de-coupling theories) (Bersoff, 1999; Chatzidakis et al., 2007; Dedeoğlu & Kazançoğlu, 2010; Fitzsimons et al., 2007; Ho & Fung, 2011; Salzer-Mörling & Strannegård, 2007; Szmigin et al., 2009).
In addition, the literature has shown that different and conflicting influences, demands and obligations for self and others can have an influence on ethical consumer behaviour. It is through their relations to close and distant others that consumers make their (un)ethical choices. It is clear that ethical consumers are bombarded with different needs, wants, preferences and demands from a number of varied close (family, friends and community) and distant others (citizens of different countries and the environment) and they make or do not make (un)ethical decisions depending on their social context, as well as their place and time. Since within the current neo-liberalism objectives consumers have been made responsible for addressing and correcting pressing problems, like poverty, illness and environmental damages, many have turned their focus towards the marketplace to practise their resistance, to unethical practices by boycotting, buycotting, or refusing to consume altogether. 
The marketplace is viewed as ubiquitous and as a prerequisite even for market antagonists, where ‘new opportunities for localised resistance are produced in a matrix of overlapping discourses of power’ (Thompson & Arsel, 2004, p. 172). As such, (un)ethical consumption has been framed as a mechanism for consumers to demonstrate resistance to the mainstream, as a part of an identity project or in-group memberships such as with voluntary simplicity (Etzioni, 1998b), political consumption (Connolly & Prothero, 2008; Prothero et al., 2011), or anti-consumption (Black & Cherrier, 2010; Kozinets & Handelman, 2004). 
Interpretivist studies have involved exploring how consumer identities are defined, constructed and re-constructed through ethical consumption practices, by resisting the forces of the market through anti-consumption practices, anti-corporate discourses, and self-empowerment by opposing standardisation and social degradation along with, contesting and challenging the market (Chatzidakis et al., 2012; Cherrier, 2009a, 2009b; Cherrier, Black, & Lee, 2011; Kozinets, 2002; Kozinets & Handelman, 2004; Thompson & Arsel, 2004; Thompson & Coskuner-Balli, 2007a; Ulver-Sneistrup et al., 2011). 
Research on ethical consumption mainly frames the ethical consumer as being on the fringe (Eckhardt, Belk, & Devinney, 2010; Shaw & Riach, 2011), or as a radical (Bezençon & Blili, 2010; Luedicke et al., 2010) or anti-corporate (Thompson & Arsel, 2004). Consumers within their daily lives, embrace diverse identities such as mother, wife, sister, artist, teacher and lawyer and each of their identities contributes to a range of values. It is the management of the boundaries between these identities (i.e. mother versus wife, friend versus environmentalist) that can help explain consumers’ inclination for different (un)ethical consumption practices (Black & Cherrier, 2010). In other words, consumers with their ‘everyday’ micro-tactics in subtle but skilful ways use consumption to oppose the dominant order, and reconcile their personal values and daily life that may result in behaviour that was not intentionally ethical or unethical, thus emphasising the plurality and diversity of their particular circumstances (Szmigin et al., 2009). Moreover, Miller (1998) argues that the moralistic tone, ethical or unethical, of so many studies and debates about consumption is itself open to criticism. Instead, he contends that consumption per se is neither moral nor immoral. For him, the key issue is whether ‘people appropriate this plethora of goods in order to enhance and not to detract from our devotion to other people’ (Miller, 1998, p. 231). In other words, attention is focused upon the symbolic meaning of material objects as mediators of social interaction. 
Consumer research has examined inconsistencies in behavioural decisions, but tell us little about how these came about, what they mean to consumers and indeed, what implications they have for ethical consumption more generally. The relevant studies have revealed inconsistencies of behaviour among those who do consume ethically (Carrigan & Attalla, 2001; De Pelsmacker et al., 2005; Etzioni, 1998b) as well as the problems that some have more generally when engaging with ethical consumption (Belk et al., 2005). Responsible consumers live with a set of compromises they must make with others and themselves. Each adopts an array of practices that varies according to different situations, arguments, agents and even their own mood and degree of resistance. The limits of responsibility are redefined every day (Özçağlar-Toulouse, 2009). This constant redefinition of different responsibilities shows that despite the potential postmodern liberty that Firat & Venkatesh (1995) have noted, much consumption appears to be very much constrained and shaped by particular kinds of commitments. These are commitments that arise from contextualised conventions or traditions deeply embedded in the contexts of consumers’ connectedness to families, friendships and communities, whereby everyday consumption continues to be influenced by such commitments (Fischer, 2000). 
To articulate this understanding further, using the metaphor of ‘juggling’, Thompson (1996) paints a picture of women negotiating compromises between the demands of others and their own plans. Thus, they appear compelled to reconcile the fragmented narratives of which their lives are composed. As Bauman (1992, p. 223) argues, ‘consumption is not just a matter of satisfying material greed, of filling your stomach. It is a question of manipulating symbols for all sorts of purposes. On the level of the life-world, it is for the purpose of constructing identity, constructing self, and constructing relations with others’. 
Moreover, the critical study of ‘ethical consumption’ presupposes an everyday ‘unethical’ consumption. As a number of researchers have pointed out this is not a viable position (Borgmann, 2000; Miller, 2001; Wilk, 2001). Miller (2001) has demonstrated consumers present much ordinary consumption in moral terms. Wilk (2001) argues that any consumption is in essence a moral matter, since it always and unavoidably introduces concerns of justice, self vs. group significance and importance, and immediate vs. deferred satisfaction. “The very negotiations upon which consumption is based – moral concepts as justice and power, right vs. wrong and good vs. bad – render consumer behaviour as an outlet for the expression of personal ethics” (Wilk, 2001, p. 246). In other words, all purchase behaviour is in some sense ethical, involving moral judgements (S. J. Burke & Milberg, 1993), but most consumers, pressured with the concerns of daily living, are unlikely to be making moral decisions over each product and brand choice (Szmigin & Carrigan, 2005). So, it is implied that ethical consumption is embedded in mundane consumption and cannot evade the market, even if some of the consumer’s ethical concerns relate directly to its dynamics and practices. 

Summary
There are two main points that can be highlighted from the above discussions: First, it is the fact that consumers’ (un)ethical decisions take place within society and it is through their personal and social relations to close and distant others that they are making their consumption choices. Saying it in different way, acquiring different products and services seems to show how people care for those they have a relationship with (Miller, 2001). This implies that materialism and objects are most of all about creating meaningful relationships with others. In other words, the role of material goods is a way of providing a means through which people are able to cultivate certain sorts of competencies and capacities, including those of caring for others and participating in public life (Nussbaum, 2003). 
Second, a major part of the research is about articulating ethical behaviour’s ‘caring’ disposition towards self, others and also towards nature. Words like care for self, care for others, care for the environment, care for tomorrow, sustainable or caring practices, care about climate change, caring mind set, concern, empathy, compassion, altruism, and, love and devotion for nature, are permeated throughout the ethical consumption research, thus implying the ‘caring’ nature of ethical consumption. Considering both the relational and caring disposition of ethical consumption, this research focuses on exploring the everyday ethics of consumption through the relational ontology of the ethics of care as developed by Carol Gilligan (1982) and how the ethics of care is negotiated, balanced and mediated by the market within the research participants’ particular set of circumstances. 
Next, the second part of this chapter discusses the ethics of care theory, related issues, critical points of view, discussions, and developments in the field. The discussion continues with the development of the notion of the capacity to care regardless of gender. The focus then turns to the limited research that has integrated different elements of the ethics of care when exploring different consumption patterns. Finally, the last part highlights, and identifies the reasons that render care theory appropriate for this research study on the everyday ethics of consumption.












								PART II
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Research on ethical consumption shows that studying the individual consumer cannot be done in isolation, because we all live in a world of relationships with family, friends, colleagues, special interest groups, community, society, etc.
Hence, when researching (un)ethical consumers, it is necessary to take in consideration their relationships with close and distant others in terms of how these may affect their consumption practices and choices. Furthermore, the research above shows, albeit implicitly sometimes, that one may read within the narratives of ethical consumers’ consumption practices and experiences a ‘caring’ feeling towards the vulnerability of humans, non-humans and for the environment. Whether they buy ethical products, boycott companies and products for their unethical practices and policies, or practising the ‘simple life’ by resisting the market and consumption, they do so because of their caring feeling of not doing harm and promote the wellbeing of close or distant others, including the environment.    
‘We use ethical consumption in a broad sense understanding that ethical purchasers have political, religious, spiritual, environmental, social or other motives for choosing one product over another” but that what unites them is a concern regarding the effect their purchasing has on the external world’ (Szmigin & Carrigan, 2005). ‘Ethical consumption shows an active concern for people and societies both local and further afield that may be affected by consumption choices’(Szmigin & Carrigan, 2005). Sheth, Sethia and Srinivas (2011, p. 21) introduce the term mindful consumption that is premised on a caring consumer’s mind-set for the wellbeing of self, of community, and of nature, that translates behaviourally into tempering (making consumption optimal for one’s wellbeing and consistent with one’s values) the self-defeating excesses associated with acquisitive, repetitive and aspirational consumption. A caring mind-set impels this shift in temperance. Whatever the reason for their ethical consumption practices, whether they are purchasing ethical products, boycotting companies and products for their unethical practices and policies, or practicing voluntary simplicity and resisting and practicing anti-consumption, consumers appear to have a concern for the consequences of their actions in terms of how this will affect their wellbeing. 
The caring undertone is noticeable in most of the ethical consumption research studies, thus indicating that ethical consumers are concerned about the wellbeing of others and the environment. Some notable examples are: “Communities that create caring and sharing” (Kozinets, 2002), “activists more than people who care”(Kozinets & Handelman, 2004), “mother care and care for the environment”(Black & Cherrier, 2010), “caring for the environment” (Visconti et al., 2014), “caring for the community” (Chatzidakis et al., 2012), “concern for the wellbeing of distant others” (Newholm et al., 2014), “care for the family” (H. J. Lee & Park, 2013), “the social man that cares … for his community”(Caruana, 2007), “empathy with nature” (Guergachi, Ngenyama, Magness, & Hakim, 2010; Tam, 2013), “altruistic values” (Papista & Krystallis, 2013; Phipps et al., 2013), “emotional affinity with nature” (Lindenberg & Steg, 2007), “a viable account of emotion is essential for a viable ethical theory” (Kretz, 2012), “caring about tomorrow” (Carmi, 2013), “caring for self, for community and for nature” (Sheth et al., 2011), “compassionate, caring and concerned” (Atkinson, 2012), “ caring for distant others” (Barnett et al., 2005), “Consumer Social Responsibility (CnSR) showing care and love to others..” (Caruana & Chatzidakis, 2014). 
This research study focuses on exploring further the relational and caring elements of the ethical consumption as it appears in the research findings. In particular, it uses the relational ontology of the ethics of care theoretical framework that situates people as caring because of, and being in, relationships with close and distant others. In particular, this study turns to the ethics of care, because the underpinning theory stands out as addressing the morally relevant blind spots, the psychological tensions and the implications that ensue when emotions and (expected) actions are at odds with each other (Gilligan, 1982; Gilligan, Ward, & Taylor, 1988)
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To explore the association of these  ‘caring’ and ‘relational’ concepts of ethical consumption and the ethics of care, this section focuses on the lattermost notion, which was first introduced by Carol Gilligan in her book In A Different Voice (Gilligan, 1982) and the development of care theory, including other care theorists who further contributed and expanded the theory. 
The ethics of care challenges traditional moral theory. In particular, it refutes the traditional moral point of view – the view that universality, impartiality, and impersonality are the formal criteria for what counts as moral (Pettersen, 2008). In her book, Gilligan contented what was missing by leaving girls and women out of research into developmental psychology and excluding them, their voices, from ethical debates. She presented a different idea of the self and a different ethical perspective (Pettersen, 2008). She challenged Lawrence Kohlberg’s moral stages and moral reasoning “ethic of justice” (Kohlberg & Hersh, 1977) by showing that girls’ ability to relate and bond with others affects the nature of their moral development and how they solve ethical dilemmas.
Kohlberg developed a hierarchical stage model that was meant to measure moral development. According to his model, women are less morally developed than men. He argued that the process of moral development advances through set tiers that correspond to different levels of moral reasoning and that girls only reach only the lower levels of moral development (Kohlberg & Hersh, 1977).  
Gilligan rejected the claim that women are morally under-developed and initiated an independent research programme. As a result of her findings, she argued that women were not inferior in either cognitive or moral development, but that they were different. Women’s development basically involves a stronger connectedness with other people and a focus on the value of care – rather than the value of justice, which prevails in men’s development. Gilligan held, furthermore, that because traditional theories of justice ignore and neglect the moral relevance of care, their credibility as adequate, and, universal ethical theories are severely compromised (Gilligan, 1982).
Gilligan advocated that people’s ethical dilemmas exist because of conflicting priorities and responsibilities and that hence, one needs to have a figurative and relevant way of thinking, like the ethics of care, rather than a theoretical and socially recognised approach, like the ethics of justice. Furthermore, Noddings (1984) argued that moral decisions are made within certain contexts and not in the abstract. The proponents of the ethics of care seek to understand this situation, the connections, and the relations that may influence the moral dilemma (Gilligan, 1982; Noddings, 1984b). The ethics of care is more appropriate for solving moral dilemmas, because the focus is on the awareness of responsibility and relationships and not on rights and abstract rules (Gilligan, 1982). 
The caring perspective emphasises empathetic association with others, being responsible and caring. Individuals are seen as connected in relation to others, with the latter being seen and understood in their own situation and contexts. That is, under this lens, moral problems are generally constructed as issues of relationships, or of responses because of being in these relationships. The problem consists of how to respond to others on their particular terms. When approaching problems within the caring perspective, one attempts to maintain the relationships and the connections between independent individuals, or to promote the welfare of others – preventing harm coming to them, and/or relieving their burdens, hurt or suffering. When one decides what to do from this point of view, one is concerned about what will happen, how things will work out, and/or whether relationships are maintained or restored (Gilligan et al., 1988).
Within the justice perspective, individuals are defined as separate in relation to others. One tends to see others as one would like to be seen by them. Moral problems are generally constructed as issues of conflicting claims between self and others (including society). These problems are resolved by referring to impartial rules, principles or standards. When resolving such problems, in focus are one’s role – their related obligations, duties, commitments, standards, rules or principles for self, others, or society. This approach to conflict solving includes reciprocity, for this is seen as representing fairness. Fairness, for Gilligan, means that when we consider how to treat one another, we are considering how we would like to be treated if we were in that person’s place. From the justice point of view, when we are deciding what to do, we consider how decisions are thought about and justified, or whether values, principles, or standards are maintained (Gilligan et al., 1988). 
Ethics of justice deals with moral minimums, a floor of moral requirements beneath which we should not sink so as to avoid the injuries of harm and disrespect. In contrast, care deals with what is above and beyond the floor of duty (Held, 1995). Moreover, the perspective of justice draws attention to the problems of inequality and oppression and holds up an ideal of reciprocity and equal respect. Whilst the perspective of care focuses on problems of detachment or abandonment, it holds up an ideal of attention and response to need. From these ideals, two moral injunctions emerge:  ‘not to treat others unfairly and not to turn away from someone in need’ (Gilligan et al., 1988, p. 73). A comparison of the ethics of justice and ethics of care can be summarised as follows (see table 2-2):
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	ETHICS OF JUSTICE
	ETHICS OF CARE

	Adopts an abstract approach
	Adopts a contextual approach

	Assumes human separateness
	Assumes human connectedness

	Emphasises individual rights
	Emphasises communal relationships

	Works best in the public sphere
	Works best in the private sphere

	Stresses the role of reason undertaking the right actions
	Stresses the role of emotions in maintaining a good character

	 male/masculine/masculinist
	female/feminine/feminist


(Source: Adapted from Tong, 1998)
McGregor, when discussing moral consciousness in consumer behaviour, summarises Lawrence Kohlberg (1981) and Carol Gilligan’s (1982) models of moral development and demonstrates that the former’s was developed based on duty and rights, whereas the latter drew on care and relationships (McGregor, 2006) (see table 2-3).
[bookmark: _Toc381179318] Table 2‑3 Gilligan’s Understanding of Moral Development of Women and Men 
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(Source: McGregor, 2006)
Gilligan specifically relates the two moral perspectives to conceptions of self: the care perspective entails a relational self, whilst the justice perspective pertains to a separate one. She argues that these two conceptions of self are intertwined. That is, she does not separate the relational and autonomous selves, defining them as different modes of being. Rather, she argues that regarding these two aspects of human existence: one can only experience self in the context of relationships with others and conversely, one can only experience relationship by differentiating other from self (Hekman, 1993). 
If Kohlberg’s theory is suspected to be male biased, Gilligan’s theory was also criticised for connecting care primarily with women and thus sparking a discussion whether ethics of care should be considered a ‘feminine’ ethic. Furthermore, the discussion was focused on whether the ethic of care was linked to gender or sex (Pettersen, 2008). Gilligan relies on the works of the feminist psychoanalyst Nancy Chodorow, who according to Gilligan ‘writes against the masculine bias of psychoanalytic theory’ (Gilligan, 1982, p. 8). The central claim of the object-relational psychological approach is that women are more capable of care and affective relationships (Chodorow, 1995, 1999, 2000). Gilligan’s interest specifically focused on the study of girls and women because it appeared to be an unexplored territory and to refute Kohlberg’s claim that girls/women were not able to reach the upper levels of moral development in his research. Gilligan uses psychological theory to explain the male-female differences emerging in her empirical findings in moral development and, therefore, it seems that she links the perspectives of care and justice rather to gender as an identity (cultural or social category) and not to sex as referring to the body (biological category) (Butler, 1990). Gilligan rejects biological determinism and, in consequence, a link between sex and gender (Larrabee, 1993, p. 209). 
Besides arguing the ‘feminine’ nature of ethics of care, some feminists were also sceptical whether Gilligan’s ethics of care is a feminist ethics. Their concern is whether it sustains and reinforces traditional gender structures that disfavour women (Held, 2006; Tronto, 1993). Tronto and Held argue that the care voice discovered by Gilligan maybe a reflection of a survival mechanism for women and others who are dealing oppressive conditions and thus not in synch with feminist views.  Gilligan responds by showing that women’s values are important to be heard and understood whether or not are the result of false beliefs, false consciousness, oppression, subordination or victimisation (C. Gilligan, 1989). Gilligan’s ‘In a Different Voice’ becomes a viable alternative to what is considered the masculine voice of the ethics of justice (Pettersen, 2008). In fact not all feminists view the feminine as an expression of victimisation and subordination. They assert that care, which has been defined the life of most women for centuries, has been neglected and devalued too long, and that it is time to upgrade and celebrate care (Noddings, 1984a). The ethics of care is a feminist ethics because it reveals how recommendations, values, categories used in traditional normative ethics are not gender neutral, but constructed in a way that fails to adequately accommodate the feminine aspect of people’s lives. By drawing attention to gender-blindness and sexism in moral philosophy, Gilligan’s ethics of care paves the way to development of an alternative ‘voice’ and concepts that it is indeed in accordance with the goals of feminism in ethics (Pettersen, 2011).
Moreover, by singling out the domestic life ‘typical white, middle-class, heterosexual women’, Gilligan has been criticised for ‘failing’ to capture the experience of the lesbians, black women and working class women. In other words, critics argue that her theory has been culturally situated (Larrabee, 1993, p. 98). To this criticism, Annette Baier (1986) responds that she finds in Gilligan’s ethics of care a counterweight to Western individualism through its emphasis on connections and interdependence. Moreover, it is precisely this focus of ethics of care to relationality that applies to all moral agents to and for each one according to their relationships regardless of gender, race or class (Gilligan, 1982). Gilligan argues feverously that it is important to examine the variations of the perspective of care and the perspective of justice in relation to the different socio-economic, educational and cultural contexts men and women are embedded in (Gilligan et al., 1988, p. 119). Even if the ethics of care is rooted in what culturally is defined as feminine and embraces feminist views, Gilligan shows what is important is that care is valuable moral ideal for all regardless of gender, race and class (Gilligan, 1982) and, thus, she encourages a postmodern plurality in moral development (Hekman, 1995). 
Ethics of care responds to its critics by entrusting that ‘being interdependent and connected in relationships is described as common human features which become central to moral understanding’ (Gilligan, 1982, p. 149). The ethics of care, thus, focuses on relations between people, mutual responsiveness, and consideration. It can be defined as being an attitude or orientation, where one is relating and responding to another’s needs. The core concepts of the ethics of care are relationality and interdependence. Hence, it calls for relatedness that intertwines caring into people’s quotidian practices. 
Questions then are raised to this effect regarding care and caring people:  “Where does caring come from? Is it socially constructed?  Is it different for women and men? Is it learned in the family? If so, does an ethic of care mandate something about the need for, or the nature of families?” (Tronto, 1987). The next subsection addresses these questions by referring to Wendy Hollway’s (2007) “Capacity to Care” book, in which she develops her arguments on how people become capable of caring.
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Under object-relations theory, it is argued that a person’s psychological growth, personality formation and the ability to enter and maintain relationships are based on relational experiences in early childhood (Chodorow, 1999, p. 7). Gilligan argues that for boys and men, separation from the mother is essential for their gender identity and the development of masculinity, whereas for girls and women their gender identity is developed through connection with their mother. Masculinity, therefore, is defined through separation and femininity through attachment. As a result, male gender identity is threatened by intimacy, while that of the female gender is threatened by separation. 
Gilligan highlighted women’s capacity for relationality that makes them responsive, caring, empathetic towards others, and responding to other’s needs, as a strength. This women’s ‘difference’ is the source of the feminist ethics of care (Stearney, 1994). Ethics of care is a feminist ethics, because it reveals how the recommendations, values and categories used in traditional normative ethics are not gender neutral, but rather, they are constructed in a way that fails to accommodate adequately the feminine aspect of one’s life. By drawing attention to gender-blindness and sexism in moral philosophy, Gilligan’s ethics aids the effort to eradicate the neglect, disregard and devaluation perpetrated by traditional moral theories (Pettersen, 2008). 
Ethics of care, and Gilligan’s theory, in particular, can be characterised as a ‘bottom-up’, or ‘inductivistic’ model, in the sense that its points of departure are concrete cases, particular situations and certain experiences. Certain features of behaviours and actions are extracted, systematised and explicated: Gilligan sees a pattern in women’s way of approaching concrete moral challenges, expressive norms and values related to care that are ignored in mainstream moral philosophy (Pettersen, 2008). “We know ourselves as separate only insofar as we live in connections with others, and we experience relationship only insofar as we differentiate other from self” (Gilligan, 1982, p. 63). With this quote, Gilligan shows the connection with Hollway’s argument on capacity to care and inter-subjectivity. 
In exploring how people become capable of caring, Hollway argues that individuals attain the capacity to care through primary care from the mother (or primary carer). For her analysis, she adopts Melanie Klein’s  (1948) two types of mental state positions of “paranoid-schizoid” (when the good and the bad are felt), and “depressive” (when the good and the bad are understood to be part of the same subject – the mother) and Thomas Ogden’s “autistic-contiguous” (1994) (when the infant is only aware of the mother’s (primary carer) smell, touch, voice, movements, gestures) mode which come first from the other two stages, in order to explain how we develop the capacity to care (Hollway, 2007) (see table 2-4). 
According to Hollway, first infants are able to ‘feel’ the mother (the primary carer), then they develop a paranoid-schizoid position in which they only care about satisfying their needs, and finally, later in the depressive position, they are able to acknowledge that the mother (the primary carer) is good and bad. This last position, is when infants are able to understand that the mother represents both the bad (when she is not taking care of their needs) and the good (when she attends to their needs). Hollway argues that it is in the depressive stage that we develop our capacity to care, because we develop our goodness and willingness for reparation of any damage we have inflicted during our “paranoid-schizoid” period, where we had all these bad feelings for the ‘bad’ mother. Hollway quotes Alford, who states: “This is the morality of the depressive position – reparative morality or simply “caritas” (2007, p. 48). Klein (1948) called this the ‘depressive’ position, because it is hard to acknowledge that the good and bad, and the love and hate felt was for the same person or event and we need reparation. We need to make amends and acknowledge acceptance of connection and interdependence with the person we both love and hate.
“Reality is frustrating as well as satisfying: it is only in our wishful thinking that things turn out perfect (that is, no bad in amongst the good). This is coming to terms with the inevitably frustrating, even threateningly painful nature of reality as the goal of psychological development” (Hollway, 2007: 48). This quote highlights the essence of moral development and the capacity to care by accepting the connection and interdependence to the other that may be not be perfect – the reality of our quotidian life. The three stages are summarised in Table 2-4 below: 


[bookmark: _Toc381179319]Table 2‑4 The Three Stages in Developing Capacity to Care 
	Stage 1. Autistic – contiguous
	Infants cannot understand/feel the good and the bad. The only things they know are the mother’s (primary carer) smell, touch, gestures, voice.

	Stage 2. Paranoid – schizoid
	The infants feel the bad and good in a painful way (being hungry – being fed, being wet – being cleaned). Experiencing a form of hate for this ‘good and bad’.

	Stage 3. Depressive
	The infants understand that now the bad and the good exist in the same object/other/the mother (primary carer) and thus, have to start the reparation of that ‘hate and pain’ felt while in the paranoid – schizoid position.


(Source: Hollway, 2007)
Hollway argues that the capacity of care is based on the principle of ‘unconscious inter-subjectivity’ between the carer and the cared for. This is the capacity of the carer to receive what Bion (1962) calls ‘emotional communication’ from the cared for and respond. She defines this inter-subjectivity as the unconscious flow of mental states between one person (the carer) and another (cared for) that continuously influences and modifies both throughout their life. Every person starts as a child dependent on those providing care and remains interdependent with others in a network of social relations (Held, 2006). This interdependence and relational ontology of the ethics of care is discussed next. 
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Gilligan concurs that no child can survive without being in a relationship, and that interdependence is a common human experience. As children grow up, they continue to exist in a web of relationships and throughout life, the connections between self and others are important (Gilligan, 1982, p. 98). She conceives relationships as a basic feature of human lives, and considers them to be of fundamental importance. 
She posits two main ways of perceiving oneself: as interdependent and connected with others and as independent of others. These constitute two quite different concepts of self the ‘connected’, ‘interdependent’ self on the one hand, and the ‘separate’, ‘autonomous’ self on the other. Gilligan is interested in focusing on a particular aspect of wellbeing, namely, our connectedness, which is a constitutive element is her theory. That is, the assumption of human connectedness and dependency are central ontological features of Gilligan’s theory and part of what is called the ‘relational ontology’ (Pettersen, 2008). Care is related both to the principle of benevolence (positive) that is an active conduct aiming at beneficent results and the principle of not hurting (negative) a form of inaction of not interfering and aiming at preventing harm.
Both the relational ontology and values emphasised extend the theory’s scope to human interaction. The concern of the ethics of care is the domain of the interpersonal; the relationship between people on the macro as well as micro level (Pettersen, 2008). Care can be understood as a way of acting and responding towards another (ethical conduct), as an attitude, a moral virtue and as an ideal of not hurting as well as promoting flourishing (ethical ideal) (Pettersen, 2008). Relationship refers to connectedness and interdependency, thus implying a response back and forth towards each other’s needs. Relationships are reciprocal, and they are not mere means to achieve an end; they are also ends in themselves. From the perspective of care, ‘relationship connotes responsiveness or engagement, a resiliency of connection that is symbolised by a network or web’. The moral concern focuses then ‘on problems of detachment, on disconnection or abandonment or indifference’ (Gilligan et al., 1988, pp. xvii-xviii). ‘The moral ideal is one of attention and response, therefore being there, listening, the willingness to help and the ability to understand – take on a moral dimension, reflecting the injunction to pay attention and not turn away from need’. (Gilligan et al., 1988, p. 16). In other words, because of and being in relationships, within the ethics of care, it is important both to help when there is a need and to avoid doing harm. 
In the course of development an individual process is transformed into an interpersonal one. Gilligan says further that the tacit, intuitive forms of knowledge, also called ‘connected knowledge’, originating from interpersonal processes, may lead to differences in morality, such as different ways of perceiving the problem, as well as varying, reasoning strategies, problem solving, and ways of responding (Gilligan et al., 1988). Moral voices are the product of the experiences through which the subject is constituted (Hekman, 1993) and different ones are caused by the influence of gender, class, race and culture. It follows that there are many different moral voices even within a given society; moral standards will vary respective to these moral voices. Gilligan’s research, accordingly, is an exploration of the constitution of multiple moral voices (Hekman, 1993).
Gilligan, in her normative ethics of care, is concerned with transcending the mode of binary thinking (self/other, mind/body, thought/feelings and past/present) that undermines the relation of emotion and cognition and she aims to replace the either/or logic with a both/and logic. Seen through the lens of ethics of care, care should be comprehended not as being dominated by emotion, but rather as expressing emotion and reason together (Gilligan et al., 1988).
From the perspective of care, one asks how you feel when you are in a particular situation, and the aim is to perceive the needs of others in one’s own terms (not how I would feel and choose if I were in that position). The potential error in justice reasoning lies in its latent egocentrism; the tendency to confuse one’s perspectives with an objective standpoint of truth and, the temptation to define others in one’s own terms by putting oneself in their place. On the other hand, the potential error in the care reasoning lies in the tendency to forget that one has terms, thus creating a tendency to enter into another’s perspective and to see oneself in the other’s terms. 
The answer must be to apply an approach that, on one hand, allows recognition of the other’s otherness, of seeing the other as different from oneself, but which, on the other hand, does not allow that ‘otherness’ to cloud judgment or be confused with the carer’s perspective. To avoid the two potential errors, the perspective of the cared-for and the perspective of the carer have to be integrated. ‘Co-feeling’ is based on our level of ‘affective imagination’, i.e. our ability to enter into and understand the feelings of others (Gilligan et al., 1988, p. 120). Gilligan understands co-feeling as a human capacity that can be developed. In its most inchoate form it is demonstrated in the empathic experience of human connections that expand and refine this capacity (Gilligan et al., 1988, p. 124). 
The knowledge required for being able to care originates from experience, which is twofold: First, there is the universal human experience of being connected with others. Such experience enables us to recognise their needs and vulnerability, and it enables us, in turn, to acknowledge the important injunction within the ethics of care, i.e. not to hurt. Second, certain relationships give us an opportunity to get to know the particular other as well as our self. Friendship is one such relationship, where we can achieve knowledge of the other person’s perspective and emotions, while learning more about our self. This is a type of knowledge that enhances our capacity to give care to both our close and distant others that Pettersen (2008) calls “thick” and “thin” care, respectively. 
Co-feeling, is the ability to participate in another’s feelings on their terms, and signifies an attitude of engagement rather than one of judgment or observation. ‘Co-feeling implies that one can experience feelings different from one’s own’ (Gilligan et al., 1988, p. 122). It pertains to an understanding of the other’s perspective, which does not imply selflessness, or letting oneself be defined in the terms of other. Co-feeling concerns, as autonomy does, the border between self and others. It is the ability to participate in the feelings of others, through the act of ‘affective imagination’, without (con)fusing self and others, on the one hand, or on the other, merely observing the other’s feelings from a distance. The capability to uphold integrity, whilst, at the same time not reverting to egocentrism, is a feature of moral maturity in Gilligan’s developmental theory.
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Gilligan sketches three phases in the epistemological development of the moral agent and the path to ‘moral maturity’; from an innocent belief in objective moral truth and justification, to knowledge of contextual relativism and finally, to the discovery of ethical responsibility (Gilligan et al., 1988, p. 152). 
In response to Kohlberg’s moral stages of development, Gilligan suggests that there are three main levels of care development: 1. Initial self-concern – In this first level, the person is concerned only with her survival, what is referred to as selfish care; 2. Exclusive other focused concern, in this second level the person is concerned only with others and totally ignores her self, what is called selfless care; and 3. Balanced concern for both self and others, in this third level she balances taking care of the others and herself, while avoiding hurting any of the parties involved, what is called “mature” care or ‘the right type of care’ (Gilligan, 1982). 
The characteristics for the mature care that she calls ‘the right type of care’ is the idea that caring includes concern for oneself as well as others. Care is, therefore, not completely self-sacrificing, nor totally selfish. In understanding care as mature care, the objections to the idea of care based on the existence of abusive, oppressive, and exploitative relationships are weakened, because relationships founded on such care are clearly the opposite of abusive and manipulative relationships. That is, relationships based on mature care are founded on a balance between the interests of self and others. ‘The absolute of care can be defined initially as not hurting others’ and ‘an ethic of care rests on the premise of non-violence – that no one should be hurt’ (Gilligan, 1982, pp. 166, 174).
What Gilligan draws attention to in her theory is the damage caused in interpersonal interaction due to a lack of mature care (Pettersen, 2008).  Caring too much for others, with selflessness, will ignore the needs of self and thus, bring harm. Caring too little for others and more for the self, i.e. selfishness, will disregard the needs of others, endanger their wellbeing and cause harm to relationships with others. When the principle of non-maleficence is interpreted as ‘the extended principle of not hurting’, the sphere of features considered morally relevant seems to widen: Caring in relationships is given ethical relevance. In Gilligan’s book, In a Different Voice, both the ethics of care, and care, are linked clearly to the universal principle of not hurting: ‘Care becomes the self-chosen principle of a judgment that remains psychological in its concern with relationships and response but becomes universal in its condemnation of exploitation and hurt’ (Gilligan, 1982, p. 74).
The normativity of care in Gilligan’s ethics seems to be justified by two strategies: First, there is the explicit one of referring to the anticipated beneficial consequences, i.e. good consequences, with human wellbeing understood as human growth through relationships. Second, an indirect strategy relates caring with a particular interpretation of the principle of non-maleficence – the expanded principle of not hurting. Care, in relations to the principle of non-maleficence, can be regarded as a universal perfect duty (held by all and owed to all), and the aspect of care regarding the principle of benevolence can be considered as a universal imperfect duty (held by all and owed to none). 
The morally mature agent, according to Gilligan’s theory, can resist manipulation and exploitation, while recognising that she does not have complete sovereignty over choices and actions, because they impact on related others for whom she has responsibilities. Her acts might hurt others, and as a caring agent she must take their interests into account in addition to her own. Responsibilities are not always chosen (taking care of sick parent or a vulnerable friend); it is not solely up to the agent to determine who is part of her network or how vulnerable they are. Given these limitations, the autonomous agent balances between the interest of self and others as well as, between first-order and second-order values and considerations, between those that are negotiable and those that are not. Gilligan’s ethics of care is aimed at promoting a more nuanced and complex concept of moral autonomy, with space for self-determination and consideration, reason and emotion along with independency and connectedness. It rightfully describes the notion of moral autonomy as feministic, as opposed to moral autonomy in a conventional sense, which represents a ‘pre-occupation with self-sufficiency and self-realisation at the expense of human connection (Pettersen, 2008).
Rather than blurring our judgment, the affective dimension of caring enables us to perceive the needs of others and to apprehend situations in terms of the weal and woe of others. Moral maturity means combining practical reason with emotion and intertwining integrity with the ability to be connected with others. Independence and interdependency must be combined in order to give us an adequate portrayal of human beings in terms of their relationships, their development and aspirations. In caring for our friends, we do not typically violate the duty of impartiality, because this is not always required in such situations. Friends have claims that strangers do not have (Blum, 1988). We do not necessarily act against others when we do ‘good’ for our friends, and doing things for/with friends has a particular meaning, different from doing things for a stranger. In sum, impartiality defines a moral viewpoint that is suitable in certain circumstances but not in others. 
A mature carer aims at acquiring the necessary knowledge through a process that combines contextual sensitivity and principle-based reasoning.  The faculty of mature care not only requires the cognitive skill to deduce from abstract principles, nor is the exclusive perception of particularities sufficient either. Mature care requires the ability to interweave these two types of knowledge. Listening, for instance, is an aspect of moral perception considered to be a key component in moral problem – solving. Imagination and co-feeling are other cognitive sub-faculties, as is reasoning. Reasoning contains elements, such as the ‘connected knowledge’, that induces differences in moral reasoning, problem-solving and ways of responding (Gilligan et al., 1988, pp. 6-7). Ethics of care aims at achieving a focal point that complies with in situ experience of moral challenges, i.e. within interpersonal interaction, ‘it adds what is morally relevant’ (Gilligan, 1982, pp. 24-40). The focus of ethics of care is the interactive selves and it requires a constant reflection – an on-going process of self-reflection. It requires not mere introspection, but rather an awareness of how one interacts with others, how well one understands and responds towards others as well as how one cares about oneself. 
When the care needed has to be on going, practices should evolve that preclude the provision of it from becoming dominating, and the receiving of it from becoming humiliating. Care seems the most basic moral value. As a practice, empirically described, we can say that without care we have no life at all. As a value, care indicates what many practices ought to involve. When necessities are provided without the relational human caring children need, they do not develop well, if at all. When individuals in society treat each other with only the respect that justice requires, the social fabric of trust and concern can be missing or disappears. Persons are relational and interdependent. We can and should value autonomy, but it must be developed and sustained within a framework of relations of trust. We should care for one another as persons in need of a habitable environment with a marked absence of violence and with adequate provision of care for human life to flourish (Held, 1995).
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Ethics of care’s chief concern is the prevention of conflict. It represents ways of acting vis-à-vis each other on a daily basis precisely to prevent harm and promote growth and flourishing. Stepping back from the dramatic, tragic, and often hypothetical situation, the ethics of care speaks to ordinary situations, a feature that makes it an ethical theory in touch with real life (Pettersen, 2008).
A person faces a moral dilemma when she has to choose between strong moral requirements that cannot be adopted all at once. A moral dilemma can be described as any situation where at the same time the following features are present: 
1. There is a moral requirement for an agent to adopt each of two alternatives;
2. Neither moral requirement is overridden in any morally relevant way;
3. The agent cannot adopt both alternatives together;
4. The agent can adopt each alternative separately. 
The carer needs idiosyncratic information in order to determine the degree of hurt to those involved in the situation. Within the ethics of care perspective, determining what is morally right and wrong is not first and foremost a matter of consulting a set of rules, for, the focal point is the effect on those involved. Care and justice are said to constitute different ways of organising a problem, different ways of thinking about what is happening and what to do. The most advantageous solution to a moral dilemma is to carry through the activity of caring in such a way that both self and others are cared for, and to restore or sustain the relationship between the implicated – the legitimacy of one’s own needs is recognised, as is that of the needs of others. 
Mature care is about taking care of different dilemmas and multi-lemmas in balancing caring for self and others. Multi-lemmas involve balancing among: a) the needs of close others and distant others; b) the needs of close and distant others and those of ourselves as well; and c) the needs of those close or distant others, with whom we may have unequal relationships. There are similarities to caring for people close to one and people with whom relations are more tenuous, whilst there are differences too. They correspond, as discussed before, to what Tove Pettersen (2008) calls ‘thick’ and ‘thin’ forms of care. They are distinguished by how well we know the person involved and the level of (expected) reciprocity. Bauman (2013) also argues that ‘moral concern would reach its highest intensity where knowledge of the other is at its richest and most intimate, and that it would thin out as knowledge tapers off and intimacy is gradually transformed into estrangement’ (Bauman, 2013, p. 166).   
Thick care requires a personal relationship between the carer and cared-for, where one’s knowledge of the other is detailed and discriminating. It concerns the sphere of interpersonal interaction, one that among other things includes personal decision-making. The scope of thick care is for people, related others, with whom we have an established relationship which includes relatives, friends, colleagues and neighbours.  Thick care is grounded in the specific context of the others and that care requires the ability to perceive people on their own terms and to respond to their needs. In addition, it requires contextual knowledge. What motivates thick care is concern for particular others who one may know well, like family and friends. It does not imply a lack of concern for distant others like caring or working with children ‘in foreign lands’. 
Thin care must be pursued in addition to the nurturing of connections and relationships. With an ethics of care, the related others cannot be replaced or substituted by devotion in line with a theory that seeks the best overall outcome. Thin care is what the carer does for people she does not know well, when her information about them is general and impersonal. Donating money to Oxfam or helping a disoriented tourist find her way are some of the examples. Strangers can be divided into two categories: the ‘singular unknown persons’, a homeless person we pass by on the street incidentally and, the abstract ‘everybody else’ with whom we do not have any direct relationship or contact. Morality consists both in thick care for particular related others, and concern for those outside the carer’s web of relationships – i.e. thin care. The ability to acknowledge both concerns is the sign of a morally mature person (Pettersen, 2008).
Furthermore, balancing between particularistic or altruistic theory, i.e. between the selfish and selfless, is one of the mature carer’s primary duties and required of us whether the care we are giving is thin or thick. Personal integrity, autonomy and self-interest are important elements in mature care, but must be balanced and attuned to concern for others. Ethics is about protecting the vulnerable (Pettersen, 2008). To balance how to care for close and distant others, the mature agent needs to listen and take in consideration who is more vulnerable to her (in)actions (Goodin, 1986). By vulnerability, Goodin means psychological as well as physical sensitivity. What needs to be determined is how strongly someone’s interest would be affected by the mature agent’s alternative actions and choices. Vulnerability and responsibility are not only relational, but also relative. This implies that we, to a certain extent, may favour those close to us and the reason why differential treatment is legitimate is that persons relatively near to us in space and time probably will be more vulnerable to our actions than remote others. That is, the interests of related others are likely to be affected more heavily by our acts and choices than those of the more distant. Moreover, the care giver’s vulnerability must be given the same weight as that of those being cared for. 
Moral dilemmas, therefore, arise not only regarding what type of care the care giver should give to her close and distant others, for also, she has to consider the needs of all parties involved and ensuring that no one is hurt. Furthermore, the care giver needs to balance her care giving in her relationships, whether they are symmetric or asymmetric. Symmetric care takes place in relationships between persons who consider themselves as equals (Pettersen, 2008). In equal relationships, neither party is more vulnerable nor influential than the other and a prototype of a private symmetrical relationship is mostly considered a close friendship. Asymmetric care, on the other hand, takes place in relationships where one party is superior in terms of power, resources, competence, etc., a prime example of which is that between a parent and a child. In both symmetric and asymmetric relationships the care giver is concerned with the prevention or reparation of harm as well as with thriving and flourishing (Pettersen, 2008). Unlike symmetric care, balanced reciprocity is not an essential feature of asymmetric care, because the care giver probably will not be cared for in return or at least, not equally. The agent’s maturity enables her to see and understand the asymmetry regarding what is given and received in such a relationship, and that reciprocity may be neither equal nor the same kind.  
Proponents of the ethics of care acknowledge that moral deliberation is situated in a relational context. Balancing the concern for self and others does not mean that strict equality is always aimed at. That is, both the type and amount of care depend on the situation. Sometimes an unequal distribution is appropriate; ensuring equality of care could even be harmful. Moreover, caring should not and cannot be boundless (Tronto, 1993). Setting limits is, therefore, inherent to any concept of mature care. Where exactly they should be set will vary with the circumstances, and this is something the mature agent must consider in each situation. Mature care means not only to balance the response between the selflessness and selfishness, for it is also dependent on the carer’s reading of the particular circumstances involved. The choice of care recipients, and the appropriate caring response will, therefore, depend upon the context of the particular dilemma, which includes the capabilities and personal situation of the care giver. While there is a component in mature care that states that immediate deliberation must be carried out concerning outstanding needs, this is not the same as a requirement for fulfilling them. There are several reasons for not doing so: A direct response may not be regarded as being in the best interests of the other; responding would entail too much self-sacrifice; the needy person is not a related other; or other needs are more urgent. In other words, ‘to each according to his or her need for care, from each according to his or her capacity for care, and such support from social institutions as to make available resources and opportunities to those providing care, so that all will be adequately attended in relations that are sustaining’ (Kittay, 2013, p. 252).
Mature care requires accomplishment in the art of balancing. Balancing between the interest of others and the interests of self is what determines the level of caring that can be given. More often than not, moral dilemmas do not have straightforward solutions, but the moral agent should aim at balancing the interests involved. Moral maturity requires the ability to think ‘both/and’. It is a type of thinking which flows back and forth connecting self and other, mind and body, past and present, consciousness and culture (C. Gilligan, 1989). Moral maturity means combining practical reason with emotion as well as, melding integrity with the ability to be connected with others. Independence and interdependency must be combined in order to give us an adequate portrayal of human beings in terms of their relationships, development and aspirations. Gilligan’s ethics of care is all about finding the ‘different’, ‘the third way’ (to solve a moral dilemma) and it relies on access to contextual information rather on strict deduction, on actual communication rather than thought experiment. ‘The third way’ is an approach to moral challenges that is characterised by deliberation on how to prevent hurt and promote flourishing based on general as well as contextual knowledge of the actors. 
Under ethics of care, moreover, it is held that even if a moral agent cannot always overcome dilemmas or ambivalence, she can commit herself to strive for the best possible solution, as the art of morality means taking upon oneself responsibility for self and others. When no option is available that can be said to be in the best interest of all concerned, one has to select who is going to be hurt (Gilligan, 1982, p. 142). It would seem that, in people’s quotidian lives there are always going to be instances where ethics of justice and ethics of care will be on opposite sides and, all things considered, people will have to take a moral stance no matter what (Postow, 2008). In other words, one will be confronted with the seemingly unbearable and immoral task of choosing a ‘victim’ (Gilligan, 1982, p. 80). 
The ethics of care can be regarded as relationship ‘code’ based on a guiding principle that protects against harm and promotes wellbeing and human flourishing, as well as a theory that encourages the development of a particular attitude. Gilligan’s theory elevates the importance of a specific aspect of the ethical landscape. It does so by showing the compelling significance of caring in relationships in two complementary ways. The first is by showing how injurious detachment, disconnection, abandonment and indifference can be. The other is by describing the benefits arising from thick care. Gilligan’s goal is ‘ to expand the understanding of human development by using the group left out in the construction of the theory to call attention to what is missing in its account’ (Gilligan, 1982, pp. 3-4).
Comprehending society as relational, as dependent on interdependence, cooperation and dialogue, plays down a theory of society made up of individual rights holders, constantly competing to maximise self-interest. People are embedded in relationship networks where reciprocal care, mutual trust, attention, and response are as crucial to public life as to government policy (Held, 2006, p. 158). ‘Asking what one can do for others is a core value (of the ethics of care), and in order to accommodate social needs and make reasonable priorities, participation, dialogue and engagement are required’ (Pettersen, 2008, p. 177). The ability of ethics of care to see the relational, the asymmetrical and the contextual allows it to accommodate historical and cultural differences between the agents in the global arena. Furthermore, the ethics of care sees responsibility not only as the outcome of interaction, for this is also something to be perceived as shared (Pettersen, 2008). 
The logic of ethics of care is a psychological logic of relationships that is opposite to the formal logic of fairness that informs the justice approach. The capacity for responsibility and care evolves a realisation that self and other are interdependent and that this interdependence, connection, as well as, relatedness cannot be sustained without caring relationships (Gilligan, 1982). “The ethical ideal springs from two sentiments: the natural sympathy human beings feel for each other and the longing to maintain, recapture, or enhance our most caring and tender moments”(Noddings, 1984b, p. 104). What Noddings is arguing is that human beings are naturally relational, aiming to care for others as they were cared for by others before. Moreover, it is our living and experience of the everyday life that contributes to the maintenance of the ‘ethical ideal’, because we care for or are cared for by others through our most mundane and routine circumstances. Everyday life requires actual involvement in our daily responsibilities, decisions and actions. It is through this daily practice that our caring skills develop and we are able to feel “a deep, serene, receptive joy” (Noddings, 1984b, p. 126), one of contentment and self-fulfilment. 
Tronto (1993) argues further how our relationships with close and distant others give value and meaning to our lives and that they define life as ‘a good life’: “The values of caring and nurturance, of stressing the importance of human relationships as key elements of the good life, remain enticing possibilities …”(Tronto, 1993, p. 4). Furthermore, she argues that the ethic of care revolves around responsibility and relationships within a particular situational context, being best expressed as an activity and practice. Care is intertwined in our everyday life and ‘morality is always contextual and historicised, even when it claims to be universal’ (Tronto, 1993, p. 62). Morality, as ethical people actually discuss and practice, is also situated within a particular set of circumstances of temporal, spatial, cultural or social nature. This refers not only to the particular local conditions in which moral codes become an integral part of a people’s culture or way of life but also to the spatial relationships with other people, like distant others, that have a bearing on how they are understood, represented and regarded as possible subjects of moral responsibility. “Caring is a relation in which carer and cared for share an interest in their mutual wellbeing… caring relations” (Held, 2006, p. 35). Held argues that it is through everyday life that we develop and maintain these caring relations that depend on mutuality and they form the small societies of friendship and family. 
All the above arguments illuminate the central point and the essence of care theory: it is relational, it is intertwined in our quotidian life, it is contingent on interdependence, and it is a continuous practice of caring for and being cared by. Forming, maintaining and repairing relationships guide moral actions. Caring through these relationships is a daily practice and it is part of the everyday life within the family, friendships, community and with distant others. Moreover, caring is realised by the interdependence between the giving of the carer and the receiving of the cared for. When discussing ethics of care the words used most often are relation, response and responsibility, preservative love, attention, attentive love, nurturance, needs, caretaking, caregiving, receptivity, and reciprocity (Noddings, 2010). Care theory encompasses many qualities including natural caring and nurturing of a child, feeling sympathy for the other, being attentive and interested in the wellbeing of others and, having to care for other(s). 
Caring relations in care theory, however, extend not only to close and distant others, for they also include being interested in and caring for the environment. “On the most general level, we suggest that caring be viewed as a species activity that includes everything that we do to maintain, continue, repair our ‘world’ so that we can live in it as well as possible. That will include our bodies, ourselves and our environment, all of which we seek to interweave in a complex, life-sustaining web” (Tronto, 1993, p. 103). This also echoes Held’s argument that “the care that is valued by the ethics of care must include caring for distant others… and in interdependent world … as well as caring that the rights of all are respected and their needs met. It must include caring that the environment in which embodied human beings reside is well cared for as well” (Held, 2006, p. 66). Both Tronto and Held advocate that care extends further than the ‘private domain’ of the home and family to the public arena that includes distant others, including animals as well as nature. What these quotes highlight is that the interdependence and connection of the ethics of care is pivotal for caring about and caring for close and distant others including the environment as well and that care theory has the qualities to achieve this task. In sum, the ethics of care raises caring, nurturing, and the maintenance of interpersonal relationships to the status of moral importance (Zembylas, 2010).  
Hierocles, a Stoic philosopher of the first and second centuries AD, argued that one should understand oneself and others around one in terms of a set of concentric circles (Nussbaum, 1997, p. 9), each encompassing a group of citizens whom the person originally perceives more distant. Thus, in the middle is oneself, then a circle drawn around one’s immediate family, and then follows one’s extended family. Then, in order is a circle drawn around one’s neighbours and local groups, one’s fellow city-dwellers and then one’s fellow countrymen. The last circle includes humanity as a whole. Hierocles then concludes that one must try to draw the people in the outer circles into the inner ones (Berges, 2005, p. 20). This resembles to how care theorists describe the ethics of care and how caring extends not only to close others, but also to distant others and the environment as well.  
In caring for those close and distant others, moreover, Gilligan addresses the morally relevant blind spots, the psychological tensions and the implications that follow when emotions and (expected) actions are at odds. She does not prioritise regarding emotions and behaviour, because she regards the ideal to be a correspondence between them. Gilligan explains how the concept of self and other, our experiences, our social reality and moral ideals, collectively determine whether our emotions tie in with our ethical conduct (Pettersen, 2008). Ethics of care is anchored in the expanded principle of not hurting and it can be understood as an alternative way of responding to situations where principles collide with our sympathies and intuitive judgments and universal principles seem inadequate (Pettersen, 2008).  An explanation comes from a quote from one of Gilligan’s research participants: ‘I have a real thing about hurting people and always have, and that gets complicated at times, because, for example, you do not want to hurt your child. I do not want to hurt my child, but if I do not hurt her sometimes, then that is hurting her more, you see, so that is a terrible dilemma for me’. Here is an everyday dilemma because of and being in a relationship, between a parent and child, which the ethics of care responds to with the principle of not hurting.  
Hamington (2012) argues that “Care Theory” has epistemological (knowledge creation and care are an interconnecting mesh – the more I know someone, the more potential to care) and ontological (relational ontology – I am who I am because of and being in relationships) dimensions. She asserts that “a theory of care implies that ethics cannot remain a cognitive acceptance and application of abstract moral frameworks but requires attending to the creation and recreation of self and other in the on going iterations of caring actions” (Hamington, 2012, p. 43). The next section considers research studies that have incorporated elements of the ethics of care such as relations or interdependence, implicitly or explicitly, to explore consumer behaviour.
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Ethics of care has been primarily explored and discussed within the areas of health studies (social work, nursing and, medical), education. This discussion focuses on care as ethical framed practices and provides a production-based orientation that centres on the labour in providing care. However, limited research has been devoted to exploring ethics of care in the area of consumption, specifically, in the area of ethical consumption. In this section, the research studies that have explored the connection of ethical consumption using some elements of the ethics of care are reviewed. 
Ethics of care is largely viewed as being associated with women and because of mothers’ traditional primary care roles, research studies in the Western hemisphere has concentrated on the role of mothers and motherhood and highlighted how the ethics of care relates to their consumption practices and choices for their family and specifically for their children (Carrigan & Szmigin, 2006; Heath et al., 2014; Hogg, Folkman Curasi, & Maclaran, 2004; Newholm et al., 2014; Prothero, 2002; Thompson, 1996; Thompson, Locander, & Pollio, 1990). The focus of the research thus far has been set primarily on how mothers negotiate their roles as mothers and consumers and it shows that when they assume their role as consumers, they place their families’ needs and wants ahead of any other issue, ethical or not (Thompson, 1996). They are shown that they mostly sacrifice their personal ethical beliefs at times in order to take care of their family needs. Most of the time, mothers enact what Thompson (1996) calls “an extreme or exaggerated form of caring consumption”. 
Research shows implicitly how women negotiate their responsibilities in their different roles and relationships as mothers, housewives and professionals and how they negotiate care through their consumption. In most cases, they show that their deliberations are most intense when they have to attend to competing responsibilities to their close and distant others and also for themselves and, thus shed light to their ‘juggling’ lifestyle through their everyday consumption activities (Thompson, 1996). 
Hence, when mothers have to negotiate between caring for distant others and their close others, they underline that their main priority and responsibility is to their family first and then to distant others, including the environment (Heath et al., 2014). The ethics of care provides an argument that consumer behaviour cannot be viewed as linear and unproblematic as it is usually approached from a stereotypically masculine understanding of moral reasoning which foregrounds abstract principles which is particularly is evident in the ethical consumption research’s attitude-behaviour gap (Heath et al., 2014). Instead, by demonstrating the importance of context to consumption decisions and articulating the impact of caring relationships, ethical decisions are show to be both complex and situated (Heath et al., 2014). 
The different phases and types of care like caring about (benevolence) and caring for (beneficence) demonstrate further that the interactions between caring attitudes and caring behaviours are as complex and conflicting as those between ethical consumption attitudes and behaviours (Shaw et al., 2015). In fact, when attention is given to people’s expression of ‘care’ in relation to consumption, it suggests that ‘caring about’ (benevolence) does not necessarily leads to ‘care-giving’ (beneficence) as it manifested in the attitude-behaviour gap of ethical consumption (Shaw et al., 2015). Instead, care in consumption is theorised as dynamic, systemic process involving a combination of awareness, responsibility and action and the interaction between multiple stakeholders (Shaw et al., 2017). In other words, while care may move from awareness to action, challenges, including multiple care demands and limited resources, may hinder the transition from desire to action (Shaw et al., 2017). 
These research studies have focused their attention on ethics of care, and caring, and more importantly on women as mothers, family members and members in their social milieu. That is, that the aforementioned studies assumed the ethics of care as primarily ‘feminine’ thus, as representing the voice of women and as such their research subject focused mainly on women and specifically in their roles as mothers. The subject of ethics of care as how it relates to men has remained mainly unexplored. One of the exceptions, is the study of “The Simple Man” (McGinnis, Frendle, & Gentry, 2013). According to these authors, a simple man’s priorities are to have more time with his family and friends as well as to have more memorable experiences, like vacations, with these people. He values interconnectedness and relationships with family and friends, he tends to place more emphasis on collective achievements as they relate to the family and friends, he is aware of the feelings of others and able to empathise with them and, he has caring attitude towards others. The simple man’s actions reveal elements of ethics of care and show conspicuously their role in his moral development and his contented way of living and life experiences (McGinnis et al., 2013). Another example, how the ethics of care is shown implicitly relating to men, is with stay-at-home fathers, who, in their pursuit for cultural legitimacy, state that their main role is to be caring fathers, rather than pursuing career success (Coskuner-Balli & Thompson, 2013).   
In an effort to broaden and deepen the conversation on ethics of care in the context of ethics of consumption, this study takes Gilligan’s ethics of care to be a feminist ethics for the development of alternative concepts in moral philosophy and ethics, whilst it also believes that care is a value that deserves to be appreciated more and protected, and therefore, insists on gender-neutral ethics of care. It considers care a valuable moral ideal for both women and men. The concern of the ethics of care is the domain of the interpersonal; the relationship between people on the macro as well as micro level (Pettersen, 2008). That is, the ethics of care is relevant wherever and whenever people interact, be it within families, friendships, close others, among colleagues or distant others. This study sets to explore for the normative plausibility of the ethics of care theory in consumption of women as well as men, understand competing ethical considerations because of and being in different relationships with close and distant others and, thus attempts to throw new light on well-known challenges in the ethics of consumption research.  
The relational quality of the ethics of care seems to be embedded in our everyday ethics of consumption. Fischer (2000) echoes what Gilligan and care theorists in general are arguing, whereby because of and being in relationships, we have certain responsibilities in caring for the needs of those we have the relationships with including ourselves. ‘Social embeddedness in networks of interpersonal relations, and cultural embeddedness in understandings concerning relationships, cannot well be reconciled with the freedom of movement in an expansive narrative space or the lack of commitment to any one lifestyle or project. Being related to others as a colleague, as a friend, as a spouse, as a parent or as a child does not necessarily fix us altogether in particular subject positions within particular narratives. It does, however, tend to shape our practices in ways we are often not aware of and we could not easily ‘opt out of’ even if we were. Social ties to others, come with many kinds of expectations that will affect and constrain consumption’ (Fischer, 2000, p. 185). The consumption behaviours of someone who is socially and culturally embedded in relationships and collective understandings concerning these, (particularly relationships where an element of caregiving is involved) are as constrained by the narratives or traditions regarding their relationships as they are by the market (Fischer, 2000). Thus, much of consumption appears to be very much constrained and shaped by particular kinds of commitments. These are the commitments that arise from contextualised conventions, traditions or relationships that are part of the context of the consumer (Fischer, 2000).
This section has discussed consumption and in particular ethical consumption research that was viewed through the caring theoretical framework. The research studies so far mainly focused on the gap between caring about, i.e. benevolence, and caring for, i.e. beneficence (Shaw et al., 2015), or being focused on more specific concepts, such as family decision making, where priorities are negotiated between the family (private sphere) and the environment (public sphere) (Heath et al., 2014; Shaw et al., 2017), or between women’s different roles and their ‘juggling’ lifestyle while attending to the needs of their family and their own as well (Thompson, 1996). 
This research study focuses on the intersection of the ethics of care and ethics of consumption. Specifically, it seeks to explore, first, how the participants’ (men and women) relationships with their close and distant others define their ethics of consumption; second, how the ethics of care is negotiated and balanced given the participants’ different responsibilities through their ethics of consumption while considering their own needs as well; third, how their care and caring are articulated and mediated by the market. 
In short, it sets out to explore the multi-lemmas that people may face in negotiating their care and caring in their everyday ethics of consumption when responding to the needs of close and distant others, including the environment as well as their own needs, while promoting the wellbeing and avoiding hurt for all parties involved. The next section outlines the caring and relationality of the ethics of consumption and how they relate to the ethics of care as well as explaining how the ethics of care theoretical framework seems most appropriate for this research study. 
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As discussed in the first section, a great deal of research has devoted its attention to explaining why ethical consumers’ attitudes do not translate into ethical behaviours. Research results have shown that (un)ethical consumption choices are complex, dependent and influenced by a lot of different factors including prices, product availability, product/service quality, social norms, peer group influences, family, friends, time, education to name a few. Regarding which Firat and Venkatesh (1995, p. 244) write about “the micro-practices of everyday life, discontinuities, pluralities, chaos, instabilities, constant changes, fluidities, and paradoxes that better define the human condition” . 
To address this complexity of ethical consumption, this thesis takes heed of the recommendations of Cloke (2002) and Alverson and Sandberg (2011). The first one urges researchers to be open to plurality, and to reflect and problematize all the assumptions, taken for granted, instructed and the ordinary (Cloke, 2002). The second advocates identifying and challenging assumptions of existing theories, arguing that through problematisation, researchers can transform what are perceived as truths and facts into just assumptions (Alvesson & Sandberg, 2011). Accepting their invitation, this thesis does not ask why consumers do not consume ethically, but rather, it questions why consumers consume so ethically. Instead of accepting the existence of ‘perfect social, political and economic environment’, where the individual consumers are to blame for environmental degradation, this study is assuming ‘less than perfect’ circumstances and is asking how consumers, situated in these ‘imperfect’ circumstances, are ‘so ethical’ after all. 
To pursue this, the thesis explores the intersection of the relational and interdependence qualities of the ethics of care as well as the relational and caring intentions and aspirations of consumption, in general and ethical consumption, in particular. Miller’s original argument (1998) is “all consumer behaviour, however, ordinary and routine, is likely to be shaped by diverse values of caring for other people and concern for fairness”(Miller, 1998, p. 17). Furthermore, Miller argues that “shopping is primarily an act of love that in its daily conscientiousness becomes one of the primary means by which relationships of love and care are constituted in practice. That is to say, shopping does not merely reflect love, but is a major form in which this love is manifested and reproduced”(p. 18).  What he advocates is that people consume in order to develop and enhance their care and commitment to other people. Through their consumption practices, they try to develop and extend their kindness and compassion in order to create and maintain their social relations. 
Consumption is a means to an end – the enablement of social relations, the development, strengthening and/or maintenance of relationships (Cova, Kozinets, & Shankar, 2007; Firat & Venkatesh, 1995; Rook, 1985). This is, consumption practices are really not about consuming but about forming and maintaining social relations – like being a good parent, a caring partner, or a good friend (Clive Barnett, Clarke, & Malpass, 2005). Prothero (2002) revealed the level of importance she placed upon the consumption choices for her child, often reflecting an inner conflict of doing the best for him, while at the same time balancing her environmentalist opposition to over-consumption. This feeling of responsibility expressed in Prothero’s account is part of the greater context of love (Miller, 1998), which is often expressed in our shopping and provisioning for others. Miller suggests that we might use other terms such as care, concern, obligation and responsibility, which can be encompassed in a normative ideology of commitment, rather than in an idealised romantic form. His version of love is long lasting and influenced by general beliefs about what a person should do in her/his social relations. 
Furthermore, Miller argues that the purpose of consumption “is not so much to buy the things people want, but to strive to be in a relationship with the subjects that want these things” (Miller, 1998, p. 148). Thus, studying consumption, in particular, ethical consumption, can help us better understand our social world, not only in terms of the products themselves, but also, how they mediate our relationships with others.  Under ethics of care, as discussed previously, life is seen as an interdependent web of networks which, we are all part of and thus, promotes practices for the benefit of all (Dylan & Coates, 2012). Ethics of care focuses on relations between persons in terms of, trust, responsiveness, attentiveness, sensitivity, shared consideration and responding to needs, whilst also advocating attention to particulars, context, communication and dialogue (Held, 2006). 
Exploring the relation of ethical consumption and ethics of care allows this study to approach the research on consumption with what Miller (2001) urges “an open mind and a compassionate view” and, thus, set aside the moral connotations of ‘ethical’ and ‘unethical’ consumption. As such, it is aiming to understand the consumers’ everyday living circumstances within which they try to form, maintain and repair relationships. By delving into the connection of the ethics of care and ethical consumption, this thesis is looking for a ‘different’ paradigm without the broadness and moral judgment implications of the ‘ethical’ term. That is, it seeks to discover a new paradigm that allows for ‘ethical’ consumption discourses to take place in the realm of ‘everyday’ or ‘ordinary’ values of consumption by giving more attention to the moral questions that are bound up within our daily decision making (Miller, 1998). 
Connecting the caring attitude of ethical consumption, the interdependency and relational qualities of the ethics of care and the relational raison d’être of consumption, this study’s research questions are: 
1. What is the relationship between the ethics of care and ethics of consumption?
2. How is this relationship experienced by consumers and articulated in their everyday ethics of consumption? 
In closing, McGregor (2006, p. 175) shares her imagination and gives us a glimpse of what the marketplace would be if an ethics of care perspective were to be adopted – …“Dilemmas would be about care issues. There would be a balance of responsibilities and rights, and we would find and alleviate real troubles of the world. We would respect the logic of relationships, the concept of emotional connectedness, and the idea of caring for people and their feelings and the focus on caring for a particular person rather than just anyone. Imagine what consumption would look like then”.
[bookmark: _Toc386450265]
Research Methodology
The main focus of this research centres in exploring the relationship between ethics of care and ethical consumption and eliciting how this is articulated in the consumers’ everyday ethics of consumption. This chapter elaborates and outlines the methodology that was drawn upon in this study. First it examines the overall assumptions underlying the chosen research paradigm. Then it explains and justifies the methodology adopted for the study. Following, it discusses the overarching research strategy adopted explaining the data collection and analysis. 
[bookmark: _Toc491771127][bookmark: _Toc386450266]3.1 Introduction 
Chapter 2 positioned the present thesis within the intersection of the ethics of care and ethics of consumption. This chapter goes on to elaborate and outline the methodology that was drawn upon for this study. First it discusses the interpretivist paradigm and underpinning research assumption that guided this study. Following that, it states the research questions, elaborates on methodological issues pertaining to the research and justifies the selection of the research methods including their limitations and the issues raised while using them. Then it describes the research context as well as the sampling selection process. Next it explains the data collection process as well as the data analysis progression. Finally it discusses key ethical issues considered for this study. 
[bookmark: _Toc491771128][bookmark: _Toc386450267]3.2 Research Philosophy
Researchers acknowledge that there are many ways of seeking information about consumers and markets and each offers valuable knowledge (Holbrook & O'Shaughnessy, 1988). The two dominant paradigms that are recognised as forming the philosophical foundation of modern research are: positivism (often referred to as quantitative investigations or objectivism) and interpretivism (otherwise referred to as qualitative) (Belk, 1995; Tadajewski, 2006). Positivism is often found in research that approaches the consumer-as-an-information-processor whereby the consumer is acquiring and processing information in order to make buying decisions (Belk, 1995). Under this lens, there is an observable social reality where human behaviour is theorised and rationalised deterministically to the exclusion of human subjectivity. The research objective is to observe, measure and predict behaviour by manipulating different variables and other factors and/or moderators. Positivists argue that the social world exists independent to individuals, and that its aspects and properties should be observed and measured using scientific methods (Flick, 2014). As the first part of Chapter 2 in subsection 2.2.3.1 showed, an extensive body of research on ethical consumption has used this research approach that has advanced knowledge of the different variables that may affect ethical behaviour but has not provided a deep understanding of consumers’ everyday ethics of consumption experiences.   
By contrast, under interpretive research, social reality is seen to be subjectively composed, so that epistemologically knowledge is not approached from an external objective position, but from engaging with the lived experience of the research participant (Tadajewski, 2006).  The main focus of the interpretive consumer behaviour research stream is not to treat consumers as ‘information processors’ but as human beings, who live within their particular social and cultural environments. The principal argument put forth by interpretivists is that only theoretical abstraction can be achieved and, thus, the role of social science researchers is not to measure the statistical probability of social phenomena, but to explore and understand the different meanings that social actors attach to their actions and experiences (Thompson, Locander, & Pollio, 1989). The interpretive investigations often adopt qualitative methods rather than surveys and experiments, thereby, turning away from the measurement of variables to an intensive description so as to achieve a clear interpretation of situations. In sum, interpretive consumer behaviour research seeks to understand ‘how consumption relates to the rest of human existence’ (Belk, 1995). The aim is to capture and understand human behaviour through the articulations that the subjects themselves use to describe and explain their experiences within their socially constructed realities (Gephart, 2004; Johnson, Buehring, Cassell, & Symon, 2007). For a summary of interpretivism ontological and epistemological assumptions as well as their research process, see table 3-1 below. 
[bookmark: _Toc381179320]Table 3‑1 Summary of Interpritivism Assumptions
	
	INTERPRETIVISM

	Ontological assumptions
	Socially constructed; contextual

	Axiological assumptions
	Understanding via interpretation

	Epistemological assumptions
	Context dependent

	View of causality
	Multiple, simultaneous shaping and influencing

	Research relationship metaphor
	Interactive:  researcher and participants are co-operating and co-producing meaning

	Initial Stage of research
	Identification of a general phenomenon of interest; bracketing of prior conceptions; design, questions, and sampling strategies evolve as the phenomena is studied

	Data Collection
	In depth interviews; participant observation

	Data analysis
	Content or textual analysis to yield interpretation

	Evaluation criteria
	Creation of thick description (Spiggle, 1994), authenticity, plausibility and criticality (Golden-Biddle & Locke, 1993; Hogg & Maclaran, 2008)


Source: (adapted from Tadajewski, 2006, pp. 438,  448)
In other words, consumer actions need to be understood within social and cultural contexts by providing ‘a thick description of lived experience’ (Thompson, 1990, p. 135; Thompson et al., 1989). This research study aims to explore what is the relation between ethical consumption and ethics of care and understand how this is articulated in consumers’ everyday ethics of consumption as well as to capture and understand the consumer experiences as they (consumers) live them within their different and diverse constructed realities because of and being in different relationships with others as they are articulated and described by them in their everyday ethics of consumption. 
The ethics of care theoretical framework, (second part of Chapter 2 subsection 2.3.3), stress the importance in considering a broad frame of reference to view situations and issues within a context, as opposed to using a ‘separatist’ perspective (Gilligan, 1982; Zuckerman & Carsky, 1992). This interconnectedness is defined as ‘constructed knowing’ and sees ‘knowledge as a construction and truth a matter of the context in which it is embedded greatly expands … the possibilities of how to think about anything, even those things we consider to be the most elementary and obvious’ (Belenky, McVicker Clinchy, Rule Goldberger, & Mattuck Tarule, 1997, p. 138). Following the ethics of care perspective, this study’s research approach orients itself towards the following beliefs of the interpretive paradigm, as suggested by Hirschman (1986, p. 238): 
1. Human beings construct multiple realities. These realities can be comprehended only as gestalts and therefore as a complete realities. 
2. The researcher and the studied phenomenon are actually interactive. The researcher cannot be detached from the phenomenon and the phenomenon cannot be understood without the involvement of the researcher. 
3. The researcher aims to construct a ‘thick description’ of the studied phenomenon that describes its meaning and complexity.
4. It does not seek or provide any causality for the phenomenon since phenomena are in a continuous creation. 
5. Researcher’s values unavoidably influence the choice of the phenomenon, choice of method, choice of data and choice of findings. As such, research inquiry is innately value – laden. 
6. Knowledge is constructed, not discovered because it results from the subjective interaction between researcher and the phenomenon and thus it is subjectively attained. 
In short, human beings construct multiple realities (Hirschman, 1986), as such, social meanings are culturally embedded and are dependent on a particular context.
Qualitative research extends to different areas, each of them characterised by specific theoretical backgrounds, specific concepts of reality, and their own methodological programs (Flick, 2014). Although the various approaches in qualitative research differ in their theoretical assumptions, in their understanding of issues, and in their methodological focus, they are all can be encapsulated under three major perspectives. Table 3-2 summarises these perspectives and complements them with some exemplary fields of research characterising each one. 

[bookmark: _Toc381179321]Table 3‑2 Research Perspectives in Qualitative Research
	
	Approaches to subjective viewpoints
	Description of the making of social situations
	Hermeneutic analysis of underlying structures

	Theoretical positions
	Symbolic Interactionism,
Phenomenology
	Ethnomethodology, Constructivism
	Psychoanalysis, Structuralism

	Methods of data collections
	Semi-structured interviews, Narrative interviews
	Focus groups, Ethnography, Participant observation, Recording interactions, Collecting documents
	Recording interactions, Photography, Film

	Methods of interpretation
	Grounded theory coding, Content analysis, Narrative analysis, Hermeneutic methods
	Conversation analysis, Discourse analysis, Genre analysis, Analysis of documents 
	Objective hermeneutics, Deep hermeneutics

	Fields of application
	Biographical research, Analysis of everyday knowledge 
	Analysis of life worlds and organisations, Evaluation, Cultural studies
	Family research, Biographical research, Generation research, Gender research 


(Source:  (Flick, 2014, p. 457)
Consequently, there is a need to acknowledge which research perspective better suits the issue under investigation among the many perspectives available and thus, the research perspective that better suits the research subject of this study falls under research perspective ‘Approach to subjective viewpoints’, described in the first column in Table 3-2 (Flick, 2014). This perspective accommodates the multiplicity of views in everyday ethics of consumption putting forward research strategies, such as phenomenology and hermeneutics methods, which provide well developed research approach when one is concerned with the meaning of a phenomenon (Connolly & Prothero, 2003).
Therefore, phenomenology is a research strategy that is appropriate to provide a more complete picture of the experiential world of consumers’ everyday ethics of consumption, and, in particular, how the ethics of care is articulated in the participants’ consumption practices and choices. 
[bookmark: _Toc491771129][bookmark: _Toc386450268]3.2.1 Existential Phenomenology 
From the perspective of existential phenomenology, “a person’s life-world is a socially contextualised totality in which experiences interrelate coherently and meaningfully”(Thompson et al., 1990, p. 346). Existential phenomenology seeks to be a descriptive science that focuses on the life-world of the individual and thus, to describe experience as it is lived and it emerges in a contextual setting and thus, it cannot be located ‘inside’ the person as a complete subjectivity nor ‘outside’ the person as a subject-free objectivity. In other words, experience and world are viewed as co-constituting (Thompson et al., 1989). Its research focus is on experience as described from a first-person view and it seeks to understand a pattern as it emerges. The goal of this study is to give a ‘thematic’ description of the experience (Thompson et al., 1989). Existential-phenomenology provides an alternative method studying consumer phenomena. Its central concepts are intentionality, emergent dialogue, and the hermeneutic circle. The directive of intentionality is that experience and the object of the experience are a co-constitutive unity (Thompson et al., 1989). A methodological consequence is that the researcher’s conceptual categories are secondary to the participant’s experiential ones (Thompson et al., 1989).  
This study adopted an existential phenomenology research approach to further understand consumers’ consumption experiences and their relation to the ethics of care; the main objective is the understanding how this relationship was articulated through the participants’ everyday ethics of consumption as they experienced them and ‘lived’ them (Thompson et al., 1990).
Moreover, this research study followed the existential-phenomenological view (Thompson et al., 1989) principles:  
1. Study the individuals in their everyday social environment and understand their consumption experiences as ‘they live them’. 
2. Their consumption experiences emerge in their contextual setting and it is both subjective – their beliefs and values – and objective – the beliefs and values of their social environment.
3. Their consumption experiences are understood, given meaning and articulated by them. 
4. Consumer’s experiences are understood by analysing them through their relations to other experiences and to their social environment. 
[bookmark: _Toc491771130][bookmark: _Toc386450269]3.3 Research Strategy 
The previous section explained that existential phenomenology was developed as a research strategy in which the aim is the in-depth understanding of another person’s experience (Thompson et al., 1989). This section discusses key aspects of data collection and explains how the research process was conducted in practice for this thesis. 
[bookmark: _Toc491771131][bookmark: _Toc386450270]3.3.1 Research Problem and Questions
The main research purpose of this study is to understand the intersection of the ethics of care and ethics of consumption. The study, therefore, main objectives were to: 
1. Explore the participants’ web of relationships.
2. Understand the nature of those relationships and how they mediate consumers’ ethics of consumption. 
3.  Study participants’ moral deliberations in attending their different responsibilities stemming from their relationships and how these deliberations mediate their everyday ethics of consumption.
In particular, the research questions were developed with the aim of exploring issues that have been scarcely researched and thus, reaching the research’s goal and objectives. 
1. What is the relationship between the ethics of care and ethics of consumption?
2. How is this relationship experienced by consumers and articulated in their everyday ethics of consumption
To answer the research questions, this study followed the interpretive approach, which values the subjective viewpoint (Flick, 2014) in line with the existential phenomenology approach (Thompson et al., 1989). An interpretative research strategy was chosen because the main objective was to understand the participants’ consumption experiences rather than establish causality or predict behaviour. Such approach offers the opportunity to engage with the participants’ stories and understand their experiences as they lived them. The next section expands on the specifics of the research methods that were used. 
[bookmark: _Toc491771132][bookmark: _Toc386450271]3.3.2 Data Collection Process
After defining the research objectives, the next step was to decide on the data collection process. This process is planned in such a way that researchers progress from empirical study to bringing together theoretical classifications and defining the ways that this groupings relate to each other (Locke, Golden-Biddle, & Feldman, 2008).
A number of studies have emphasised the importance of social context in ethical consumption arguing that the experience of ethically involved consumption is not solely based on an individual (desired) identity but rather on a social one including cultural back ground, personal histories and collective participation (Carù & Cova, 2003; Cherrier, 2007; Shaw, Newholm, & Dickinson, 2006). Askegaard and Linnet (2011) have demonstrated how consumer researchers’ tendency to prioritise consumers’ lived experiences has operated at the cost of understanding the ‘context of context’ – the institutional framework that consumers face. It was deemed, thus, important, to discuss first about the context of this research study. Table 3-3 explains the research process followed for the study. 




[bookmark: _Toc381179322]Table 3‑3 Research Process
	Research Problem
Literature Review, methodological evaluation and selection of existential phenomenology

	Research Context
Selection of research context

	Research Sampling
Selection of research participants

	Field Research
Conducting 40 interviews

	Field Research
Photo elicitation and discussion of visual prompts


[bookmark: _Toc491771133]
[bookmark: _Toc386450272]3.3.2.1 Research Context
This research study took place in the United States in the State of Florida. Specifically it focused on the Dade and Broward counties that encompass the city of Miami and Ft. Lauderdale and it is usually referred to as the area of South Florida. The research context was chosen because the area is fairly representative of US population as it relates specific demographics like age, sex, married couples’ and other couples’ households, education, women and men population numbers (https://www.census.gov). 
Moreover, there are three important reasons that made South Florida important place for this research study: First, South Florida is known for its mild and warm weather year around that attracts international short and long term visitors and encourages people to have numerous outdoor activities. It is implied, therefore, that there may be an increased openness, acceptance of others, and innate awareness of South Florida’s pleasant and agreeable weather and natural beauty that is known for http://www.miamiandbeaches.com/.
Second, South Florida, specifically the eastern part of the area, has seen unprecedented rising sea water levels. Jeff Goodell in his article ‘Goodbye Miami’ in the Rolling Stone magazine (2013) discusses ‘how by century’s end, rising sea levels will turn the nation’s urban fantasyland (Miami) into an American Atlantis’ (p. 1).  Politicians and residents of these areas have intensively discussed this rising sea level issues in the media. In fact, special anti-flood construction was undertaken in the last few years that is supposed to protect the area probably another decade until another solution is found. Both its balmy weather and precarious location render South Florida a place where its inhabitants feel both blessed for living in ‘world city’ like Miami and tormented and probably adequately aware of the illusory well-being of the present and eminent environmental dangers of the future (Nijman, 2007). These afore mentioned point show why South Florida was (and still is) a promising and fertile ground for this research study especially pertaining to the ethics of consumption.  
Lastly, the South Florida area was chosen because understanding the particular context in which the events or actions experienced by the people involved in this thesis is significant. Having a deep level understanding of social and cultural meanings embedded in this context, it is considered it to be central to what is known as the ‘interpretive’ approach to social science and central to the ethics of care where caring practices depend on the different temporal, spatial and cultural contexts (Gilligan, 1982). This includes understanding subtle nuances about the overall society such as the usage of some idioms and expressions, the trends of the popular culture, and criticism in politics and economic developments. Having lived (and living) in South Florida for approximately forty years, the researcher has an ability to closely understand the context and to interpret participants’ views and comments more easily having already the ‘insider’s knowledge’. 
[bookmark: _Toc491771134][bookmark: _Toc386450273]3.3.2.2 Sampling 
After choosing South Florida as the research site, decisions were made regarding sampling. Initial sampling or convenience sampling allows the researcher to get into the field and in touch with the first cases and insights (Flick, 2014). A researcher is urged to go to the most likely informants in search of information relevant to the research study (Goulding, 2005). The initial sampling, thus, was initiated with acquaintances.  Sampling purposely concentrated in not recruiting people who identified themselves as ethical consumers so as to avoid as far as possible social bias (Devinney et al., 2010). Instead, attention was directed to people who had expressed a concern about the environment and related topics without explicitly labelling and identifying themselves as an ‘ethical’ or ‘green’ consumers. In other words, the sampling was purposefully directed to include people that ‘cared about’ the environment. This was an opportunity to explore further the framings and practices of ethical consumption experiences infused by the perceptions of people who did not ascribe to such a framing. Then, the participants were requested for referrals to their friends with similar interests and beliefs adopting what is commonly known as ‘snowball sampling’ (Noy, 2008). This approach is used to obtain information and access to ‘hidden’ populations (Noy, 2008) who may have not been found otherwise. It also implies that participants referred people whom they felt close to, and who they, in turn, felt comfortable enough to join in the research and were willing to share their information and experiences (Shankar, Elliott, & Goulding, 2001). For this research study, this was an appropriate way to recruit like-minded individuals who could potentially voluntarily opt to participate in it. 
The overall theoretical sample comprised 40 consumers, 25 male and 15 female respondents aged from 22 to 70, living in South Florida, United States. The ethics of care theoretical framework suggests that it is essential to consider a broad frame of reference, to view situations and issues within a context as opposed to using a ‘separatist’ perspective (Gilligan, 1982; Zuckerman & Carsky, 1992). Belenky et al. (1997) defines this interconnectedness as ‘constructed knowing’. It is important then to see ‘knowledge as a construction and truth a matter of the context in which it is embedded greatly expands … the possibilities of how to think about anything, even those things we consider to be the most elementary and obvious’ (Belenky et al., 1997, p. 138). To access a broad range of experiences, the sample of participants included a varied and large range of people in terms of their age, gender, education, occupation or other relevant characteristic (Cherrier, 2005). Additional sampling information about the participants of this study is given in Table 3-4. 
[bookmark: _Toc381179323]Table 3‑4 List of Research Participants
	Pseudonym
	Gender
	Age
	Occupation
	Marital Status

	Mathew
	Male
	22
	Student
	Single

	Eric
	Male
	63
	President and owner of printing company
	Married

	Julia
	Female
	60
	Marketing Consultant
	Married

	Leo
	Male 
	52
	Vice President and owner of printing company
	Single

	Bradley
	Male
	52
	Entrepreneur
	Married

	Angelina
	Female
	52
	Trader
	Married

	Jack
	Male
	64
	Chief Financial Officer
	Married

	Jill
	Female
	54
	Housewife
	Married

	Sophia
	Female
	46
	Teacher
	Single

	David
	Male
	41
	President Shipping Company
	Married

	Jose
	Male 
	60
	Interior Designer
	Married

	Rolando
	Male 
	70
	Realtor
	Married

	Luis
	Male
	62
	Psychiatrist
	Married

	Miguel
	Male
	62
	Paediatrician
	Married

	Bernie
	Male 
	65
	Professor
	Single

	Marbella
	Female
	51
	Engineer
	Married

	Alyson
	Female
	52
	Lawyer
	Single

	Anne
	Female
	51
	Teacher
	Married

	Jacob
	Male
	23
	Student
	Single

	Jonathan
	Male
	27
	Medical Student
	Single

	Whitney
	Female
	31
	PhD Student
	Single

	Justin
	Male
	30
	Asst. Manager
	Single

	Stephanie
	Female
	24
	Employee
	Single

	Kate
	Female
	56
	Adjunct Professor
	Divorced

	Victoria
	Female
	39
	Employee
	Divorced

	Dustin
	Male 
	65
	Medical Doctor
	Living together

	Warren
	Male 
	60
	Social Work Consultant
	Living together

	Cooper
	Male
	50
	President Advertising Agency
	Married

	Alex
	Male
	65
	Lawyer
	Married

	Peter
	Male 
	60
	Merchant
	Married

	Paul
	Male 
	60
	Journalist
	Married

	Philip
	Male
	68
	Professor
	Married

	Frank
	Male 
	51
	Architect
	Married

	Barry
	Male 
	52
	Quality Assurance Manager
	Married

	Angel
	Male
	40
	Real Estate Entrepreneur
	Married

	Rebecca
	Female
	70
	Entrepreneur
	Married

	Sarah
	Female
	68
	Realtor/mother
	Widowed

	Alicia
	Female
	40
	Beauty Consultant
	Married

	Jacques
	Male
	50
	Civil Servant
	Married

	Pepa
	Female
	40
	Teacher
	Married



[bookmark: _Toc491771135][bookmark: _Toc386450274]3.3.2.3 Interview Process
Although there are other methods for conducting phenomenological research, the interview is perhaps the most powerful means for attaining an in-depth understanding of another person’s experiences (Thompson et al., 1989). An in-depth interview is defined as an personal interview where the researcher is interested in motivating the participants to express their feelings, beliefs, experiences as freely and as truthfully as possible (Stokes & Bergin, 2006). Unstructured interview is similar to a conversation in which a researcher uses only a brief set of prompts and completely drives the interviews through the participants’ responses (Creswell, 2013). Since the objective of this study was to explore and understand the participants’ consumption experiences, the choice of an unstructured interview was deemed most appropriate. In particular, the goal of a phenomenological interview is to attain a first-person description of some specified domain of experience. Since the participant largely sets the course of the discussion, with the exception of an opening question the interviewer has not a priori questions concerning the topic. That is, the dialogue between the researcher and the participant tends to be circular rather than linear where the descriptive questions utilised by the researcher arise from the course of the dialogue and not from a predetermined set of questions. Lastly, the interview is intended to yield a conversation, not a question and answer session (Thompson et al., 1989). Open ended questions give the participants the power to structure their feelings and their thoughts and thus, attempting to minimise power imbalances between researcher and participant (Hirschman, 1993). 
The role of the researcher is to provide a context in which participants freely describe their experience in detail and thus, to attain a context where both researcher and participants are in positions of equality (Thompson et al., 1989). Some of the ways of preventing the researcher from assuming a very invasive role are: having questions and inquiries following the course of the dialogue, employing short descriptive questions and avoiding asking ‘why’. Specifically ‘why’ questions can be perceived as invitations for rationalisations and defensive responses (Thompson et al., 1989).   The aim of the question is to focus on providing description of experiences. In response to a participant’s statement “I hate shopping at the mall”, a sample question used was “Can you tell me about your shopping experience there?” 
The main objective of phenomenological interviews is not to explore the causality of the experiences but rather to understand and comprehend the participants’ experiences as they describe them. That is, to garner information on how they lived through them in a specific set of circumstances and contexts (Thompson et al., 1989). This kind of interview accepts the complexity and ambiguity of human experiences by recognising that different individuals may be talking about similar experiences while using different words or describing different experiences using similar words (Cherrier, 2005). 
Thirty-nine interviews were conducted between a period of four months from June to September 2015 and one additional interview was conducted in December 2015. They were all face to face and conducted in a place of the participants’ choosing that was usually their home, café, restaurant or their place of work. The duration of the interviews ranged between 40 minutes and one hour and fifteen minutes. Subsequent telephone conversations and electronic correspondence were conducted with nineteen participants to follow up on issues from their initial interview as the text was read and reflected upon (Dobscha & Ozanne, 2001) and also to discuss their pictures that participants did not have available during their first interview. Thirty-six participants were interviewed individually and two couples opted to be interviewed together. In this latter case, extra vigilance was exercised in detecting any relation dynamics that would hinder their responses (Valentine, 1999). 
The first question was usually the ‘grand tour’ question inquiring about themselves and their lives (McCracken, 1988). This gave participants an opportunity to talk about themselves without specific direction or limitations thereby creating a trusting and comfortable environment to discuss their feelings and experiences. No attempt was made to stop digressions and thus allowing the discussion to become open and often more fruitful. While delivering an unstructured interview with no particular questions, the role of the researcher was to listen carefully and at the same time build on the conversation. The researcher’s role in ‘this performance’ was to listen and watch for cues, signs, words, pauses, body language hints and the participant’s changing attitudes and adjust the next ‘line’ of the script in order to ensure that the interview’s performance continues without a ‘hitch’ (Myers & Newman, 2007). 
Examples of some of the questions that were used during the interviews are given in Table 3-5 below.
[bookmark: _Toc381179324]Table 3‑5 Examples of Questions Used during Interviews
	Grand Tour question:
Could you tell me about yourself? Or could you describe your typical day? 

	More focussed questions: 
Could you tell me about your experience at the mall? Or could you tell me about your food shopping experience? Or could you describe me your experience with the farmers’ market? Or what do you mean that ‘you could also care for others’?

	Example questions: 
Could you give an example of a trusting relationship? Or could you give an example of a disappointing experience with a marketplace actor? Or could you give an example of a ‘clean’ food or ‘balanced’ diet? Or what do you mean ‘buy something that you really love’? 



All interviews were recorded and transcribed verbatim. The researcher completed transcription of the first three interviews. The balance of the interviews were outsourced for transcription because of time limitations and in an attempt to focus more on analysing data as soon as each interview was completed. To ensure quality of transcription, all texts were checked against the recorded data by the researcher. Furthermore, all pertinent nuances of the conversation (i.e. hesitations, emphasis, irony, etc.) were marked on the text by the researcher. 
Moreover, to support the findings, field notes were taken during the interview and then used to clarify any doubts, note possible future questions, and record conversations and comments made after the recording was stopped (Flick, 2014) with the participants’ permission. To further enhance the narrative data from the interviews, participants were asked to bring photos of products and/or services that they had purchased for themselves and others. The next section discusses how these were deployed in the data collection. 
[bookmark: _Toc491771136][bookmark: _Toc386450275]3.3.2.4 Photo Elicitation  
Visuals are a figure of speech and an epistemology – “I see is used interchangeably for I understand” (Penaloza, 1998, p. 351). Visuals are appropriate to studying the everyday life because they reveal the taken for granted everyday routines and the ways of seeing and articulating them (O’Connell, 2013). When visual data are used in conjunction with interviews, they complement and enrich the collected research data by providing aspects of consumer behaviour often missed or not recorded by the researcher (Penaloza, 1998). 
In preparation for the interview, the researcher asked participants to bring with them pictures of at least three or four products and/or services that they had purchased for themselves or others. The reasons for this were as follows: First these served as prompts to start the conversation and to help the participants to ‘open up’ and discuss in detail their consumer experiences (Dion, 2007). In other words, they were used as interview stimuli and, thus as an opening statement as well as a way of continuing the conversation and verifying what was described and discussed (Clark-Ibanez, 2004). Furthermore, these photographs enhanced the data analysis by adding subtle background information that was revealed while discussing the portrayed consumption experience. Participants’ photographs allowed the researcher ‘into’ their home and life in a more intimate and delicate ways than when the researcher would have been physically present (Clark-Ibanez, 2004). Moreover, photographs depicted things/event that were part of institutional paths and thus, the focus of the discussion was solely on things already consumed and not on those they intended to consume thus avoiding any conversation about their future intentions and any ‘attitude-behaviour gap’ regarding their consumption choices. Moreover, visual prompts were requested in an effort to explore further what was important for the participant pertaining to what was purchased, for whom and how this experience was articulated by the participants. In other words, in this study photo elicitation was used to gain deeper understanding of the participants’ consumption choices for themselves and their close and distant others and how their relationships were manifested in their everyday ethics of consumption (Clark-Ibanez, 2004).   
These pictures offered participants the opportunity to express themselves freely and specify what was really important to them. They portrayed how participants saw and understood their experiences (Dion, 2007). This gave added significance not only to what was consumed but also how participants experienced it and the meaning they gave to purchases that they may have not revealed during an interview carried out without these visual aids (Dion, 2007). The visual prompts offered first, a less obtrusive way in gaining a ‘participant observation’ view of experiences that it would not have been accessible otherwise and second, participants offered a view of their experiences as ‘they were lived’ by them (Thompson et al., 1989). 
Information from interviews and visual prompts were analysed separately and then together in order to allow for a more thorough understanding of the data. The next section describes the data analysis process. 
[bookmark: _Toc386450276]3.3.3. The Analysis Process
This section discusses the data analysis process and explains the data analysis procedures adopted by the thesis. The emergent findings will be discussed in great depth in the following chapters in chapters 4 and 5. 
Phenomenological interpretation has three methodological criteria in analysing text from interviews: First, the interpretation relies on the participant’s own terms, that is referred an emic approach. Second, the text of the interview is treated as autonomous body of data. That means that there is no attempt to corroborate a participant’s description with external verification, as well as, that the interpretation should not incorporate any hypotheses, inferences, and conjectures that exceed the evidence provided by the transcript. Finally, to treat the text as an autonomous body of data, the researcher should hold in abeyance any preconceived theoretical notions and attempts to grasp, rather than impose, meanings emerging from the dialogue (Thompson et al., 1989). That is, a theme must emerge from respondent descriptions rather than from abstract or theoretical inferences and guesses. 
Phenomenological interpretation takes into account previous passages of the transcript and it is a continuous back and forth process of relating parts to the whole, referred to as ‘the hermeneutical circle’ (Thompson et al., 1989, p. 141). This part-whole process occurs in two phases: first, each interview transcript is read as a whole and then its parts are related to its overall content and second, each interview is compared to others and common patterns are identified (Thompson et al., 1989). These patterns capture some aspects emerging from a given set of experiences and thus, provide a description of common patterns in experience. That is, researchers are seeing where participants’ meanings are the same. 
The core meaning of hermeneutical circle holds that personal understandings are always situated within a network of culturally shared knowledge, beliefs, ideals and taken for granted assumptions about the nature of social life. That is, while each person is the author of her/his unique understandings, the texts of these personal meanings are always written in culturally given terms (Thompson, Pollio, & Locander, 1994). Thus, understanding and interpretation are different stages in a common process of making sense of the world. That implies that the findings offered by interpretive inquiries necessarily reflect ‘a fusion of interpretive perspectives between researcher and participants’ (Thompson et al., 1994, p. 434). 
The continuous part-to-whole comparison of the hermeneutic circle that was employed in this study is illustrated in Table 3-6 below. As implied by the use of the double arrows in the connectors in the table, the process followed for the thematic analysis was not done in a linear manner but involved going back and forth between these steps until the final themes crystallised. The analysis process is discussed further in the next subsection.
[bookmark: _Toc381179325]Table 3‑6 Analysis Process
	Data Analysis Process
Comparison of the parts of each text to its whole and then each one to the others 

	

Identification of patterns (experiences, concepts, ideas)

	

Combining and cataloguing related patterns into themes and subthemes 

	

Building valid arguments for choosing the themes by revisiting literature


Source (adopted from Aronson, 1995)
[bookmark: _Toc491771141][bookmark: _Toc386450277]3.3.3.1 Analysis of interviews’ data
The first step was to transcribe all recordings of the in-depth interviews. Research notes were also attached to the transcripts to help with the recollection and reflection on what, where and how issues were discussed during the interviews. 
All participants’ interviews and visuals represented their personal narrative ‘their own life story’. The basic premise of a narrative is that it has a beginning, middle and an end (Shankar et al., 2001). The narrative is the basic medium through which humans speak, think, form their identity and understand each other. Focusing on the participants’ narratives, the researcher was able to see what they emphasised, what they minimised or left out, their role in the story, the way they talked about themselves and others (Stern, Thompson, & Arnould, 1998). In other words, the narratives told not only their stories but also their relations with others. The analysis was done manually to facilitate greater immersion in the data when compared to computer-based analysis tools (Shaw et al., 2017; Spiggle, 1994).
First stage of analysis
During the first stage of the analysis, each interview transcript was read in full, in order to gain a sense of the whole picture. Each participant’s narrative provided a particular set of stories and, therefore, there was an effort to identify different words or themes that were encountered within each individual narrative. This intra-text, part to whole, comparison compelled the researcher to look carefully in each individual’s narrative and study first each one separately. Each individual text of data was read and re-read until key words were identified and understood that kept repeating through the text. Within each set of data there was an effort to also identify patterns of meanings that supported the participant’s narrative. 
Second stage of analysis 
During the second phase, the different themes were compared within the texts and commonalities and differences were sought after and observed in order to comprehend how they were articulated and in what context. The goal at this point was to make connections among the participants and create an interpretation that superseded the participants’ individual stories without losing their individual voices (Thompson et al., 1990). This comparison between inter-text iterations was aiming in developing categories of different patterns and conceptual category development. The analysis progressed by integrating and synthesising concepts and developing key conceptual categories. Then, central categories were identified that tied all other categories in the theory into an overarching story (Thompson et al., 1990). This was accomplished by “understanding the participants’ point of view (emic) to portray broader cultural meanings (etic)” (Spiggle, 1994, p. 492). 
The ‘grounded reading of data’, as Thompson and Coskuner-Balli (2007, p.279) termed it, is the continuous coding in search of categories, relations between categories, and themes provided a reflexive phase cross-examining the data about theoretical saturation of categories and theories. 
Third stage of the analysis 
In this study, the interpretation of the participants’ reflections on their consumer experience emerged through a circular interplay between developing understanding of phenomenological interviews (Thompson et al., 1989) and an on going immersion in several key literatures relevant to the participants’ reflections: (1) consumer research on ethical consumption, (2) research on the ethics of care literature and (3) research on economic and social exchange and gift giving literature. This resembles the constant comparative method in which the thematic issues identified in the textual data guide the course of the literature review (Belk & Coon, 1993). That is, interpretations were infused with greater depth by drawing on literatures that offer insights into the different meanings, ideas, beliefs that lie beneath the study’s phenomenological themes (Thompson, 1996).
To further enrich the understanding of what the participants discussed during their interviews, the pictures that they brought with them were also analysed. In the next sub-section the photo elicitation, visual analysis and how these contributed to the text analysis are addressed. 
[bookmark: _Toc491771143][bookmark: _Toc386450278]3.3.3.2 Visual Analysis
In section 3.3.2.4, it was described how the research method photo-elicitation (PE) or photo-voice was used (Darbyshire, MacDougall, & Schiller, 2005; Dion, Sabri, & Guillard, 2014; Mannay, 2010). The objective of the photo-elicitation was to understand the consumption choices of the participants. In other words, participants started to discuss about the purchases they already made and their experience in doing so. The interviews captured the visceral component and experiences of the participants. The pictures helped capture the tangible and intangible aspects of those experiences (Clark-Ibanez, 2004). In other words, participants used these pictures as unique way to communicated dimensions of their lives. All pictures were of their choosing and, it was implied that each picture was an important part of their life story and, thus triggered meaning for the participants (Clark-Ibanez, 2004). Pictures were also treated as text and analysed as the participants articulated them. 
Inter-text comparisons were also conducted between the texts from interviews and the texts of the pictures’ narratives. The interview-picture inter-text comparison supported the emerging themes and identified whether there was anything hidden and/or left out from the verbal when comparing with the visual and vice versa. Visuals helped to get to know the participants better and to ‘see’ them in sharper definition and more vibrant colour (O’Connell, 2013). Evaluation of the photos helped when reading and re-reading the transcripts and enabled to interpret participants’ stories setting aside first impressions and proceed with in depth analysis. Photographic understanding involved examining the images in terms of subject/content (the components of the image), audience/content (the historical and cultural context of the image), and perspective (the photographer’s view) in this case the participant’s view, all part of a so-called rhetorical triangle (Drew & Guillemin, 2014; Van Leeuwen & Jewitt, 2001). In other words, these pictures were used in the thesis as valuable data to support the verbal explanations through visualised forms. That is, the emphasis was placed on understanding the participants’ experience and its context through visual materials rather than understanding about visual materials and thus, the collected visual contents were used as supportive evidence rather than being explored by a particular visual analysis method (Goulding & Saren, 2012). 
The researcher recognises that the final interpretation represents a fusion of horizons between the interpreter’s frame of reference and the texts being interpreted (Thompson, 1997). One of the drafts of analysis schemes used in this study for the verbal and visual data is depicted at Table 3.7 below. This table represents the interpretation process and highlights the linkages from the data to the theory of the ethics of care.




[bookmark: _Toc381179326]Table 3‑7 Analysis Scheme Sample


Market Mediated Care
Promoting wellbeing
Buying gifts, sacrifice, buying clean food, sharing different experiences




Care mediated ethics of consumption

Avoid pesticides, boycotting, boycotting, anti-consumption, solidarity, volunteering 

Avoiding hurt











Family trips vs. carbon emission footprint, clean clothes vs organic cleaners, Nike shoes for my son vs. sweatshops, beautifully polished nails vs. chemical for the environment 

Path to Mature Care 
Balancing responsibilities while attending the needs of self, close, and distant others











 
When conducting the interviews and handling the pictures used for the photo elicitation, ethical protocol, policies and guidelines were followed. The next sub-section focuses on how the pertinent ethical issues were addressed. 
[bookmark: _Toc491771144][bookmark: _Toc386450279]3.4 Ethics issues 
The participants of the study were provided with Royal Holloway’s consent form (see Appendix I) informing them about the study and assuring them about the terms of confidentiality and anonymity regarding the research. The form advised them that the researcher would be staying in touch with them and they had access to her at any time. They were told that they were part of the research process through participating in the interviews but also by having access to transcribed and analysed text. They were assured that they would be provided with a copy of the completed thesis if they so desired. In addition, they were advised that they had the right to withdraw at any time from the research study. A recording device and a notebook was used during all interviews with participants’ permission. Participants were ensured that all research material including transcripts, digital recordings, notes and pictures would be kept safely as part of the thesis’ related material. Confidentiality was confirmed and stressed as being paramount and thus, all participants were given pseudonyms in the thesis’ document to protect their identity.  In accordance with the Royal Holloway’ Ethics of Conduct, all rules, regulations and procedures were followed as required for conducting this research study. A copy of the Ethics of Conduct form that was used for this study can be found at Appendix I. 
[bookmark: _Toc386450280]3.5 Researcher’s Reflections  
The fact that ethics of care is a part of this research study, implies that the research methods should incorporated some of the beliefs of Women’s Voice/Experience Feminism movement (Bristor & Fischer, 1993, p. 520) as Carol Gilligan (1982) discussed in her book ‘In a different voice’. She argued that there are differences between male and female experiences when they deal with moral dilemmas and that the female experiences are an equally valid basis for developing knowledge as it is the male experiences (Bristor & Fischer, 1993; Gilligan, 1982). As such, she advocated that it is important to pursue a state where the perspective of different sex/genders are equally valued and empowered (Bristor & Fischer, 1993). It was important then to listen for the ‘different’ voices that they may not be usually heard. There was a special awareness that there was a double risk of not listening not only for the ‘different’ voice of women but also for not listening to the men’s voices in the study because of the researcher’s experiences and bias. There are gender-based differences in words and communication of the words, so the researcher was especially mindful and sensitive in listening and understanding (Bristor & Fischer, 1993; Thompson et al., 1994). Following on the ‘different voice’ approach, it seemed appropriate to have an extended interaction with people of different gender, age, socioeconomic status, ethnicity, etc. in order to get a fairly comprehensive and pronounced knowledge about the subject of the study (Bristor & Fischer, 1993; Pettersen, 2008). In other words, it was important that all sides were heard rather than one and taken in consideration ‘what may have been left out’ and, therefore, ‘to agree to speak differently is to ward off the stagnation of speaking the same’ (Thompson, Stern, & Arnould, 1998, p. 151). 
It was also important that the researcher remained aware of her ‘other’ voice in her conversations with participants in order to avoid generalisations, stereotypes and gender related assumptions. As a researcher within the interpretative paradigm, she was expected to be an ‘empathetic participant’ and at the same time an ‘empathetic translator’ (Hirschman, 1986). In other words, being an effective researcher applies empathy in understanding participants’ reality when interpreting and communicating it. The researcher tried to not empathise by putting herself in somebody else’s shoes, but, instead develop the act of ‘holding’ and try to understand the participant, the other, without immersing herself in her/his view, nor vice versa (Ruddick, 1995).
This was further enhanced by the fact that as a woman, the researcher was expected to be sympathised by both women and men (Williams & Heikes, 1993). Women feel that with a woman researcher are able to share ‘woman-to-woman talk’ (Devault, 1990). The woman-to-woman talk is a translation of their experiences in words that are understood among women. Devault (1990) argues that there are not really words that are able to describe some women’s experiences. As such, some of these experiences go unnoticed and disappear since women are not able to express them with the words available. As a woman, the researcher tried to listen beyond words while listening to both men and women expressing their experiences. Research also shows that men are more comfortable talking about intimate or sensitive matters with women rather than with men (Williams & Heikes, 1993). That is, the researcher was really there to ‘listen attentively’ to the participants’ narratives, descriptions and experiences in the ethics of care (Sevenhuijsen, 1998). In fact, some of the participants expressed their feelings at the end the interview with the following comments: 
Anne: …This was great, it was better than I expected…
Rolando: … We discussed things that I have not shared even with my partner… 
Being attuned and open to understand the context of the research and be attentive to the nuances of the story is probably the most critical aspect of hermeneutic interpretation (Thompson, 1997). This meant that the researcher looked out also for the participants’ talk as it actually happened including conversational features that typically go unnoticed like an indrawn breath, elongated vowel sounds, and hesitations. In listening to participants’ form of speech, the researcher was made aware of these minute nuances of conversation (false starts, hesitations, rhythm, pauses, emphasis, periods of silence, facial expressions) that provided hints of emotions and meaning and at times added emphasis to some of the emerged themes (Devault, 1990). As a novice interviewer, at times she had to reflect and respond with great care like in situations where there was an awkward and silent moment, and continued the conversation with a photo prompt, asked the participants to describe in more depth their experiences or asked them to clarify and develop a point from an earlier discussion. These proved to be good ways to expand the interview discussion as well as to demonstrate to them that the researcher was listening to and reflecting on what they were saying.  
Attention was also paid not only to the individual accounts – individual experience – but also how this experience was influenced by social life and culture (Askegaard & Linnet, 2011; Johanna Moisander, Valtonen, & Hirsto, 2009) i.e. the consumers’ socio-cultural environment and personal set of circumstances. Reflecting on the literature on the ethics of care, it was important to understand their particular set of circumstances and how their contextual understanding influenced their experiences.  
Summary
This study drew on approaches from within the interpretivist paradigm, which meant that the overriding goal of the research was a deeper understanding of the phenomenon rather than a prediction of causality with universal laws and principles. Consistent with this paradigm, existential-phenomenology was adopted taking into account that the research strategy focused and aimed for a deeper understanding of participants’ consumption experiences (Thompson et al., 1989). As with the key theme of the hermeneutic approach, consumers beliefs and actions discussed were fully situated within a multifaceted network of cultural meanings that could be modified and transformed by never escaped (Thompson et al., 1994). This was particularly important for investigating a phenomenon that is under-theorised such as the relation of the ethics of care and ethics of consumption and how this was articulated in consumers’ consumption experiences with their particular set of circumstances. That is, the adoption of phenomenological method enabled an in-depth investigation within real-life context and a thorough study of consumers’ experiences in their socio-cultural context. The research process followed meticulous data collection procedures combined with an attentive data analysis that included in the interpretation the perspectives and voices of those who participated in the study. Data collection process included both in-depth unstructured interviews and photo-elicitation focusing on discussing and understanding participants’ consumption experiences as they ‘lived’ them. Data analysis progression included a ‘hermeneutic circle’ of constant comparisons between the whole and its parts that were carried out until emergent categories and concepts achieved theoretical saturation. In the next two chapters, chapters 4 and 5 the findings of the research are discussed at length.    
 


[bookmark: _Toc488825991]

[bookmark: _Toc386450281]Findings: Defining Relationships
This chapter explores the themes related to the participants’ relationships with close and distant others. The chapter is divided in two parts. The first part explores participants’ relationships to close others and their influence participants’ ethics of consumption. The second part identifies participants’ relationships with distant others and describes how these relationships manifest in their consumption practices and choices. 
[bookmark: _Toc492019714][bookmark: _Toc386450282]4.1 Introduction 
As discussed in the literature review, the ontology of the ethics of care is relational, as it depends on and is developed through and because of people being in relationships. At the same time, the ethics of consumption are laden with their caring undertone towards protecting and mitigating any harm caused to the vulnerable others and the environment. Therefore, the focus of this study is on understanding the nature of the intersection of the relational ethics of care and the caring ethics of consumption. This chapter centres on how the participants’ ethics of consumption are mediated by their relationships to close and distant others. 
In Part I the participants’ discussions pertaining to their consumption choices from the perspective of being in relationships with their close others are presented. Part II describes their consumption choices resulting from being in relationships with distant others and the environment. 

 
PART I
[bookmark: _Toc492019715][bookmark: _Toc386450283]4.2 Fostering the Flourishing and Wellbeing of Close Others
The participants’ views of their consumption practices revealed not only how they cared for themselves, they also revealed their concern for, attention they placed, and importance they ascribed to the people with whom they had an established close relationship. These include their family members, friends, colleagues and/or special interest groups that Tove Pettersen (2008) called ‘close’ others. These close others were the people with whom the participants had established personal relationships in which, one’s knowledge of the other was detailed and discriminating. In other words, they were both those persons to whom they felt attached to and who were part of their extended selves (Belk, 1988) as well as those whose resources, perspectives and identities they perceived  as being their own, their self-expanded selves (Aron, Aron, Tudor, & Nelson, 1991; Connell & Schau, 2013).
In this analysis, it emerged that participants’ consumption choices for material goods, their consumption practices, their sharing of experiential events and the ways in which they tended to their and the others’ needs were somehow shaped and defined by their relationships to their close others.   
[bookmark: _Toc492019716][bookmark: _Toc386450284]4.2.1 Promoting Physical Wellbeing 
While discussing their everyday consumption practices, the participants talked about their consumption choices and about how these related specifically to both their and their families’ health and wellbeing. Because of the intimate relationship that they have with nutrition, health and wellbeing are an unavoidable issue when analysing food consumption decisions (Hall, 2011). One of the most frequent concerns discussed, pertained to caring for and maintaining both their own and their family members’ health and wellbeing for oneself and their family members. There seemed to be a recurrent theme of wanting to stay healthy, choosing healthy food, following healthy regimes, and maintaining weight control in order to avoid any harm to come to themselves and their family. Their food consumption practices were often focussed on organic, hormone free, grass fed, and/or pesticides free products. They were talking about ‘the purity’ of their food choices by which the term ‘healthy’ referred to foods they considered to be pure, uncontaminated, and devoid of the chemicals used in conventionally produced foodstuffs (Cairns, Johnston, & MacKendrick, 2013). 
For instance, Jill, a loyal vegetarian, discusses her choices of food shopping for her family. She said that she tried to avoid anything that resembled processed food and ensured that all the ingredients she used were pure and free from anything that might cause health problems.  
Interviewer:  So how do you make your food choices?
Jill: I mean, bread for example, you used to eat bread, 50 years ago you used to eat bread and be fine. Nowadays you don’t know what it does to you. Unless I buy it from Wholefoods and it is unadulterated, no GMO, I do not know if it is the cause of a lot of joint inflammation. All kind of things, we do not know…People get more allergies and kids get more allergies. I mean we do not have to do that. We do not have to do what Monsanto and all these others try to say we have to do, everything chemical.  
In observing the fact that there are more people with health problems lately, Jill chooses products that she considered as ‘unadulterated’ and thus less damaging to her and her family’s health.  
Pepa, a teacher, is also advocating for the choices of local and organically produced foods that she and her husband are opting for. 
Pepa: We like to have some organic food sometimes. Mainly because I prepare these juices in the extractor, so if we are going to buy celery, we know that we need, definitely need to get organic celery, because if it is not it is not going do anything good for you. And we go to Trader Joes for example, because they offer some organic food but also they have stuff that is not the same that you find in traditional grocery stores, so sometimes you can have like some cheese that is special or regional or you can try different taste, from, I do not know, your olives or even the pizza you can find stuff that is a little bit different and healthy. 
Interviewer: You said that, when you get the celery, for example, and if it is not organic, it is not good for you. Could you tell a little more what you mean by that? 
Pepa: Well, for example, because you know, when you are trying to eat healthy, you can find a lot of literature of what it is best for you. And about celery, specifically they said that it is one of the vegetables that they absorb the, what it is called, those chemicals… pesticides, so because it is mostly water, you know, and it absorbs, it is better for you to have the organic… because it is going to be less harmful for your health.
Interviewer:  So you do your research about things like that and you look what is good, what is bad for you?
Pepa:  Yes, and what is also for example, how to lower, the sugar, because you know, my husband is hypoglycaemic, so we try to find food that is going to be like, good for us, for the skin, for the sugar, for allergies, for the system.
Pepa and her husband were choosing the foods that are free from chemicals and therefore, they considered them to be less damaging to their health. Furthermore, Pepa was extra vigilant in choosing the right foods to ensure her husband’s wellbeing.  
Providing examples of a rising in health problems, provide more motivation in looking for and choosing healthy foods. For instance, Eric discussed about his and his wife choices about healthy food. 
Eric:  We eat in so much more today, just because we do not really sort of trust what we are eating outside. So we know what we are buying, we are buying food that it is not with no GMO and no hormones, no antibiotics, all our fish is fresh… All our fish is wild caught, all our vegetables and fruits pretty much are all… what is the word… organic…. I mean there is a big difference with organic food; I mean it is a little expensive but … you know, and you have to go a little more often than sitting around...
Interviewer:  What prompted you to go for this kind of food?
Eric: I see the difference in people with cancer today and I feel that this is a big part of it. We were eating all the crap that keeps them being sick, and that is why all the antibiotics are not working on people anymore. I wish I had started 30 years ago… I hope more kids do it today.
The manifestation of different health ailments seemed to point at Eric’s and his wife’s attentiveness and consumptions choices being appropriate to ensure their wellbeing and avoid possible future health problems for both their family and themselves. 
Regardless of their healthy food consumption choices, some participants expressed doubts and scepticism in regard to the provenance of the food. To overcome this ambiguity – i.e. whether or not to trust the provenance and truthfulness of the products that claimed to be organic, hormone free and not genetically modified –, the option was to choose products that were seasonal and produced locally by tailoring meals around what was available and fresh at any given time. Products’ local origin was viewed as providing automatic credibility and presented as a valid and somehow uncomplicated proof for the product’s ‘goodness’ (Pratt, 2007). This ambiguity did not only relate to the food’s actual quality and provenance, but also to the retailer that sold the product. Choosing a local supplier is not only viewed as an assurance of the product’s freshness but also of its integrity and provenance. 
For instance, Julia who visited her farmers’ market a few times a week felt that she could trust the provenance of a product sold there much more that she could the ones sold in large supermarkets. 
Interviewer:  Could you tell me about your shopping experience with the local farmers’ market? 
Julia:  With that it is really nice, because you go and there is… You know, they all competing and they all have a lot of the same stuff, so … just going in there, you know which ones you like. Whether a tomato tastes better or whatever, you know, you just know the ones that you like. You know, they all make a lot of different things too, from the honey to the jellies and just pickles. And it is good experience. You feel good because you feel like you are helping the local and you know that they picked it and they brought it to market … versus going to the supermarket… where they say it is organic or they say it was grown unconventionally but you do not know exactly and where… 
Locally produced food and outlets gained credibility as reliable and trustworthy places where to buy fresh products that really were what they claimed to be. Julia’s trusting the provenance of the product made her consumption choices easier and at the same time, enabled her to avoid ‘large’ companies that she do not trust (Visconti et al., 2014). Local products and producers were viewed as being more trustworthy and, somehow, better sources from which to select for both one’s self and their families.  
Bradley was not sure of the provenance of the food imported from abroad. Since he was taking care of the cooking for the whole family, that included his wife and two teenage sons, he tried to tailor their meals around what was available seasonally and locally. 
Bradley: We buy seasonal fruits and vegetables. …I try to tailor our meals around what local fresh fruits and vegetables are available. I do not like eating Chilean or Mexican – grown produce because I am not so sure of what I am putting in my body… 
Bradley’s ambiguity in regard to the background and quality of different foods encouraged him to choose locally sourced ones, and, focussed on seasonal produce that he trusted as being the right choice for taking care of his family.
Those participants who were parents, who generally were their families’ care givers, seemed to stress the importance of their choices of ‘healthy’ food, including organic, not genetically modified, and devoid of any pesticides and hormones, for their children in ensuring their growing and flourishing. For instance Marbella saw, her son as being her priority in her food choices. She took care of the shopping for her family, husband and son, and while she patronised different stores for different things, like her meat, fish and vegetables, while there, she was concerned about choosing healthy foods.  
Interviewer:  Do you check where these products are coming from? Do you check the labels?
 Marbella: Yes, I do, I am very concerned about the quality of our food so that is a very big priority… To get organic meat and milk, especially for my son who is growing, who is 6 ft. 4’! I prefer to pay a little extra and get organic fruits and vegetables and milk and meat.
Marbella is apprehensive was ready to pay a premium to ensure that she chose good quality food for her son. The priority she assigned to taking care of her son and ensuring his wellbeing took precedence (Heath et al., 2014), thus she made sure that her food choices were organic and clean from GMOs and pesticides. 
Angel was also interested in ensuring that he ‘properly’ cared for his son and that he was able to provide the best for his child, and thus properly cared for (Prothero, 2002). He was also ready to sacrifice a lot in order to ensure that his son was properly looked after, by providing him with the products best suited to satisfy his nutritional needs.   
Interviewer:  Do you ever look at food labels?
Angel: Oh, yes, all the time.
Interviewer: Does this make any difference to you?
Angel: Huge Difference. Yes. My son, basically, eats organic food and we try to buy everything organic or bio or whatever is called. Oh, yes, big difference. Especially for dairy… So, initially it started out with eggs, milk, and poultry… and then some of the vegetables … we moved to meat. Yes, if there is anything organic, we will buy that first. It does not matter the price… I would go without shopping for clothes for a year in order to make sure that he eats proper food.
Angel is prepared to go above and beyond to ensure that he provides quality and healthy foods for his family and especially his son. Parental sacrifices are documented in the literature and especially when they concern ethical consumption choices, which they referred to as ‘green’, and considered to be the purest and closest to nature (Atkinson, 2014). Moreover, price premiums for these choices are linked to both ethical integrity and higher quality (Davies et al., 2012; Moraes, Carrigan, Bosangit, Ferreira, & McGrath, 2015) and, it seems that parents, like Angel and Marbella, believe that by purchasing these high priced products and what they perceived to be high quality products, they are looking after their children’s wellbeing and flourishing in the best possible way.  
[bookmark: _Toc492019717][bookmark: _Toc386450285]4.2.2 Give and Take
However, parents play a dual role, as they also wish to ensure that they encourage their children to take responsibility and make their own choices. As their children’s main caretakers, they have the responsibility not only for looking after their physical development, but also for nurturing and promoting their emotional and social development (Ruddick, 1995). In the learning process, as in the participants’ everyday consumption practices, parents have to allow their children to make their choices hoping that they make the right ones but accepting the fact that they may make some bad ones as well. 
For instance David was confronted with the moral dilemma of not only choosing the ‘right’ food for his children but also of whether to allow them to make some choices on their own. This was because he understood that they also needed to learn to make their own choices and that he would have to accept some compromises. 
David: You want to keep the kids healthy. On the other hand you want to foster ‘healthy decision making on their own part so there is always ‘give and take’. Just a compromise, for them to understand that they cannot have two desserts or that the dessert has to come after the vegetables and the healthy meal and the protein. 
David, as parent, knew that he had to take care of his children’s physical needs; however, he also accepted the responsibility of needing to foster their mental development to enable them to develop and strengthen their decision-making capabilities. Therefore, he gave them the opportunity to learning to make their own decisions and fostering their future wellbeing. 
Choosing health foods or following some particular dietary rules, participants showed that these were practices adopted in order to take care of the needs and wants of their family. The health needs of some family members dictated sometimes the range of food option choices. For instance, Jack’s wife was a vegetarian, and that determined their food options while at home. Both Jack and his son were not required to follow a strict vegetarian diet, but their food options, while at home, were geared to involve sources that respected labour rights, animal rights and the wellbeing of the environment.   
Jack: My wife is a vegetarian … so we tend to do not eat very much meat at all. We tend to shop for things that are either organic, natural or healthy … And that is pretty much for everything … cleaning things in the house, what we eat, what we feed the dog… And that kind of dictates everything… I think for over twenty years she has been a vegetarian. She was more driven I think by what she perceived as cruelty to animals and that kind of drove her in that direction and then you had the health benefits… for eating that way. 
Jack’s and his son’s understanding and following this lifestyle choice as husband and son seemed to give precedence in adjusting to their wife’s and mother’s needs respectively and, therefore, maintain the integrity and strength of their family identity (Cappellini & Parsons, 2012; Grønhøj, 2006), and, more importantly, the family bonds and wellbeing. Attending to family members’ needs resembles to a cycle of reciprocities by which households are constituted and reproduced (Cappellini & Parsons, 2012) and a desire to preserve and maintain family relationships (Epp & Price, 2008). 
There was also a willingness to make some sacrifices in order to ensure that close others were getting the attention they deserved. Stephanie was currently living in her mother’s house. Her mother had chosen to use energy-efficient lighting all over the house and although Stephanie was happy with this arrangement, she was actually contemplating to make the same choice when she would move to her own apartment. 
Stephanie: My mother gets light bulbs that conserve energy… so, when I live on my own, I will choose them too. But it also depends on what the other person (my boyfriend) likes. I am used to it and I can wait for a few minutes (for the light bulbs to brighten up) but other people hate it.
Stephanie was willing to conserve energy to act in a friendly fashion towards the environment but she also had to respect and listen to her boyfriend’s likes and needs. She was aware of the importance of her environmentally friendly actions but she also knew that she may have to sacrifice a little in order to attend to the needs of her close other and maintain the wellbeing of her relationship with him. 
Warren was also aware that he would need to make some sacrifice or, at least, make sure that he attended to his partner’s needs by attending opera performances. Although he admitted that he would not have attended these performances had he been on his own, he looked forward doing so in order to attend to his partner’s needs.
Warren:  I make job decisions and travel decisions and what not because he (his partner) is a priority. For me, and so we like doing things together, we go to the opera, we have season tickets to the opera, and that is something that I would not do normally on my own. But he enjoys it and so I enjoy doing it with him. If it were only for me, I would probably not do that. But he likes it so I like it… we will go do those things together. 
Warren’s goal was to respond to his partner’s wishes and thus, looked like he was putting his partner’s wishes before his own. This attentiveness to their close other’s needs seemed to intensify when the discussion focused on participants’ experiences while shopping for them. 
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For most of the participants, the most important part was listening carefully to what their close others, partners, children, friends and family members, expressed about their needs and likes. This is what Selma Sevenhuijsen (1998) called ‘attentive listening’. She considered the activity of care as the ability to ‘see’ and ‘hear’ the needs of others and take responsibility in meeting those needs (Sevenhuijsen, 1998) .  
Careful listening empowered the looking after close others and attempt to satisfy their needs and what they really wanted. This attentive listening is what Rolando described ‘it is like he (his husband) is giving me his wish list’. This vigilant and conscientious attentiveness to understanding and taking care of the other person’s wishes was what gave them gratification especially when the other person expressed satisfaction with their choices. The others acknowledged that they had been the object of the participants’ caring attention and had accepted it. 
For instance, Sarah discussed her son in-law, who refused to wear anything that was made in China and who made her more conscious about her consumption choices. Although she avoided any products made in China because she felt pressured by him (Lawlor & Prothero, 2011), when it came to buying something for somebody else, she insisted she would always look to satisfy their needs and not her own.  
 Interviewer:  When you buy gifts for your children or for other people, for your friends, how do you go about that?
Sarah: My son-in-law is crazy. I bought him a cashmere sweater, this is about five years ago, or six years ago from J. Crew for Hanukkah and he returned it because it was made in China. He does not wear Chinese products. So that is what made me more conscious. If I go to Jose and Rob’s I will bring them a bottle of wine. My girlfriend, Diane, who is coming tonight, she drinks Prosecco. So I will bring her Prosecco or something else that she might like because I have known her since college, you know, so I try and buy something that I know people are going to like. I would buy what they want, not what I wanted, because that is what the gift is all about, right? I think a gift is giving somebody what they want, not what you want to give them.
For Sarah, it was very important to respond and attend to her close others’ needs without imposing her own likes or dislikes, which would have entailed failing to look after and to take care of their wishes and, thus please her friends.
A gift seems to be a way to say thank you, show appreciation, and a way to exhibit what one thought of another. It is also an expression of thoughtfulness, and a way to articulate one’s awareness of the presence of the other person, a possible manifestation and acknowledgement of their relationship (Mauss, 1990). It implies, that there is a need to acknowledge and thank close others as a form of reciprocity for the kind of the relationships one has with them. For instance, David affirmed that it was important to show his appreciation by listening and responding to what his close others liked. That is, he felt that it was a way to make the other person aware that she/he was in his thoughts and appreciated. 
Interviewer: When you buy things for yourself or for others, how do you go about doing that? 
David: Okay so we are talking like Christmas gifts, birthday gifts?
Interviewer: Any gifts?
David:  This is actually one of the reasons because this was a purchase for somebody else (showing a picture of a place mat). It is a birthday gift. Birthday gifts for me have less to do with the cost and more to do with the sentiment. So, for instance this placemat, I probably would not have bought it for myself because it is too expensive but I bought it for somebody else because I wanted to make up at her presentation. I think usually that is what happens with gifts. We really enjoying giving gifts and saying thank you and marking those occasions. 
Interviewer:  Could you tell me more about that ‘sentiment’? You said ‘it is more about the sentiment rather than the cost’. 
David: I think my wife and I share this very deeply, we want to make sure that the occasion is marked because things have, some things obviously not perishables, but some things can last a long period of time, they can have an innate value to that person to mark a specific occasion in time… To me the dying regret is just a terrible thing. I do not want to miss an opportunity to tell someone that I love them or miss an opportunity to thank them. That is why a personal card to me for teachers for instance is important because especially, teachers are transient right? …. The only pleasure I really get in shopping is for gifts for other people. 
For David, consuming for his related others was more than just satisfying their needs; it was an important way to communicate his appreciation to them and convey the value he bestowed on their relationship. He really looked for that special object that really had a special meaning only for that particular person with whom he had a special relationship (Otnes, Lowrey, & Kim, 1993). He considered his caring effort to find the right gift important in order to show the other person that he really thought about her/his needs and wants.
David: We are trying to make choices that are obviously meaningful to the recipient and that it is not going to be something that gets returned. I hate returning things, not because of the time but because it is a reminder that the person did not put enough thought into the gift… the father of my ex-girlfriend used to say ‘It is the thought that counts but if it is a shitty gift, it is a shitty thought’… 
David placed a lot of attention and validity in being attentive and responsive when purchasing a gift for the people with whom he had a relationship, either family or friends and acquaintances. He seemed to consider it an essential part of maintaining and nurturing his relationships with his related others. He did not like to return any gift not only because its symbolic value would be converted into an economic exchange value (Sherry, McGrath, & Levy, 1992), but also because he perceived it as devaluing the relationship itself. This implied that for him, returning a gift somehow threatened the wellbeing of his relationship with his close other. 
A gift threatens social ties as much as it strengthens them (Sherry Jr, McGrath, & Levy, 1992); in this case David was trying to look after the wellbeing of  his relationships with his close others. He seemed to adapt his gift-selection to reflect the role(s) he wished to express in each of his relationships with his related others (Otnes et al., 1993); whether to strengthen ties, taking care of  needs expressed or not, or provide a form of acknowledgement of the relationship. 
What emerged from the data was that one prominent expectation was the gift recipients’ satisfaction that implied their awareness, the recipients’ way to acknowledge that the gift was accepted. When a gift-exchange is perceived to be successful, the gift/object is incorporated into the recipient’s life and the relationship between the two people (giver and receiver) is bolstered (Sherry Jr et al., 1992). For instance, Rob, who gives a great attention to detail and an avid art collector, described his experience in buying gifts for his partner. 
Interviewer: And when you are shopping for your partner, how do you go about it?
Rob: I do things, I have learned… He is very particular about the things that he likes and it has to be just so, you know… It has to have certain fabric content and it has to have a certain you know, whatever. So as it gets closer to the holidays, or his birthday or something like that, I listen to the things that he is responding to and it is almost like he is giving me his wish list. And then I go and pick out the one that I like for him and then I know that it is going to be something that he would appreciate. And so that is one way I have done it. Any time I try to do something very creative and something I think would be terrific, not so much. So again, part of the game is to play, is to get something that you know they are going to like because they have already indicated they like it. So, I make mental notes and as we are going along and if there is something in a particular store that is very unusual, I go back the next day and I buy it and hang onto it. So that is how I know pretty well that what I am giving is going to be something that is not only appreciated but used. So that works pretty well.
Rob described how his attentive listening made him ‘pretty good’ at choosing what his related others wanted. Moreover, by paying close attention to his close other’s needs and wants, his efforts were paying off when he saw that the recipient appreciated the gift and that made him feel good. That may be implied to be a form of an acknowledgement for his efforts to take care of his close others’ needs and wants. 
When unsure, however, about what their others may have wanted or liked and, thus it may be implied a lack of attentively listening, some of the participants resorted to taking care of their close others’ needs and wants by offering them gift cards. Although many admit that buying these cards is convenient (Valentin & Allred, 2012), in this study emerged that giving gift cards was a way to ensure that the needs of close others were met and satisfied. Giving a gift card minimised the gift giver’s risk of making a poor selection, required minimal shopping, and gave the recipients the greatest freedom of choice (Valentin & Allred, 2012). 
Barry and Luis admitted that giving a gift card as a gift was not really much personalised. Their main concern, however, was to please the person and thus, a gift card afforded them a way to possibly avoid disappointing the gift’s recipient. Moreover, pleasing their related others gave them comfort and was a form of acknowledgment that they were able to satisfy their needs even when they did not really had the opportunity to attentively listen to their needs.
 Barry: I am a practical person. I do not really know you, right? It is safer for me to buy you a gift card… in that way I will get solace in the fact that I know you will get something that you really want. I do not want to buy you something that you will not use. It is a waste. 
 Luis: My wife usually buys the gifts, but when I do, I lean towards, whenever possible to gift cards, because it is convenient… and the person is going to be happy. If I buy you flowers, you have to like it. If not… it is a waste.
For Barry and Luis, an important reason for choosing the ‘convenience’ of a gift card was their need to assuage their worry and preoccupation for not satisfying the other person’s needs (Valentin & Allred, 2012). They felt that, had they been unable to do so, their efforts would have been wasted and they would have failed in taking care of their close others’ needs. 
Attentive listening, however, emerged in purchases that were made not only pertaining to gifts. For example, Angel praised himself as a ‘savvy’ real estate entrepreneur. He bragged about the fact that he was able to find a great value in purchasing his family home. 
Angel: The house we bought, the decision was based on location, security, price per square foot and dimensions. There are few neighbourhoods that are of interest to me. This house is in a gated community. Security is a pre-occupation of mine. I think has a huge value, intangible value. And it is close to the beach; it is five blocks from Miami Beach so that maybe of interest to my son. There are parks and that is important to my wife, so I kind of I have to meet… have a meeting of minds on that. And the price was already cheap. I mean, I negotiated it, and if I cannot get a good house (in a good price) then nobody should. 
What appeared on the surface, as a purchase may have seemed to only involve his self-satisfaction, looking closer, it was revealed that his purchase involved attentive listening, and a sympathetic consideration for the needs of everybody involved. 
Philip, on the other hand, carefully attended and responded to what he perceived to be his grandchildren’s needs depending on different conditions and circumstances.
Interviewer: How do you go about shopping for yourself or for others like the grandchildren? 
Philip: Well, first of all, one of the pictures I gave you was a bill for a restaurant. We took our grandson out before he left for college. He stayed with us a couple of days so we took him out for dinner. 
Interviewer: So how did you choose the restaurant?
Philip: We gave him a choice of two restaurants; he was indifferent so we decided to take to a restaurant that he would enjoy. We took him to a steak house and for the first time he ate ‘churrasco’ and he said he enjoyed it. We tried to guide them through or standby if they need any help. We respond as needed whether it is support. For example, one my grandsons needed a car for his internship, so my wife gave him her own car. Or send them tickets to come down for Thanksgiving. So it can be support, financial, it can be driving them to North Carolina. He had to go there for his internship… 
Interviewer: Okay, if your grandsons ask you, do you buy them…?
Philip: No, they never ask me: it is what we sense they need or what we sense to help them. To help them develop, grow and become mature, new experiences that they expand their perceptions. So, it is a multi-faceted contribution or discussing things, ethically or from a religious point of view. 
Philip responded to his grandchildren needs by focussing on what he perceived they needed whether they expressed it or not and taking care of it (Bubeck, 1998). His attentiveness was geared towards understanding the perceived needs of his close others whether expressed or not and responding appropriately to ensure their future flourishing and wellbeing.  
It seems that the participants’ efforts focussed mainly on attending to the needs of their close others by respecting their preferences and granting their wishes. However, when the recipients’ preferences were at odds with his beliefs and values, Jose found a way to deal with the conflicting needs of satisfying his close others’ wishes while, at the same time, not betraying his own principles and beliefs and therefore, maintaining his own wellbeing and that of his relationship with the others. Jose’s husband was very preoccupied with his appearance and, most of the times, he desired certain things that may or may not have been in line with Jose’s values or beliefs. For example, he was interested in a particular brand that may not necessarily have been what Jose considered to be the most efficient or ethical choice possible. But he knew that, in order to maintain his relationship with his husband, he sometimes needed to compromise.  
Interviewer: How about gifts? Things for your husband, for example, he may like one thing or another, how do you go about choosing? Like you find something similar that it is made elsewhere? 
Jose: I would definitely choose the one that is made in the U.S. Well, if he (his husband) wants something specific, then I go and buy it. But usually the gifts that he wants are in made in Italy. So, when it comes to gifts, it becomes complicated, especially when you do not agree. If that person wants something that is specific, you look the other way. 
It seemed that Jose looked the other way in an effort to compromise with what his husband wanted and what he believed to be the ‘right’ thing to do. His form of compromise seemed to have been an effort to finding a way to resolve the conflict and bridge the disconnect (Ruddick, 1995). 
Kate, an ethics lecturer in the local community college, she also pointed out that she felt very strongly about certain abuses of the environment and about working conditions in certain manufacturing plants. She pondered whether she would buy such a harmful product even if some of her close related others wanted it.
Kate:  I have to put the person’s feelings first. And if I feel uncomfortable buying what they want, I will give them a gift certificate to go and buy it themselves. 
Kate tried to find creative solutions to satisfy the needs of her close others and, at the same time, avoid actually purchasing such a particular product herself going against her values and beliefs. Her actions may resemble a way to neutralising her guilt in actually doing something that she perceived to be wrong (Chatzidakis et al., 2007). In an effort to satisfy her others’ needs even when they were at odds to her beliefs, she found a way to respond to their needs and stay true to her own principles.  
The discussion so far centred on how participants’ consumption choices were made in order to please their close others. By listening to the people with whom there was an established relationship, and of whom there was intimate knowledge, the effort focussed on empathising with their needs and wants and guiding consumption choices accordingly. 
It was repeatedly highlighted that the purchasing of material goods for others was focussed on satisfying the others’ needs. The effort focussed on achieving this by buying healthy food, offering thoughtful gifts after listening to the others’ wishes, or simply ensuring that their needs were taken care of. Most of the time, however, the discussion revealed that the preoccupation was not centred on purchasing choices for material goods but for experiential consumption choices that were shared with close others including varied and deep emotions and connections. In the next section, the discussion focuses on the experiential consumption choices shared with close others.  
[bookmark: _Toc492019719][bookmark: _Toc386450287]4.2.4 Strengthening the Bonds that Bind   
The distinction between material and experiential purchases is defined as: the former is defined as “spending money with the primary intention of acquiring a material possession – a tangible object that you obtain and keep in your possession” and the latter is defined as “spending money with the primary intention of acquiring a life experience – an event or series of events that you personally encounter or live through” (Gilovich, Kumar, & Jampol, 2015, p. 152). 
What emerged as being important from the participants’ discussions on experiential consumption experiences was getting together and sharing quality time with their close others. For instance Julia discussed her upcoming family reunion with fondness and described it as the only way her family ties could be kept strong, as most family members lived far apart.
Interviewer:  Could you tell me about the family reunion?
Julia: The family reunion started twenty-five years ago. My brother actually had the first one at his house, and they started as a little cookout and a few of my cousins came. And over the years it kind of just evolved, and it became like a tradition. And for the most part, all of my cousins still in the immediate area, with the exception, I guess, of maybe four or five of us. So, we have got some that live in, like, the Carolinas, and then there are three of us that live in different parts of Florida. So to make sure we have a really good turnout, we decided we would always make it the third Sunday of September, so when you are planning your year you always know, well, third Sunday in September is our W-W family reunion. So that is what you do. … And basically is all home cooking… So everybody comes and we just have all the food and everybody just has a good times and you know gets together and socialises and so forth. And, I am actually in the midst, right now, of putting together a cookbook as a tribute, because my mother was the last surviving matriarch. So, now it is just cousins. There are no other parents alive. 
Experiences such as these were presented in the literature as traditions in which whole extended families participate, and share every year practicing their particular customs and rituals (Fischer & Arnold, 1990; Wallendorf & Arnould, 1991). Julia, however, described her family reunion, as an event that was voluntarily planned and attended and not as annual ritual that involved obligatory participation like Christmas, Thanksgiving, or any other public holiday. These were intentionally planned experiences, in which the participation and social interaction of family members were highly anticipated with the main objective to keep close and extended family relationships strong and maintain and continue the relationships from the past to the future. 
In maintaining relationships, Alicia, a personal beauty consultant working long hours, also described her shopping family trip as special annual expedition shared between mother and son. 
Interviewer: When you buy for yourself, do you go the mall or?
Alicia: No, I do not like the mall. We go one time, once a year, my son and I, we try to go to Los Angeles or New York. Not that we cannot buy it here, it is just like let’s take a little trip and then we go shopping for the whole year. I go to stores in Harlem that they have the same stuff that they have in Soho. It is just less than half a price in Harlem. So the prices that we get are really good. We take advantage of the trip together. … They are very good outlets here in Orlando but it has become a tradition and my son and I, we just love it. 
Since Alicia was not very fond of going to the mall and was usually pressed with time due to the nature of her work, she instead scheduled an annual family trip somewhere to go to satisfy hers and her family’s needs. Although she discussed about taking advantage of the special deals (the prices at Harlem that has low priced outlets comparing with Soho where the stores are rather expensive) and the various low cost stores they visited, she emphasised the experience that she shared with her son as a ‘family tradition’, thus implied that they share distinct experience together. 
In terms of sharing special moments, Julia described her decision to take up golf lessons; what she truly revealed in the process was that learning and playing golf gave her a way to always have something to share with her husband, who loved that sport. Moreover, she liked the fact that she would have been able to share this experience for a long time, since the ability to play golf is not overly affected by age. 
 Interviewer:  Could you tell me a little about golf?
Julia: Golf, oh! Well, Eric grew up on a country club, because his parents had a house on the golf course, so he grew up in a country club life. I, on the other hand, did not grow up in country club life, okay? So, I was, you know, thinking it was very snooty, which it can be, but you just have to find… There is always those type of people everywhere. But basically we have a nice group of friends there. And I took up golf when I was 52, so there you go. So, I am never going to be a pro, but I do enjoy it. And I like it because I can just go out there and hit the ball, you know. And, if I am having a bad day I can put the face on the ball and go whack, and it usually is terrible. Or, I can go out and be very relaxed and just, you know, not have a care and hit it good. So you never know. 
Interviewer: What drew you to golf?
Julia: My husband… I wanted to be able to know that we could do something together, and he enjoyed golf. And he wanted me to take golf from the very beginning, but you know, in my 30s and my 40s I was busy with work and I just did not. So then, in my 50s, after I had some time, it was like, okay, I will go and take it up. 
Interviewer:  How do you feel when you are in the golf course?
Julia: I like it. I enjoy it. I like being out there… And I love the fact … it is a nice thing that Eric and I can go anywhere. We can go anywhere and we can golf together. So our anniversaries now centre on that. So, it is nice that we can do that together. And it is something that … you know, it is a sport that you can do for the rest of your life.  
Julia described her choice as being that of an amateur. She recognised that her choice to learn golf late in her life would not make her a pro. Her goal, however, seemed to be ensuring that she would be able to do something that she liked and, at the same time, she would be sharing with her husband for a long time. 
On the other hand, Eric described his and his wife’s fondness for caviar and champagne respectively with relish and passion. It seems to be a conspicuous consumption choice that showed their financial affluence (G. M. Eckhardt, Belk, & Wilson, 2015). During the conversation, however, it emerged that his main reason to purchase those foods was that they both loved to entertain their family and friends.  
Interviewer:  Could you tell me about this picture with the caviar?
Eric:  So, I go to a place called Caviar Express and they have all kinds of caviar from Russia, Iran, and they have the good stuff, from Beluga to American caviar that is farm raised and things like that. I do get the Russian caviar … One of our best parties was probably about six months ago and we had this caviar and we had people that wanted to go out to brunch that Sunday when we were up at the beach house. We said well, why doesn’t everybody come up here, the thing was that I do not know at quarter to 12 or something we were supposed to be at the hotel for brunch and everybody came over around 10:15, 10:30 and we had some champagne, we had some fruit, we had the caviar, vodka, champagne, and cheeses, and pates. And we were only supposed to be there an hour and then we would take off and go to brunch together, and there was either eight or ten of us. And nobody left until 4:30 that afternoon, so we never made it to brunch… and it was probably one of the best parties we had. 
Eric went on to describing that an unplanned impromptu gathering with his friends, for which the provisions available were not as important as the quality and the uniqueness of the experience he shared with them. His discussion was more focussed on the experiential rather than the material value of his caviar purchase. Its actual value was in the fact that Eric was able to establish and maintain a special bond between himself and his friends by sharing a great and memorable experience (Arnould & Price, 1993). In other words, his consumption choices may be interpreted as a means by which he could satisfy his desire for better relationships with his friends (Belk, Ger, & Askegaard, 2003). 
The consumption of material goods was underscored and, in essence ‘belittled’ when compared with the consumption of experiences. David admitted that they both his wife and he did not spend much on clothing. They preferred to spend their money on things that they could never get again, like holiday experiences and memories for the kids. 
Interviewer: So when you go out and buy things like clothing for yourself or for others, do you go after a specific brand? 
David:  So for shirts, there were a couple of Christmas Holidays where I got gifts of different brands. I will notice that a shirt brand will fit me better for the body type that I am and the weight at the certain point of time and I may even like the style of that shirt, so yes I will return to that store on my own sometimes and say okay, let’s see if I can get a shirt that was as good a consumer experience as that original shirt. Other than that, I mean we try to stay into good quality shirts versus cheaper quality shirts. For the most part we do not do a lot of clothing purchases, it is a luxury item and at this point of our lives we would rather spend money on things that we can never get again, like vacations and memories for the kids. So clothing is not on the top of our priorities… A lot of people shop for pleasure, but it is not pleasurable for me, clothing is not pleasurable for me. It is a necessity… Our most valued possessions are a Terabyte of family photos and the quilt I gave my wife that is our scrapbook (we place our best pictures there).
David found that experiences were more important that material goods. He assigned a higher value to their experiential consumption choices than the ones involving material goods, to which he referred as a necessity. He appreciated his experiences more because he considered them both pleasurable and unique. He appeared to assign a greater ‘story value’ to them than he did to his and his family material possessions (Gilovich et al., 2015, p. 156); also he felt more compelled to talk about his experiential purchases. Moreover, it appeared that, reflecting on his experiential purchases, David felt more connected to his close others than when reflecting on material purchases (Kumar & Gilovich, 2015). 
From the conversations, it emerged that Alicia, Julia, Eric and David were more interested in discussing their experiential consumption choices rather than their material possessions because they felt that the former would be better suited to promote the wellbeing of their relationship with their close others (Michael Lee & Ahn, 2016; Van Boven & Gilovich, 2003). They described how their experiential purchases provided them with more enduring satisfaction and how they felt more deeply connected with those among their close others with whom they shared them (Addis & Holbrook, 2001; Gilovich et al., 2015). Furthermore, they were more eager and happier by the opportunity to talk about their experiences (Kumar & Gilovich, 2015) rather than about their purchases of material things and how these experiences, albeit not necessarily ‘extraordinary’, were driven by interpersonal interaction (Arnould & Price, 1993). Furthermore, the social interactions linked to such experiences seemed as fostering comradeship and union among the people who share them (Tumbat & Belk, 2011). What was truly highlighted was that such experiences were viewed as being invaluable and vital to maintaining and enhancing their relationships with their close others (Michael Lee & Ahn, 2016). 
In the pursuit maintaining close ties, however, it would appear that it is assumed that people’s roles and responsibilities need to be sometimes negotiated to be ready to give more in order to attend to the needs of close others in cases of unexpected hardships. The next section illustrates the participants’ discussions in regards to their experiences of actually taking care of those of their close others who may be have been weak, sick and vulnerable and whether and how these experiences may have caused them to alter and adjust their life circumstances, including their consumption practices and choices.  
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In this section, the discussion turns to describing experiences in taking care of close others. The main subjects of the conversation are descriptions of the experiences linked to providing care to close others and of how these influenced consumption choices and practices. Whether devoting more attention and time, most of the time it entailed some form of sacrifice between one’s own needs and those of close others. For instance, the previous summer Kate had travelled with her best friend. While there, she had fallen in love with a ring. Although she could have afforded it, she had decided not to buy it to avoid offending the friend with whom she was travelling and whose monthly salary was almost the same as the price of the ring. 
Interviewer: How about the third picture?
Kate:  Well this ring. Basically I am not that much in to jewellery. I bought it here from a lady who has nice jewellery for a really low price. It looks nice. The reason I bought it usually I do not buy much jewellery for me because I am not into jewellery but since I was divorced, okay, one day, one of my former professors showed me the ring she had, she was in a relationship for 25 years and they decided to marry so she showed me the ring. And I thought to myself how nice that she had a ring, so I said I can get a ring if I want to. So I went to the jewellery exchange, this was seven years ago and I got two stackable rings and then I said well I have to give them a meaning. So these two… one for the Associates Degree and one for the Bachelors. So when I finished the Masters… This summer when I went to Greece, I fell in love with a ring that I saw every day, three times a day because it was next door to the hotel. I went to find out the price, I have to be honest, I could afford it; but the friend who was travelling with me, for her it was her whole salary. So I wanted the ring but I did not buy it. So when I came here I wanted a ring so much, even this one, does not look at all with the other one, but I enjoyed buying it. I said okay this ring will always remind me, even if it is not from Greece, it will remind me of the good time I had there. And the price was 500 Euro versus $55 that I paid. It was not worth it. I put my friend’s feelings first and I did not buy the ring.
Kate’s moral dilemma had been whether to put her needs before those of her friend. She considered her friend’s precarious situation and, thus she put her friend’s needs before her own. It seemed that that buying the ring that she really loved was not worth hurting and disappointing her friend, and thus safeguarding their relationship was more important. 
Protecting and nurturing relationships with close others is also focal for parents (Ruddick, 1995). Parenthood is a demanding responsibility and one that, most of the time, requires most of a person’s time and devotion. During our conversation, David wondered ‘who really has time to waste’? He confessed that he really loved video editing. But he had no time to dedicate to it. In a household with two full time working parents and two children, negotiating and taking care of everybody’s needs could become too difficult. So, David’s choices, ignoring his own needs and wants in order to attend to those of his wife and children, had all the hallmarks of self-sacrifice. 
Interviewer: Could you tell me more about ‘this time saved’?
David: Who likes to waste time? I never have time to do what I want to do. I mean when I say what I want to do, obviously I want to spend time with the kids, but that is always because it is a number one priority, it is at the expense of the secondary priority. So, I enjoy video editing tremendously… I do not have time to do that in my life… It is very difficult because even after the kids go to bed, then it is wife time and I have tried to find the balance for wife time but it does not seem to work out in my favour because she is also very busy and if we do not get to see each other, then the wheels start coming off the wagon again. It is not good. 
His statement shows that he was trying to keep what was going on under control, taking care of all those for whom he was responsible first and then trying to taking care of himself was like juggling his everyday life experiences (Thompson, 1996). At a first read, this looked like self-sacrifice; it seems, however, that was a type of reciprocity linked to a reward. When we started our conversation, David clearly and emphatically stated that, if there was one thing in which he would have liked to succeed in his life, this was to be a good father and a good husband.
Interviewer:  So family time is important to you?
David:  It is the only thing that it is important to me. Well a lot of things are important, but it is the eating together that it is a big deal.
Interviewer: So what does family time mean to you?
David: The only thing I really wanted to do growing up, I have always wanted to be a father and a husband. If I do this well and nothing else during the rest of my life, I would be the happiest person. I do not care if I ever have a career, make an impact on a global scale, or invent a better light bulb. I do not care about all that stuff. I would rather, it sounds provincial, but I would rather live a life knowing that I have provided for my wife and my children and I was a human in that respect.
What emerges was David’s efforts to attend and respond to his children’s and wife’s needs. It appears that in order to achieve his goal to being ‘a great family man’, he needed to have and maintain strong relationships with his children and wife in which he was able to give and take, recognising and accepting that, at times, he would have to give more in order to get more. It appeared that he was taking care of them more than he was of himself; but what emerged from his discussion was that caring more for them gave him great satisfaction and sense of achievement. This was a form of reciprocity, an acknowledgment of his caring responsibility for his family (van der Heijden, Visse, Lensvelt-Mulders, & Widdershoven, 2016). 
At times taking care of one’s close others seems to come very close indeed to self-sacrifice. Caring and assuming responsibility to protect close others may prompt one to make changes and, thus affect their everyday life and as result alter its trajectory. One such case was that of Jack. After the death of his father, Jack decided to attend school and build a family and career in a place he really did not like; he chose to stay there in order to attend to the needs of his mother and his aunt. 
Interviewer: So now that you said Florida, you stayed here for a long time? 
Jack: I think family kept me here most of the time. My mother, my aunt and then because of that you develop work situations. If it had not been for that probably I would not have stayed…Yes, I mean, you know… my father died 35 years ago, and you know. So, my mother was here by herself, oh with my aunt. And my mother passed away earlier this year and my aunt is 95 so I feel like I am obligated to take care of… 
Interviewer:  Did you feel you had to take care of them?
Jack: I felt an obligation, I mean they… you know. They were very good to me and I guess and do not know why but I felt like there was an obligation there and you know it … I would not have felt right about not honouring the obligation.
Jack’s understanding of his interdependence and relationships with his close others, influenced his decision to take care of their needs and to assume moral obligations and responsibilities for them. He had acknowledged the caring he had previously received from them, and he did not hesitated in becoming the one providing the care, the care giver (Noddings, 2002b). It seems that attending to his responsibilities stemming from his relationships with his close others, he had changed his life course, experiences and choices. 
What emerged from the discussions was that responsibilities stemming from being relationships with close others altered and influenced consumption practices and choices. 
Summary
In this section, the moral obligations that had arisen from the participants’ responsibilities from being interdependent and connected to their close others were discussed. These close others were the people with whom they shared personal and established relationships and a comprehensive and in depth reciprocal knowledge (Pettersen, 2008). This intimate knowledge had enabled them to be aware and apprehensive of the needs of their close others. Furthermore, due to the physical and emotional intimacy they had shared with them, they acknowledged their responsibilities in ensuring that they were taking care of their needs and wants. 
What emerges from the participants’ discussions is that they were dedicating a lot of their resources including concern, effort, time and money to attend to the needs of their close others. Whether choosing the right food products, the perfect gift, or the enjoyment of an experiential purchase, their aim seemed to be the blossoming and strengthening of their mutual bonds. There seemed to be a constant giving, receiving, and reciprocating to constitute and reproduce one’s relationships with close others (Arnould & Rose, 2016). 
In addition to their close others, the participants lived and interacted with people of whom they did not have an intimate contextual knowledge. In fact, in most cases, their knowledge of them was incomplete, contested, and ambivalent. In other words, they did not share either an emotional or a physical immediacy and, therefore, they had tenuous connections with them. The second of the part of this chapter the discussion focuses on the consumption practices adopted and choices made by the participants in taking in consideration of their distant others. 











PART II
[bookmark: _Toc492019721][bookmark: _Toc386450289]4.3 Avoiding Hurting Distant Others and Supporting their Wellbeing
The previous section presented the participants’ discussions of how their consumption practices and choices were being defined and expressed because of their relationships with their close others. In this section, the participants’ connections with their distant others and how their consumption selections were mediated by such relationships are illustrated. These distant others were those entities who were not well known by the participants, of which they only had general and impersonal information and with which they had no established relationship (Pettersen, 2008). These distant others included: the environment – the interdependence with which some participants seemed to understand but could not define in any concrete terms – people who lived in different states, countries and continents, and animals. These were the others with which the participants did not have clearly defined and deep connections. Lastly, the participants often had no idiosyncratic knowledge of these distant others’ circumstances, living conditions, and particular needs (Pettersen, 2008), which implies that they may have been uncertain of the impact their consumption practices and choices may have had on these distant others’ particular situations. 
The next subsection presents the participants’ discussions of their consumption experiences and choices made when dealing with and in relation to these distant others and responding to their needs. 
[bookmark: _Toc492019722][bookmark: _Toc386450290]4.3.1 Protecting 
In the previous sections, the participants discussed choosing seasonal and locally sourced products in order to avoid or prevent potential health problems both to themselves and their related others. In this section, a discussion is provided on how they also made such choices in order to protect the environment; in other words how the participants made their consumption choices and how these may have been affecting not only their close but also their distant others, including citizens of other countries, animals, and the environment. 
[bookmark: _Toc492019723][bookmark: _Toc386450291]4.3.1.1 Averting mischief  
In Part I of this chapter, some of the participants opined how they had been looking for healthier foods, which they described as being free of pesticides and hormones and other additives that would not have been good both for them and for their close others’ health. This section highlights how their food consumption choices were also made with the intention of helping and avoiding damage to their distant others including the environment. 
For instance, Mathew, a pre-med student with an extended back ground in biology, agreed that pesticides are not good for human consumption; however, he was more concerned about the harm that those pesticides may have been doing to the environment. 
Interviewer: Do you ever look like whether your food is local or organic? Does this make any difference?
Mathew: …Local makes a difference to me. It does not have to be organic. I prefer local. Organic I think it make a difference for certain things. 
Interviewer:  What do you think about the additives, pesticides or things they put on? What is your opinion? 
Mathew: I agree that pesticides are not great for your health but it is far worse for the health of the land that is used on and the farm workers that handle the pesticides that is where the danger comes in. So buying organic and avoiding pesticides is less a concern of my own but more a concern for the environment.
When discussing his preference to buy local or organic products, Mathew’s primary concern was to avoid hurting the environment. He was more mindful of the wellbeing of the environment than his own. He seemed, therefore, to be more apprehensive with how his actions may affect the environment and, by extension, other people, both close and distant. 
Paul, on the other hand, discussed how he preferred and trusted local foods in being fresh. As a restaurant critic for a national newspaper, Paul often visited with his husband various area restaurants that claimed to be ‘from farm to table’ and, thus, offering only local food. 
Paul:  It is funny because in a restaurant that is like ‘from farm to table’, they have Idaho trout, Scottish salmon and Dover sole… what is up with that? … We do not eat all that when we are surrounded with so much local fish… we try to eat what is only local and seasonal…I mean just eat salmon all the time or mangoes all the time… well you are ending up poisoning yourself and the environment.
Paul was wondering why anybody would choose to eat something shipped/produced from far away when the local supply provided equal or better quality and variety. He went on to say that this was not good for both for our bodies and for the environment; thus, he supported locally and seasonally grown products not only for avoiding harming himself but also the environment.    
The discussion extends not only about the benefits to the environment from choosing locally produced products, but also about the detrimental effects of genetically modified foods. Mathew, although not categorically against them, had ambivalent feelings about genetically modified vegetables and other living organisms like fish; what he called ‘living organisms with a brain’, which, as such, he considered capable of feeling pain. He was particularly sensitive and opposed to the issue of causing pain and, by implication, harm to animals. 
Mathew had expressed doubts about the validity of genetically modified foods but he did draw a line between genetically modified fruits and vegetables and genetically modified animals.
Interviewer:  What do you thing about these things that they are talking about like GMOs, additives, pesticides or things like that. What you think about that? What is your opinion?
Mathew: I think GMO is a word that is twisted around a lot. There are some benefits to genetically modifying some things and I think that genetic modification does not always mean it is something deadly and dangerous, but then again it can. You know there are things that are dangerously genetically modified. There is a good example recently, I think the first genetically modified fish was FDA (U.S. Food & Drug Administration Agency) approved. It is like salmon three times the size and it grows twice as quick! … And that is stepping over the line morally. I am not sure that I am comfortable with that. I do not know, but I am not sure whether that is actually a problem for health. 
Interviewer: When you say you are not sure about morally for the GMOs, could you tell me a little bit about that?
Mathew: I mean it would be for the fish. You know if you genetically modify a tomato or something of that sort, then you are not genetically modifying an animal. Sure it (the tomato) is a living thing but not something with a brain. And so I think there is a definite line and by genetically modifying a fish we have crossed the line. 
Mathew’s moral concern was more about the harm and possible ‘pain’ that may be caused to the animal rather than about the actual genetic modification process and how this may subsequently affect him. His concern turned towards distant others and took precedence over that his own wellbeing. The possibility that these ‘living organisms’ may feel any sort of pain seemed to make the process of genetic modification process at the very least uncomfortable for him and to edge him to avoid inflicting any harm to animals by not consuming genetically modified animals.  
In trying to lessen the damage to the environment, different consumption choices are made like consuming local products and avoiding genetically modified ones. These consumption practices seem to espouse a candid effort to be mindful (Szmigin et al., 2009) and considerate of the various requirements and needs that were required to be attended to in order to reduce some of the harm to the environment. 
[bookmark: _Toc492019724][bookmark: _Toc386450292]4.3.1.2 Forestalling further Damage 
The data revealed a willingness to prevent harm to the environment and distant others by practicing recycling. Recycling seemed to be practiced by most of the participants sometimes together with others members of their households.
For instance, for David, recycling was something that got done and had become part of his everyday routine. The fact that his children had also accepted and gladly participate in doing it, made it an easier task and routine to follow. 
Interviewer: Do you do any recycling? How do you feel about that?
David: Yeah we recycle. Again it is convenient…there is a bi-weekly pick-up… we are pretty great about recycling. The kids are all into it so it is fun! We tried composting once and we just could not do it. We had a huge composter in the back, we have a very small backyard so every time you would go in the backyard after the first three months, it was like the attack from the flies and considering we do not have any garden, it kind of lost its purpose.  
David referred to recycling with enthusiasm and satisfaction because it is convenient considering his busy schedule. He considered his recycling practices to be above average and, furthermore, by having the kids joining in, a routine and mundane task had also turned into a fun activity. It seemed that David was trying to avoid any further harm to the environment and, by including his kids, a way to foster children’s caring feelings towards the present and the future wellbeing of the environment (Ruddick, 1995).
Angel, on the other hand, felt guilty because he had to balance between his concerns for the environment and taking care of his baby son. 
Angel: I feel bad…now with the baby we create much more garbage than before… so I think this is probably bad… and I do not think the diapers are biodegradable.
Angel’s moral dilemma between protecting the environment and taking care of his son was a form of trade off in which the latter overshadowed the former (Carey et al., 2008; Heath et al., 2014; Prothero, 2002).
Recycling practices were referred to as ‘doing your part’ in taking care of the environment. Even when there was scepticism regarding the whole chain of the recycling process – handling it, and dumping it –, most of the participants opted to continue recycling and ‘doing their part’ in protecting the environment. Some of their doubts focussed on whether the recycled materials were kept separate and recycled as properly and carefully as they claimed they are.  
For instance, Eric, the owner of a printing company, discussed the fact that his company recycled everything. The company’s recycling was regulated and approved by a specific organisation. After finding out that that certifying organisation did not really follow the appropriate standards, he has been wondering whether his and his company’s ‘ethical practices’ were compliant with the proper procedures, were done for the right reasons, and whether ultimately, they would be able to achieve the planned outcome. These ambivalences raised many questions that most of the time were not provided with any answers (Papaoikonomou, Cascon-Pereira, & Ryan, 2014). 
Eric: We are recycling in our business… it might be a little selfish, but we thought it was good for business as well since a lot of people want to be considered green and environmentally friendly … we have three places that we are members of as far as being green… but talking to the paper mills, I found out that only 30% of their paper is really farmed the ‘right’ way… you do not know… I am pretty disgusted… 
Eric was upset because he was not sure that what he thought was the right thing to do, he had come to realise that it was not really as ethical or done for the right reasons as he thought. He was continuing, however, to ensure that his business recycled everything and, thus, to avoid causing more harm to the environment. 
Whilst Leo shared the same scepticism in the beginning, he recycled everything. Moreover, he had been recycling for a while even when he had been aware of being one of the few people who did. 
Interviewer: How did you decide to start recycling? 
Leo: Well here (in his business) we make money on it. It is not just good for the environment; we also make money out of it. But at the house, it was more than just a feeling; you have to have a conscience. You have to play a part. I am just a tiny, tiny man. And now I look at my whole street on Fridays. On my entire street, everybody has that trashcan too. It is nice. In the beginning, I was like, ‘what can I do?’ Now everybody does it. I drink a bottle of wine and I recycle the bottle. I find myself looking at products now before I just dump it in the trash to see if they can be recycled. 
Interviewer: How does one get this conscience?
Leo: How do you get it? I think age, age or education. Because I think you become conscious of it, you become aware of it, and start to learn more about it, and you think it is really not taking anything from me; it is just putting it here instead of putting it in there, I mean seriously, how is that hurting?
Even though Leo had been alone when he started to recycle, he felt validated by the fact that his whole neighbourhood had since started participating in caring for the environment. This validation seemed to offer some kind of reciprocity to his caring actions towards the environment, a form of acknowledgment that he had been doing the right thing even when he had not been sure of whether his recycling efforts would achieve their original purpose to protect the environment. 
Dustin shared the same feelings of acknowledgement of not being alone in his efforts. He was even seeing it endorsed and carried out by the city on a large scale in the neighbourhood and community of which he felt part of and to which he felt connected.  
Dustin: I do recycle. And now you can see at Lincoln Road different waste containers for recycling. It is nice! 
Dustin felt that his recycling practices, aimed at avoiding or, at the very least, minimising future damage to the environment, were appreciated by other members of his community joining in and attempting to reach the same goal. Being part of a larger community, he seemed to share feelings and acts of communality and connectedness (Weinberger & Wallendorf, 2012). 
Regardless of the discussions pertaining to recycling, it emerged that there were some ambivalent feelings about the effects of those actions aiming to protect the environment. There was a professed uncertainty about whether recycling was really like performing random acts of caring that would have no effect on decreasing the potential damage to the environment; thus, there was doubt and ambiguity whether these actions would reach their objective of avoiding and preventing harm to the environment. 
For instance, Bernie, a retired English professor who lived alone, was concerned that cooking for one, he might have been wasting too much food. On the other hand, he was worried about the amount of plastic and packaging waste he was generating from the pre-packaged food he was purchasing to avoid cooking. His moral dilemma seemed to be that cooking for one and pre-packaged foods both seemed to produce some form of ‘waste’ and he was not sure which one was worse. 
  Interviewer: Could you tell me a little about you?
Bernie: I am by myself… I live alone and only cook for me, which is not great. You waste a lot of food cooking for one person and that bothers me quite a lot. At the same time, I worry about the idea of throwing things away, plastic to not end. Very often I break down and buy the frozen food and packaged food because it is convenient.   
Interviewer: Do you have recycling in the neighbourhood?
Bernie:  In the neighbourhood, they have a blue bin and a green bin system. So, I recycle all plastic. I return the plastic bags to the supermarket anything plastic like milk jugs go in the blue bin and it gets picked up once or twice a month... I think a lot of people care a lot about the environment and they know we are in a precarious position, but I do not think enough people know, including myself what the effect is. How are things recycled? We recycle things but there does not seem to be enough effort to do away with packaging.  
Bernie was unsure and was looking forward to obtaining more information and a clearer picture of what was really going on. It seemed that he was not convinced whether his recycling efforts were really having the outcome he was aiming for – to avoid hurting the environment. 
Marbella, on the other hand, an engineer working for an environmental engineering company, knew all too well the breadth and depth of environmental problems. Even she, however, was not sure which of the ecological challenges would need to be confronted first.   
 Interviewer:  We hear people say that we have an environmental problem and some say that this is a hoax. What is your opinion? 
Marbella: I definitely think it (the environmental problem) is something that we have to monitor and regulate and take control of but I am not sure which aspect:  environmental air quality or water quality or…
Interviewer: Do you think we have as consumers enough information to do something about it?
Marbella: I think so. I think people are aware, I do not know if it is their top priority but I think they are aware. 
Because of her professional occupation, Marbella was more aware of the problem than most. But ambiguity and the sheer magnitude of the challenge seemed to misalign both her well-intentioned attitude to help and the appropriate behaviour towards actually helping ameliorate environmental issues. Her uncertainty seemed to hinder her from taking more definite steps to prevent any potential harm to the environment (Shaw & Shiu, 2003). 
In expressing their concern about environmental issues, some of the participants discussed their recycling efforts and ambivalences. They also highlighted that the large amounts of materials that were being indiscriminately disposed of and what that it was doing to the environment. Thus, the next section examines their recycling and re-using of not only the garbage but also of the other stuff that they no longer needed or used. 
[bookmark: _Toc492019725][bookmark: _Toc386450293]4.3.1.3 Salvaging and Repurposing 
Either from the giving or the receiving end, repurposing unused stuff may bring benefits to all parties involved. Recycling and repurposing used and unused stuff may be considered a great way to do something that not only benefits the environment, but also helps distant others. 
For instance Rolando tried to donate to the various organisations taking care of people with special needs or to various countries that may have needed help because of disasters or economic hardship. He also called their repurposing ‘cleansing’ because he was making sure that things did not accumulate and/or remain unused. Rolando, who liked to choose quality clothing because of his profession, he believed that repurposing was important for both the donor and the receiver.  
Rolando: The only thing that I spend any money on now typically is for clothing; it is a way of expressing myself, standing out from other realtors and other people. 
Interviewer: Could you tell me more about the clothing? 
Rolando:  The clothing, as it becomes worn or whatever, I donate it. So, it either goes to Cuba or Haiti or someplace like that and out of the closet. Again it is a cleansing that has to take place… otherwise you build up, build up, build up and then you have too much… there is no sense in having that much stuff. So, it is part of the cycle. 
Rolando insisted that it was important not to be or become a hoarder. For him, it seems that if someone was not using and enjoying their stuff, when there was no longer an active relationship with it, it was time to give it away and, in the process, take care of somebody else’s needs. 
Avoiding adding to the landfills took another dimension, as emerged, when Rebecca was discussing her consumption practices which included the thrift stores. She revealed that, when visiting those stores, she found great bargains and more importantly, she was able to reuse perfectly good quality clothing that would otherwise end up in the landfills. She had started to visit thrift stores for her purchases because of her daughter who was a stylist in New York. 
Interviewer: How do you ago about shopping for clothes?
Rebecca: Do you really want to know this? Do I really want to tell you? Actually, it is my oldest daughter got me into thrift shops when she was in high school. This is my oldest who became a fashion stylist. Clothing was her thing, but she could not afford it… so she would go to thrift shops. 
Interviewer: Could you tell me about this experience when you go to the thrift shops?
Rebecca: It is crazy. I go home and I wash my hands! And yet, the thing is that you can buy really good quality clothes. To me it is also a way to help the environment. Why buy new stuff when you can get much better things? And things that are different, well made, and so much cheaper than what you can pay for it. It is a great way to recycle and think about the environment. But it is definitely an adventure; you go out, you are not sure what you will find. My daughter in law says every great toy I ever found for my grandson was from there. People throw away these marvellous wooden trains; you know stuff that you buy in the store for a couple of hundred dollars and it is five bucks. 
Rebecca seemed to base her consumption choices not only on satisfying her needs to find great bargains but also on alleviating some environmental problems by re-using certain clothing and other items. Her ‘adventures’ to the thrift shop seemed to be caring for her needs and those of the environment. 
Giving away or purchasing used stuff represents one of the aspects of repurposing. Another option is to being on the receiving end, accepting and re-using previously owned stuff. The data revealed that this repurposing practice was most commonly used for children’s clothing that in turn, would be again donated to others as soon as the children would outgrow them. 
Victoria, who was a single mother of four, was grateful for being able to get most of what her youngest girl needed through clothing repurposed by others.
Victoria: For my little girl I have been blessed, my best friend always gives me everything she has from her little girl. I do not really shop for their clothes unless I really need to. 
By re-using what she received from others, Victoria seemed to avoid harming the environment not only by re-using clothing but also by limiting her consumption (Shaw & Newholm, 2002). Her re-using of clothing was taking care of her little girl’s needs and at the same time avoiding further harm to the environment by adding in the landfills. 
Angel was also using repurposed clothing for his son and he revealed that such re-using went even further that just his son. 
Angel: We’ve probably gotten this much clothing that could fill the whole table given to us from other friends for my son and they are hardly used… because you know… they only use them for like a month… so we give them to somebody else and then they gave them to their family and friends in the Dominican Republic … because you know there is a big problem there. 
For Angel who was well off, there was no shame in dressing his son in used clothing because, in the process, he was able to help not only himself but also distant others. It appeared that re-using, a form of voluntary simplicity (Cherrier, 2009a), became a way to attend to the needs of close and distant others as well as the environment.
Instead of continuing to hoard their unused possessions, the participants were giving away the old, the worn, the forgotten, the un-wearables, the oddly-coloured, those they had not really loved from the beginning, those that no longer held the same meaning, and those with which they no longer had a relationship. It seemed that by donating their excess stuff, participants were contributing to slowing down the filling of the landfills, helping anonymous others who may have needed those items and could not afford to buy them and, thus, they were making an effort to avoid further hurt to distant others. 
Next, the discussion extends to the description of consumption experiences and choices that pertained to others with which the participants may have shared certain beliefs and goals, and, thus they considered as being closer than distant others. There may not have been an intimate relationship with these particular distant others, but it seemed to that there was some form of connection by having a better knowledge and understanding of their needs. 
[bookmark: _Toc492019726][bookmark: _Toc386450294]4.3.2 Providing Support  
In their discussion, some of the participants seemed to be aware of the globalised world and of its limitations. They highlighted their efforts to act against things or people that may have harmed the environment and distant others or stand for those that help avoid such a harm. Although they were somehow aware that some the products that they consumed were produced in countries with poor or inexistent production guidelines, and appalling working conditions and inadequate labour safety laws, they discussed the efforts they were making to take a stand in either supporting or condemning certain actions. 
[bookmark: _Toc492019727][bookmark: _Toc386450295]4.3.2.1 Solidarity 
In most cases, individual citizens do not have control over the trade deals made with other countries in which practices harmful to the environment are being enacted and/or worker’s rights are infringed. However, they feel they may exercise some form of control through their consumption practices and choices. 
An example was provided by Kate’s frequent purchases of Fair Trade products.  She was choosing to buy Fair Trade in order to support and contribute to the wellbeing of distant others and thus she avoids being a factor in their further exploitation. Kate aimed at getting as much information as possible (about how goods were manufactured and under what conditions). She tried to be an ethical consumer whenever she could; one thing she made a point of doing was mostly buying Fair Trade products. 
Interviewer: When you hear the word ‘ethical consumption’ how would you define that?
Kate: Well… So if I am buying something that I know, okay, that it was manufactured in conditions that are deplorable, it makes me the same as the person who is exploiting these people. Because the money I am paying for that does not go to those people… and also if I believe in the United States people should be treated with a degree of security and safety, why, in another country they do not deserve that, we treat them with the human point of view. They are all human the same. So yes, I try to be as informed as I can. Do I do it all the time, no, but I try to inform myself. Like for example if I buy coffee, I try to buy Fair Trade coffee or art from Fair Trade artists because they are not exploited... So I try to help in that sense. The problem is that sometimes people ask me a question, whether it will make a difference if it is only you. Well but if one plus one plus one plus one, well then you say even if you pay a little more, you have clear conscience that at least you did the right thing. 
Buying Fair Trade seemed to give Kate a sense of comfort in helping and avoiding harm from coming to distant others, like artists and coffee growers. Her choice was akin to a form of ‘charitable gifting’ (Bajde, 2013) because it was as if she was giving a gift to distant others that she did not know intimately, but whose needs she was aware of and responsive to. Kate was also often confronted by her students’ scepticism about her ability as a single individual to have any effect with her ethics of consumption. To this, she responded that, if every person did one little thing, a change could be ‘forced’ (Prothero, McDonagh, & Dobscha, 2010). 
Kate, also, was boycotting goods made in Bangladesh or sold at Wal-Mart as a form of protest again the working conditions of the people involved in their production. 
Kate: I try not to buy clothes from Bangladesh because I know the conditions those people work in. I do not shop at Wal-Mart because I do not believe in how they use the process.
Through her consumption choices, it seemed that Kate was protesting against those company policies and actions that went against her values and beliefs. It appeared that she was showing her concern for distant others by distancing herself from those companies that she believed to be culpable of inflicting harm upon them and by supporting instead those that provided conditions suited to the wellbeing of their workers (Cherrier, 2009a). 
Stephanie also, in expressing her concerns for animal cruelty, boycotted companies and products that do so.  
Interviewer:  When you do your shopping, do you consider whether they are environmentally friendly?
Stephanie: If they ever suggested that is, I would go for environmentally friendly. I know this … I am pretty sure I would not buy if they did animal testing and stuff but I am pretty sure Clinique would not do that because it is such a brand. And then, I would never buy UGG boots or anything that uses fur… I would not buy stuff like that. 
In refusing to purchase certain products, Stephanie appeared to show her solidarity and to stand against harming animals, and thus prevent any further harm to them. It seemed that she had associated the term of environmentally friendly with organisations and products that avoid harming animals.  
Protesting animal cruelty was also major concern for Jill. She described how as a teenager decided to stop eating veal when she found out how that kind of meat was obtained. 
Jill: I decided to, become a vegetarian, as a teenager, to stop eating veal when I found out how that was obtained… by what kind of cruelty, then, I said it can never be veal. And I became more aware of farming practices and stuff and I am just totally against that… I read more stuff and I decided not to eat meat anymore. I do eat dairy and I do eat eggs because you know, I mean, I do not believe I am killing a chicken by eating an egg…I do not buy regular eggs, we buy eggs at the farmers’ market where it is a farm up in Northern Florida, they are all running around, not like you know, when you buy cage free you do not really know. At a pinch, I will buy cage free but we buy them from the farmers’ market mostly.
Jill was protesting against animal cruelty by not eating meat. Moreover, she made a point to buy products that were not linked to animal abuse, like when she bought her eggs, which had to be from chickens that were ‘free to run around’ which she considered to be good conditions for the animals. It seemed that her main focus was to avoid any further harm.  
Moreover, Rebecca discussed her efforts to stand for and take action again animal cruelty and the abuse of labour rights and conditions, of which she had become aware – thanks to her daughter’s influence (Carey et al., 2008). 
Rebecca: I guess thanks to my daughter who is an absolute freak about animals, I try to buy from where there is not testing of animals, I think that is very good…Where people are not killing themselves to get diamonds or whatever, I would rather not buy from stores that are paying very low wages in China or Bangladesh or whatever it is… I would not buy a fur coat and that kind of thing.
Rebecca seemed to be taking a particular stance against the abuse of animals and human beings and was taking action by boycotting the companies, products, and/or countries that she perceived as being the offenders in such exploitations. Rebecca responded in kind to what she considered to be an organisation’s destructive and injurious behaviour. 
Like Rebecca, David was willing to boycott the products of a particular organisation if he thought that they were possibly harming distant others. In describing one of his purchases, David revealed that he took care his unruly hair by using a particular hair serum and that he was not aware of any ‘wrong doing’ so far.
Interviewer:  How about this picture? Could you tell me a little more? 
David: This is a gel that I am very particular about my hair, not because I think my hair is gorgeous and I have got a model look. It is that if I do not tend to my hair in a certain way, it becomes unmanageable and then it affects my personality. 
Interviewer:  Could you tell me more about that?
David:  So anyways, when I was in college actually I found a hair stylist who used this product. I realised that my hair was more manageable after using the product. It met all the criteria, it was not gunky, hard, sticky, whatever it was just of left my hair the way it felt natural but still in a way that I can part it and keep it under control. 
Interviewer: If you had to choose between ‘Biosilk’ and another similar product that they claimed it was environmentally friendly would you choose such a product? 
David: If it became to my attention that it was made by squeezing the oil out of baby seals, yes I would stop purchasing it and look for an alternative… If it came to my attention and it caused me a moral dilemma, I would address it but I am not going to seek out the moral dilemma… I think my vanity would not trump my morality.
For David, his appearance was important and thus, finding the right hair products to enhance it was too. As long as he was unaware of any animal abuse, he had no ethical dilemma in using certain products. He was not, however, necessarily ready to start buying another product just because it was environmentally friendly (Chatzidakis & Lee, 2013). In other words, it seemed that he was willing to give precedence in avoiding hurting distant others rather than to only satisfy his needs. 
Boycotting appeared to be a form of punishment to the particular country, company, or products for any harmful practices and thus somehow avoiding harming further distant others. By the same token, buycotting certain products and companies was also discussed in order to demonstrate approval and satisfaction for companies’ responsible actions. For instance, Warren was giving his patronage to a particular store not only for its quality products but because it had favourable labour conditions and environmentally friendly policies. 
 Warren: The other thing that I like about Costco compared to Wal-Mart is that they actually do pay their employees a living wage, they provide them with healthcare and other benefits and they seem to be a much more socially responsible company that the Walton’s are.
Warren’s consumption choices were funnelled to a particular company that he viewed as being ‘socially responsible’ and, by extension, protecting worker’s rights, thus avoiding patronising another that had been proven not to be. 
In some cases, the participants’ consumption ethics were also manifested themselves in the way they consumed in order to support a particular cause in which they believed. They boycotted companies that abused or did not stand for gay rights, particular political beliefs, children’s rights, and the wellbeing of all humans, animals, and the environment. For example, Peter, who worked in the furniture industry, was fully aware of the devastating effects it had on the environment. He was also aware of the abuses certain organisations and states inflicted on certain groups. He was a very strong supporter for human rights; specifically, gay rights. 
Interviewer: Do you look to see whether any products you bought are environmentally friendly? 
Peter:  I mean for some products, like food. We try to buy organic. I do not know whether ‘the environmental product’ is really there yet. Even in my own industry, in the furniture business, I mean… The impact that my industry has on the environment is profound and yet it is miniscule the percentage of my industry that is green or sustainable or anything like that. And most of often, many times when they say that it is green or sustainable is bullshit. It is really not.  I mean… you asked about ethical consumption. So it kind of depends on the ethics we are talking about, you know. There is lots of ethics and ethics are a lot of things. So an example of ethical consumption is that, so in my business, the main furniture markets are either Las Vegas or North Carolina. So I have chosen lately to go to Las Vegas because I think that North Carolina is not such good place anymore. It is not really a good place for gay people. I just do not really feel like spending my money and it is a kind of ethical consideration of where I want to spend my money… I am passionate about that. 
With his boycotting, Peter seemed to not only be penalising the state and the companies for their intolerant policies but to be also standing for his beliefs and values. Boycotting was a way to show his disagreement and to criticise any practices that went against his principles (Micheletti & Stolle, 2012), therefore avoiding hurting the close particular others with whom he seemed to identify and have a connection. 
Paul also felt that ignoring or disrespecting gay rights was not something that he was comfortable with.
Paul: You know, we have been talking about this as, you know, being gay men and consumption, because I think that does come up sometimes. Like we know we cannot go to Jamaica for instance, because it is so anti-gay. You cannot… gay men are not welcome in Jamaica. I would feel unsafe… 
Here, Paul was making a stand not only for his safety but was also coming out in solidarity with a group of people to which he felt strongly connected. It also seemed that his consumption choices were empowered by the anticipation of ‘a collective effectiveness’ in demonstrating against objectionable behaviours (Shaw et al., 2006).   
What emerges is a form of protest by abstaining from consuming the products of certain organisations that it was believed were exploiting workers, abusing labour laws and had harmed the environment. In other words, there was an effort to boycott and vote, with their consumption choices to protest against or penalise a company’s unethical practices (Cherrier, 2009a). Moreover, they took a stand and provided support for the causes and the distant others that they shared common beliefs and values and the next section presents their experiences in following up those commitments.
[bookmark: _Toc492019728][bookmark: _Toc386450296]4.3.3 Commitment 
In addition to discussing how they stood against what they considered to be intolerable, some of the participants illustrated how they were complementing their consumption choices by taking action, either directly or indirectly, in supporting and protecting the rights of and preventing any more harm from being done to those particular distant others with whom they associated or felt they had a connection; they were doing so by donating their resources, time, labour or knowhow to support what they believed to be right. In their discussions, they stressed the importance of standing up and protecting the rights of those who were too weak to fight and of speaking for those who were too fragile to make themselves heard. 
For instance, Warren, a social worker, was trying to alleviate pain and prevent potential harm by participating in an organisation aimed at preventing suicide in the gay, lesbian and transgender community.  
Warren: I do volunteer work with the S-institute, which is a program that advocates, it is anti-bullying, anti-suicide or suicide prevention program aimed particularly at school – aged LGBT kids. They try and educate teachers, counsellors, clergy, and other people about the needs of youth and how to address gender and sexuality issues and how to sort of find common ground. Kids should not be dying because they feel like no one understands them. That is important.
Warren showed solidarity and commitment to the causes in which he believed by volunteering his time and sharing his knowledge and thus, provided a response to the children’s needs. 
Mathew, a pre-medical student, was involved in volunteering in an organisation that provided nutritional information to rural areas where people had limited access to facilities and resources for information and help.  
Mathew: I volunteer for an organisation that seeks to take nutrition and health information out into rural Alabama where it is greatly needed. People there have high rates of obesity and diabetes… I also work with a non-profit organisation that seeks to put gardens into elementary schools and teach a curriculum to students about healthy eating, gardening and agriculture.
Mathew was trying to take care of the needs of distant others without hesitation. His commitment was to provide opportunities and more access for people who may not have the means or the know how to get what they needed and thus contribute in promoting their future wellbeing. 
David, on the other hand, admitted that he supported a few organisations in which he believed financially because he could not donate any of his time due to his full time work and family obligations and responsibilities. The one organisation in which he was personally involved was an annual cancer camp for kids that he had been managing for a long time. 
 Interviewer: Do you have any special causes or something that is dear to you except your family? 
David: Special causes, things I give money to?
Interviewer: Money or time or…
David: I give money to human rights campaign. I think it is an organisation that helps people during times of crisis, like the Haiti thing, like the Syria thing. There are a lot of causes out there but I do not know other than money, you know how much time and effort I would invest. I am involved in a family charity for the last 18 years maybe. 
Interviewer: What is that all about?
David: My mother in law, who is an oncologist, and Children’s Hospital started a cancer camp 25 years ago just to take 15 kids to Orlando because of their illness they really cannot be that far away from the hospital and this camp let them do that because nurses and doctors could come along. That camp has since grown. We got two camps really now, one winter and one summer camp. We got 35 kids. It is no longer five or six days, it is eight days and it is just a great week. A great way to have fun with kids and helping them, having an experience they would not otherwise have because of their illness and you know they get to be with other campers so they do not have to worry about what they look like or the cords in their chest or having to feel unable to do anything. It is even better because the camp councillors now are ex-campers… so they have something to look forward to, something to look up to. I think it is really a great camp. It works. Everyone has a great time.
Interviewer: How about you and the camp?
David: I had a great time the first two years when I was not running it. Now I have less of a relationship with the children so from when I had children of my own, in order to do this camp, I kind of have to bring them along. So, I have to always look out for them but for the most part I am making sure that the whole ship is running on schedule, the train is running on schedule. 
It seemed that David was striving to make it a success to ensure the satisfaction of the kid campers and to alleviate their pain and promote their wellbeing, albeit temporarily. 
Dustin, a retired medical doctor, described how he started volunteering in a particular organisation. Due to an incident that had involved the daughter of a fellow doctor and friend who tried to commit suicide because she was gay, he had been volunteering in an organisation that provided support as part of a suicide prevention programme. 
 Dustin: I do work at a group called YES, which is for teen’s suicide prevention and a lot of it is geared to the gay, lesbian and transgender community. In addition to financial support and training, I have elected to be a sort of a liaison with education. For instance I go and I speak to second year medical students… Residents who are often uncomfortable with various kinds of patients and you have to get through that … If you are uncomfortable and patients perceive that, they are not going to talk to you. They are going to shut down… So, it is about opening doors and hopefully educating some people. 
It seemed that Dustin provided his expertise and time to educate about causes that he considered important. In effort to educate tolerance and acceptance to future medical practitioners, he was trying to attend and respond to others’ needs and thus promote their future wellbeing. 
Some of the participants’ actions seemed to be a direct and robust attempt and response in taking care of the needs of distant others and the environment. It appeared that connections and relationships to particular distant others were being formed and established because of the participants’ personal beliefs and values. Even when it appeared that there is no visible connection with those unrelated anonymous others, the participants seemed to connect with them as they were part of an imaginary community that shared the same beliefs and values and the same insecurities and fragilities, like LGBT groups and, children, women’s and/or workers’ rights (Bajde, 2009) and, thus, they seem to undertake the responsibility of responding to their needs. 
On the other hand, some of the participants could not donate their time and physical labour and thus, responded to the distant other’s hardships by funding organisations that were looking after those who may have needed their help. When the participants were actively partaking in various activities in order to ensure that they were doing something about a cause they believed in, it may be inferred that they were expressing and actually providing care to those who needed their support. One may undervalue any non-participatory financial support and characterised the participants as people who just ‘cared about’ those distant others (Tronto, 2013). ‘Although there is a notion of interest and a disposition to act, caring about may represents the lazy part of caring’ (Noddings, 2002a). Noddings (2002a) argued that when people ‘care about’, they are attentive only up to a certain point. She also argued, however, that, when people ‘care about’, they are able to move from a personal, one on one form of caring, to a relationship with the wider world, one in which they are able to care about more people and their needs. She admitted that ‘caring for’ is too immediate, personal, with a narrow focus and, therefore, struggles to be broadly effective. As a result, she implies that ‘caring about’ could suggest ways to extend ‘caring for’ to a wider public and reach many more recipients (Noddings, 2002b). 
Pettersen (2008) also argued that caring for anonymous general others with whom the care giver does not have a relationship and of which she or he has no specific and concrete knowledge, is how caring is spread to many more distant others. She argued that this form of care is conducive to the socialising of care. In other words, comprehending a society as relational, as dependent on interdependence, cooperation, and dialogue means protecting and promoting the values and behaviour of the ethics of care (Pettersen, 2008).
Mathew very eloquently made the same point about the people who actually were doing the ‘job’ and those who were simply sending their cheques. 
 Mathew:  I think there are fewer people that manage to care about the river that is far away. But I think the ones that do generally are the ones with a similar mentality to like caring about the children in Africa. You know, if you care about the river far away, I am assuming that you are not flying there every weekend to take care of it. I am assuming that you are donating money to some cause that is going to take care of it. So it is a very easy way to feel good about yourself and to show other people that you are a good person. That sounds like I am putting them down but I am not, we need these people. Everybody needs funding for everything. And so the people 300 miles away who care about the river far away are just as important as the people who are willing to clean up the river in their area. 
What seemed to take precedence was the willingness of the participants to do their part, to make a difference however small or large and make a stand for what they believed in by tailoring their consumption practices, either by becoming vegetarian to protest against animal cruelty, choosing to care for their family and, in the process, choosing their profession, income and living conditions or protecting those who were unable to protect themselves. In other words, the participants’ charitable actions represented a circuit of giving with social consequences (Bajde, 2013). 
The way they described their ethics of consumption turned out to be complex and varied for different people. Some were sending their financial contribution to save the children in Africa, some were making a stand for women’s rights, others travelled to rural areas to find a way to support and empower poor people to care for themselves and their children. Yet, others visited their farmers’ market to ensure that they bought from local producers with whom they had developed a trusting relationship. Some of them looked after, protected and/or empowered those distant others by providing physical and mental support. They participated in various activities that included empowering the poor, defending LGBT’ rights, attending to those with special needs, providing fun and solace to those who were sick, or simply teaching under-privileged kids and families about eating healthy. Most believed and acted in making sure that they cared for those distant others, including human beings, animals and the environment, who they perceived to be vulnerable and defenceless. 
The common thread in all these various and diverse undertakings seemed to be an effort to reduce or eliminate harm to distant others including animals and the environment. They may not have had the same close relationship as the one they had with their family and friends, but espousing some of the values and beliefs of these groups seemed to make some of those anonymous distant others become closer, and thus becoming particular distant others (Pettersen, 2008), with whom they developed some form of connection.   
Summary
What emerged from the participants’ discussions was that most of their consumption practices promoted the flourishing and wellbeing of close others of whom they had intimate knowledge, to whom they were connected, and with whom they were interdependent. They promoted their close other’s physical wellbeing by buying what they considered healthy food. They made sacrifices in order to attend to their close other needs whether it was buying them a special gift that was against their personal beliefs, and/or taking care while they were weak and fragile. In ensuring the wellbeing and flourishing of their relationship, they share special moments and unique experiences. 
On the other hand, lack of established relationship and intimate or concrete knowledge of distant others seemed to steered participants’ consumption choices to mostly aim in alleviating and avoiding harm. They practiced recycling, repurposing, boycotting, buycotting, and patronising local purveyors in order to mainly mitigate harm and avoid further distant others and the environment. To those distant others with whom the participants had developed some form of connection because they shared the same beliefs and values in protecting human, or animal rights, however, a more active support was offered and thus, the participants’ consumption practices focussed upon both avoiding further hurt and at the same time providing support for their future wellbeing. 
Furthermore, what emerged was the participants’ relationships not only defined the nature of their ethics of consumption but also the intensity and frequency while attending and responding to the needs of their close and distant others depending on their particular set of circumstances. Figure 1 shows how participants’ ethics of consumption are negotiated between their responsibilities stemming from their relationships with close and distant others. It exhibits how participants (self) primarily fostered and promoted the wellbeing for close others and avoided hurt and support for distant others. It demonstrates how participants’ relationships to close and distant others mediated their ethics of consumption. 
 



[bookmark: _Toc381179328][bookmark: _Toc381205312]Figure 1 Relationships Defining Ethics of Consumption

In the discussions pertaining to their ethics of consumption, the participants’ consumption practices seemed to be focussed upon choosing or avoiding certain products in order to take ensure the flourishing and wellbeing of their close related others and avoiding hurt for their distant others.
So far, the participants described how their consumption experiences and choices had been defined by their relationships with close and distant others. Their consumption experiences testified to how they attended and responded in promoting wellbeing, avoiding hurt and maintaining their connections with their close and distant others and the marketplace. Within their sets of circumstances, their everyday consumption practices and choices seemed to take the form of deliberations in regard to not only the intensity but also the extent to which they attended and responded to their own needs and to those of their close and distant others. The next chapter presents the participants’ discussions of their conflicting demands in trying to attend and respond to the needs of close and distant others as well as their own. In the process, the ways in which, they evaluated and managed the dilemmas and multi-lemmas that may have arisen in the everyday ethics of consumption while considering the needs of all parties involved will be highlighted.



[bookmark: _Toc386450297][bookmark: _Toc488826010]Findings: Negotiating Ethics of Consumption
This chapter explores the coping themes emerging from the data. First, it discusses the participants’ consumption practices in accepting those circumstances that they perceived to be beyond their control. Then, it explains the emergence of different practical consumption practices adopted in response to competing interest and needs. Finally, the analysis explores the consumption experiences that enabled to survive the everyday present while considering their future consequences. 
[bookmark: _Toc492140157][bookmark: _Toc386450298]5.1 Introduction 
What has been so far revealed in discussing experiences in the everyday ethics of consumption is a deliberation of responding to various relationships with close and distant others. The previous research on ethical consumption had focussed on the consumer practices negotiated between what consumers would have liked to do and what they actually did – the attitude-behaviour gap (Carrington et al., 2010). The discussion had usually been focussed on what happens when the deliberation is between consumers and the environment, as if their relationships to others were of no major moral concern.  
When discussing their everyday ethics of consumption, the participants revealed how their concerns were extended to include not only themselves but also their close and distant others. Whether for the inherent factors, self-centred reasons, altruistic concerns, or deep-rooted beliefs (Carey et al., 2008), their ethical consumption choices appeared to be a constant deliberation to balance the needs of close and distant others, those of the environment, and their own within their particular political and economic circumstances. As Sayer (2011) argued ‘we are necessarily evaluative beings, continually having to monitor and evaluate how we and the people and things we care about are faring and to decide what to do’ (cited in Barnes, 2012, p. 23). 
The participants revealed how their consumption choices differed when they were taking care of the needs of their close or distant others. Their relationship to their close others was mostly defined as one endowed with intimate contextual knowledge. Due to this shared personal familiarity and understanding, the participants’ ethics of consumption revealed that the efforts they made in attending and responding to the needs of their close others were rather vigorous and often consistent. Conversely, the participants’ relationships with their distant others seemed to lack the same level of intimacy and of personal knowledge; thus, their ethics of consumption highlighted how their endeavours were rather flimsy and more intermittent. 
[bookmark: _Toc492140158][bookmark: _Toc386450299]5.2 The Path to Balancing Conflicts in Consumption
While attending and responding to their own needs and to those of their others, the participants were also caught up in the responsibilities stemming to the different roles they played in their everyday lives such as parent, teacher, citizen, daughter, animal rights supporter, children laws defender, husband, friend, and carer for the environment. Such roles may have been chosen or thrust upon them, favourable or unfavourable, and, at various times, conflicting. What emerged from their discussion is that they are entangled in balancing acts addressing various needs between and among themselves and their close and distant others. In other words, in their effort to attend to all their responsibilities, they seemed to be living with sets of compromises that they had to make with and for others and themselves (Özçağlar-Toulouse, 2009).
The next section presents the participants’ discussion of how they evaluated and adjusted to the circumstances that could not change through their ethics of consumption. 
[bookmark: _Toc477160408][bookmark: _Toc386450300][bookmark: _Toc492140159]5.2.1 Living with Dissonance 
The conversations with the participants revealed that they recognised the existence of seemingly co-existing dilemmas and, most of the times, multi-lemmas encompassing their own and their close and distant others’ various competing and complementary interests. They also discussed their level of awareness and acknowledgment of their interdependence on a globalised world and thus, their decisions on how and what to consume within a globalised economy. 
[bookmark: _Toc492140160][bookmark: _Toc386450301]5.2.1.1 Support for Close Others
Most of the participants welcomed the opportunity to buy products made in the US. Their conversations sounded ethnocentric; those of proud citizens supporting both their country and what they considered to be ethical consumption (Newholm & Shaw, 2007).  However, what they appeared to have been describing was an appreciation and understanding of their interdependence with the dynamics of their local economy and also the fact that consumption of local products may be of help to the local economic system and local families, and may eventually end-up helping them. Moreover, as they had discussed before, some of them may have had an established a trusting relationship with those that they identified as US Companies and US produced goods. For instance, Jose, an interior designer, discussed his consumption purchases and showed pictures of the different products he purchased that were made in the US. 
Interviewer: Could you tell me how do you go about selecting your food for you or your friends?
Jose: Well, when I have friends over, um, for my friends, I will always buy products like we do for ourselves in our daily lives that are 100% natural, that have the least amount of pesticides and fertilizer; 99% of the time, I buy U.S. products including the wine. I always buy wines made in the U.S. whether it is Seattle, Washington or California. I will always be drawn to them. It they are made in the U.S., they are going to have more guidelines. First of all, it helps our economy. And, when I think of sulphites, the longer they have to travel, if they have to travel overseas, the more sulphites they would have, because they are probably no guidelines or very few. So I will always stick to wines that are made nationally. 
Interviewer: And when you see organic food that is made elsewhere and the conventional food that is made in the U.S., how do you go about it?
Jose: That is really simple. I do not buy anything that is from abroad. Now there are some products from Canada. But I will buy food made in Canada grown in Canada, in Mexico. Those I will buy, I will buy papayas from Belize… and I am sure that they do not have certain guidelines but these are probably products that are grown on trees and probably washed one time and brought to this country. 
With his consumption choices for local products, Jose seemed to choose locally produced goods because he considered that they adhered to strict U.S. imposed guidelines and helped the local economy. It seemed that the local provenance of this products provided him with a higher level of safety than overseas produced goods; thus, he evaluated them as being safer, with fewer preservatives, and promoting a better local economy. It appears that Jose’s consumption of local products gave him a way to attend to his needs and those of close others like his fellow countrymen.  
Like Jose, Angel, whose occupation is in real estate, mainly used local products and labour services to show his willingness to support American made products. He discussed how his consumption choices of products made in US may indeed take care of the people’s needs and, eventually, of his own.   
Interviewer: For your clothing… what are you looking for when you shop?
Angel:  Oh, I look… I always care about where it is made. I feel like this is important. I care about the composition, you know, if it is 100% cotton or something like that… I do care about, like, dyes and natural fibres and stuff like that but, it seems like the more natural the product the more care it requires. So, it seems that I have been buying stuff that is not natural because it requires less ironing, less maintenance… 
Interviewer: When you say you care where it is made from… do you look like whether it was made in the USA or? 
Angel:  Right, I care a lot about it if it is made in the United States… I would love to buy things that are made in the United States because I care, because I do think that has a financial impact on domestic market, which ultimately benefits me and everybody around us by creating more work, hopefully, and by pumping up the economy, which, hopefully, may circle back and help me with real estate. 
Angel’s preference towards domestically produced products revealed his caring intentions for taking into account the needs of his fellow countrymen with whom he already had an established relationship not only by leaving in the same place but, more importantly of his interdependence to the local economy (Kwak, Jaju, & Larsen, 2006). It seemed that he elected to give priority to caring for closer others, rather than to distant others with whom he has no strong bond. 
Anne, a schoolteacher in an urban area, was also in favour of supporting American families by choosing American made goods.
Interviewer: When you go shopping for your family or yourself do you every look whether they are produced locally or whether?
Anne: I look into it a little more that they are made in the USA, because I think it helps out American families. I do and when I see of these reports from the things that are going to in China, it kind of makes me feel like I do not want to buy from that because first of all I think the work conditions are deplorable. Second of all half of the stuff, like you know you see these in Chinatown (large counterfeit market in New York), ‘come with me, come with me, shop for the pretend Louis Vuitton’ shit. And it is like, it is such a fake like I do not like it. When I was younger it did not bother me, but now that I am older it bothers me. It bothers me that this is how they are treating their employees and it bothers me that this how the environment is, they do not care about the environment and how they are polluting everything in what they are doing. It bothers me as I am older. When I was younger, I just thought of it like, oh this would be fun. Let’s go shop in New York. Not anymore.
Anne witnessed the hardships of her students’ families at the urban school where she taught and it seemed that she believed that by consuming more American products, she was supporting and maintaining her relationship with her close others (her students and their families), taking care of their needs, and avoiding harming the environment in the process. Moreover, Anne bought US manufactured products not only to help the local economy and, thus local families (Kwak et al., 2006), but also to avoid participating in consumption practices and choices that prolong the harmful working conditions of distant others. 
The participants discussed their preference and their belief that, by consuming US made products, they were taking care not only of their needs but also of those of their people, of the local economy to which they were related and on which they depended. In the next subsection, the discussion extends to the fact that the participants’ aspirations were not always realistic, and, most often than not, near impossible, and thus, their consumption experiences did actually include, for the most part, products made abroad.   
[bookmark: _Toc386450302][bookmark: _Toc492140161]5.2.1.2 Accepting Distant Others   
In regard to the global economy, the participants discussed the nature of their relationship with foreign countries and people. Their conversations revealed that they acknowledged that most of the products they purchased on a daily basis, including some food, came from outside the USA. The participants seemed to be displeased by the fact that most of their consumption choices involved products that were produced by people and in places with which they had seemingly weak and rather distrustful relationships. This implies that they had limited power in choosing locally or globally made products. 
For instance, Alyson, a lawyer, who claimed to be a very mindful consumer (Sheth et al., 2011) and, researched every bit of information before purchasing, realised that she had no other choice than to consume many products from outside the US. 
Interviewer: When you buy for your family or for your close friends how do you go about it? Do you ever see whether it was made in China, in India or in the United States?
Alyson: Right now, I do not, I find it a given that most items are going to be manufactured in China and even if they are quote ‘assembled’ here, the parts are made there. If it is an American made product, I would get some pleasure out of buying my American made product. I have to think hard, to think of some. I probably own one or two jeans that they say are from LA (Los Angeles, CA). Let’s see if they really were not from Asia and just you know sewed the button here. I think it is kind of neat, to have more made here but I understand why they are being produced in China, and why they are not being produced here…. Certainly Americans want to hire Americans, but when you have such disparity of price structure, it is obvious why it is made in China. So, I am not going to discriminate too much based upon that, I will shoot myself in the head, I would not be able to buy anything. 
Alyson acknowledged that she needed to adjust and change her consumption practices because she lived and consumed in a globalised world. While she would rather have consumed locally made products, she realised that her choices were limited and thus, she was forced to accept the circumstances and adjust her consumption practices and choices in order to attend her needs. 
Acceptance and compromise of ‘the reality’ sometimes involves developing a disapproving and distrustful relationship with those distant other countries. For instance, Peter, who was a small furniture business owner, described his aversion of going to the malls and, thus the fact that makes most of his purchases online. 
Interviewer: Do you like going to the mall?
Peter: No, I hate it!
Interviewer: Oh, 
Peter: I hate it!
Interviewer: Could you tell me a little more about that?
Peter: It is too much interaction with people. I just do not… I do not like being jostled by people. I do not like strangers touching me. I just find it generally just kind of a hassle. I really, I have really come to enjoy ordering online. 
Interviewer: Really?
Peter: Yes, Amazon, you know other websites, but Amazon for sure. So, my shopping habits have changed. 
Interviewer: Okay, when you go to Amazon what are you looking for? Would you give me an example like…?
Peter: I am very specific. I mean you know if… I try to think of my last purchase I bought in Amazon. It is always something specific. I needed a water pick… a portable water pick to take with me while on vacation. I went to Amazon to portable water picks and there was a whole selection of them there. I picked one and it was here two days later and I did not have to hassle. 
Interviewer: So you rather do that than go across the street? 
Peter: I would. I mean there is a part of me as a small businessman, as a merchant, that sometimes I hang back and try to give it to locals, but you know sort of that whole arena of giving it to locals. I mean whom am I going to give it to? Walgreens or CVS (national chains with local stores)? I mean they are just as big of a corporate conglomerate as Amazon. So, you know it is kind of hard to kind of maintain that sense that you want to keep the business local, because there is not much local anymore. 
Being a small local business owner himself, he wanted to support local business, but he was finding it difficult to locate any truly local business from which to buy. Peter seemed to be accepting the fact that the lines between local, national, and global were blurred and, thus his consumption choices seemed to attend first to his needs and then to close or distant others.  
Jose, on the other hand, who discussed before enthusiastically and convincingly about his domestic food consumption choices, he discussed that sometimes he has not choice than to buy products from China. 
Interviewer:  You said about the interior decorating, could you tell me about that?
Jose:  I do interior design for residential and commercial. Normally when it is time to buy fabrics and furniture, I always try to guide my clients into buying biodegradable and environmentally friendly furniture, fabrics and objects and there are a lot of companies that are environmentally correct. They take away the contaminants, the pollution, the way they fabricate the floor. So… 
Interviewer: Let us say if a customer asks a question… if they say I understand all that, but it is more expensive and I cannot afford it. What do you think?
Jose: We have to be conscious of the environment, I understand, but it is really just a little bit more. And when it comes to flooring it is the same price. When it comes to fabrics, companies that care about the environment and pollutants are not more expensive. They are just as competitive as others companies who do not do the same and the price is the same. There really is no major difference in price that I am aware of… I try to stay away from products that are from China because I do not think that they have the same laws and regulations that we have in the U.S. so I always try to stay when possible with products that are made in the U.S. When possible, always! 
Interviewer: When you say ‘when possible’ could you tell me a little more about that?
Jose: If there is a special item, a fabric, a carpet, or an item that cannot have a counterpart in another company, then that is the end of it because my client will always be right. If they insist on a product and it is from China and I do not know anything about the company, I have to turn my face and say, ‘Yes, we will buy it’. But as long as I can be a good influence, I will always opt for something that comes from a company that is eco-friendly. 
Jose deliberated on his consumption choices with insecurity. He knew that there were circumstances over which he had no control and, therefore, he knew that, sometimes, he would have to ‘surrender’ by consuming against his better judgement in order to take care of the needs of his clients. He felt responsible for doing his part in caring for the environment, but he realised that his ‘responsibilisation’ was not properly equipped by ‘capabilisation’ (Giesler & Veresiu, 2014) and thus, under certain circumstances he considered himself unable to do what he really believed in.  
Distant others appeared to be either heroes or villains depending on whether there was an established of some kind of relationship with them. For instance, Bradley, who is responsible for the family cooking and who was earlier stated that he tries to buy only local food, would not buy products originating from specific places because he was unsure about their purity. 
Bradley:  I do not like eating Chilean or Mexican grow products because I am not sure about what I am putting in my body.
His food consumption choices were focused upon locally produced goods and seemed to avoid those originating from places about which he had ambivalent feelings and with which he had thus neither an established nor even more so a trusting relationship. On the other hand, Alicia, who had been born in Mexico, had consumption practices that included products from Mexico because of her relationships with the vendors. She seemed to share a special connection and bond with the country and with those of its people who produced and sold these goods; thus, she chose to consume what others referred to as ‘foreign made’ products (Peñaloza, 1994). 
Interviewer: Would you like to tell me more about your food consumption experience?
Alicia: I already know what were are going to eat for the week, so I go in, I try to be fresh but there are times when I have to buy frozen.
Interviewer:  Would you tell me about those times when you buy frozen?
Alicia: That is when I am super heavy working so I prepare myself for those days. I always have stuff that is frozen… But the meat I buy organic, I do not know I am from a country that everything is organic. You do not have to choose to go to a store that is organic… Depends of the time or the wallet at the time. Most of the time for meat and some vegetables, I do get organic … everything else I have to be honest, Wal-Mart… I do not like shopping. I am not one of the people who a great time shopping. I go because I have to. I do not go to Costco (large discount warehouse chain) and I do not do lines. We go a lot to the flea market because I know the Mexicans, they bring organic fruits and vegetables. We get stuff for the house, like rugs, my husband gets stuff for the garden. We go have breakfast, they have stuff for Mexican tacos, we buy fresh flowers so it is like a onetime stop…so sometimes I do buy everything there, and it is convenient. It is affordable and sometimes it is more affordable than Wal-Mart. We do not have the air conditioning, we have to pack our own bags, and we try to make the best of it because we go, let’s just buy everything. 
Alicia seemed that she trusted and relied on the Mexican producers for her consumption practices because she felt more comfortable being among her own people. Being one of them, she was able to develop a trusting relationship with them and, thus transform into closer others those who Bradley viewed as being distant others. As a consequence, her consumption choices included foreign products that were really like ‘her own’ (Klein, Ettenson, & Krishnan, 2006). 
Developing these kinds of relationships appeared to convert apparently distant, unknown, or untrustworthy entities into closer, more familiar, and more easily approachable ones. For instance, Julia, who was an avid critic of China’s and other Asian countries’ dominance of the market with different products, was reluctant to evaluate her relationship with Vietnam with the same standards. In her previous discussion, she described her pleasurable shopping experience in Nordstrom’s, her favourite department store. Then she continued on describing how she goes about making her specific consumption choices. 
Interviewer: If you had to choose, in Nordstrom or any place else, if you had a garment, do you ever see where they are made in? 
Julia: Well, the nice thing is, I do like their product line for some things. And I do tend to, like, look and see is it made … You know, where it is made kind of thing. And of course, it is hard to find a lot that is made in the United States, so you have to, kind of, unfortunately, get that out of your head, you know. But it is nice to see things that are made like Vietnam, or something like that. And some products are so much nicer than looking at the stuff like from China or whatever. So it is kind of nice to see some other countries that you did not see before, and you see that the workmanship is really, really nice… Well, like Vietnam, it is like I know people from Vietnam, and, you know, the people that live there are happy making what they make and they work hard and that is their life. Not everybody wants to be an American okay? And I look at that country (Vietnam)… Yes, I would like to be able to buy from there, if I cannot buy American… And I would much rather do that over Chinese okay? Because I think Chinese products are inferior, number one. And number two, I do not like the way we do trade with them. I think it is one sided and I am concerned that they own the country because of the things that have been done. … But, unfortunately, I cannot control that. The only thing I can control is what I buy and I try not to buy from China, okay? 
Her relationship with people from Vietnam had enabled Julia to change her views of them; thus, their status and become ‘closer’ to her. As such, her consumption choices favoured those ‘closer’ others and their products over those ones whom remained distant as she had no connection with them. Developing a relationship with those ‘closer’ others also made it easier for her to sever her already unfavourable and distrusting relationship with distant others in China who she considered unfavourable and flawed. 
Anonymous distant others were demonised by accentuating their flaws and imperfections and by focussing upon and underscoring their unacceptable environmental and working conditions abuses and, thus expressing distrust in their manufacturing processes and in how these may be breaking labour laws, involve sweatshop working conditions, and affect the purity of the goods they produce. However, the aim did not appear to be the demonization of China in particular. Instead, the participants’ anxiety seemed to be focussed upon those distant others with whom they did not have any kind of relationship or a relationship that was desirable to them, not being founded on trust and based on reciprocity (Taha, 2014). Any demonization seemed to be compensating for the lack of a trusting and mutually beneficial relationship; thus, it influenced the participants’ consumption choices in certain ways. 
[bookmark: _Toc386450303][bookmark: _Toc492140164]5.2.1.3 Accepting the unacceptable  
The participants’ discussions revealed that their consumption practices included not only moral dilemmas pertaining to the goods’ countries of origin, but also others linked to choosing particular products for their functionalities while, at the same time, suspecting or knowing that their production was being undertaken under precarious and dangerous conditions that threatened and violated labour rights and environmental laws. 
For instance, Jacob, a university student in information security, admitted that, although he was aware of the existence of dangerous production conditions, he had to accept the situation in order to purchase a computer.  
Interviewer: How do you go about buying things for yourself or others?
Jacob: I can say I follow like a gym memberships to be active and healthy and also to have something to do and I guess I buy a computer for information and a phone for its convenience. 
Interviewer: For your computer, did you check where it came from or whether this is an environmentally friendly computer?
Jacob: Generally the manufacturing process alone from the start of the computer board, dyes, and chemicals is a very toxic and not environmentally friendly so I guess buying any computer in itself is bad just because the way it was made. 
Interviewer: So when they claim…
Jacob: The only thing is energy efficiency is being optimised so that is the only main concern… most of the issues today of like worrying about chemical issues or something blowing up inside and spilling some silicon or some chemicals so those are not really issues anymore. It is just the manufacturing process that is probably the most detrimental to the environment along with every computer. 
Interviewer: And when you say the manufacturing process…
Jacob: Like, just for example, making the motherboard, they use very high temperatures, toxic chemicals, they are manufactured overseas in China most of them and their labour laws are not very friendly or supportive of the worker so it is also a human rights issue besides an environmental issue so there are many things I have to overlook. 
Jacob seemed to be aware of the abuses to the environment and, possibly, to labour rights and working conditions that took place in the manufacturing of a smartphone, of a computer, or of an electronic device in general. However, he also seemed to be aware of the fact that, if he wanted to own a smartphone or computer, he was left with no other choice than to accept the circumstances over which he had no control. As such, he had to make the consumption choices that he knew may have detrimental effects on human and environmental wellbeing (Cherrier et al., 2012). In other words, he seemed to be aware of the barriers to environmentally friendly consumption and was thus reaching for what Cherrier et al. (2012) called for the lowest level, ‘the glass floor’. He accepted that he had to live with the conflict created by this consumption practices and choices when he had to choose between taking care of this needs or of those of others under circumstances that he could not change. 
Furthermore, Jill, a committed vegetarian, described before about her concerns for the food chemicals, the animal cruelty and so forth. She describes, however, that she would not give up her iPhone. 
Interviewer: Do you ever go to the mall? 
Jill: No. 
Interviewer: How do you feel about that?
Jill: I mean we got to Aventura Mall to go to the movies or to go to Lenscrafters (for her glasses), that is pretty much why I go. Or I go maybe to Macy’s if I need something or I go to the Apple store, because I have actually bought my phone there. Because I wanted an unlocked one this time, so I could get a cheaper service. Which you pay through the nose first but then when you look at what you have paid with AT&T (Telephone Company), for example, it is a way better deal to just buy it. 
Interviewer: When you bought your phone, if there was another made more environmentally friendly, does that matter?
Jill: I do not think there is an environmentally friendly iPhone type and if you want an iPhone you have to get an iPhone. Sorry, Samsung does not do it for me…I do not want…
Interviewer:  What is the difference for you?
Jill: I think iPhone to me is more intuitive. I started, I inherited my son’s iPod in the beginning then I inherited an iPhone and it is just so nice the way it works. To me it is like everything, I understand it. Like when I have to get used to another phone and another system and then you can only get the Android apps, no, I do not want to change and I like iPhone. 
Although she was mindful and an advocate for different issues like against animal cruelty and environmental abuses, she also seemed to be accepting the adverse consequences of buying a smart phone. Her admiration and relationship she developed with the iPhone seemed to take precedence to her previous environmental concerns especially when she realised that she had had no other options or alternative solutions in order to satisfy her need and want for a smart phone. Jill’s possession of her iPhone seemed to be part of her extended self (Belk, 1988), provided special meanings, and held special connections with it and, thus she was unwilling to sacrifice the bonds she had with it. 
Sophia, a special education teacher for children with disabilities, discussed before her consumption choices for clean food, trying ineffective environmentally friendly cleaning products, and trying to develop a butterfly friendly garden. While describing her consumption choices for environmentally friendly products, she described many products she had tried; however, her nail polish was not one of them. 
Sophia: This picture is outside my nail salon… That is pretty much what women use, for manicures and pedicures… It is a service that a lot of us use for our hands to make it look pretty but I know it is chemical so I know it is not good for the environment but at that point in time, as ladies, we use the service. 
Interviewer: Could you tell me a little more about your manicure experience?
Sophia: Prior to the job I have now, my job was before in management, I pretty much talked with my hands or I would hold things and people would actually see my hands more, so it was more of a visual. So, I try to ensure that my nails and my hands are in good condition as much as I can. It is a visual. 
Interviewer: Were you concerned about your hands’ appearance?
Sophia: Yes, that is something that I do look at.
Interviewer: Do you think people look at?
Sophia: They do pay attention to my hands, yes… The colour, the length, I have been told I should model my hands. Quite a few people, right now they (nails) are kind of on the short end, but typically if I really take care of them I have been told I should do nail polish or jewellery modelling, because I have a good nail bed. So yes. 
Sophia expressed before her readiness and willingness to try many different products that would satisfy both her needs and those of the environment, like cleaning products. She was not, however, prepared to sacrifice her need for enhancing her appearance. She had been praised for her hands and was also aware of how she used them in order to communicate with others. Sophia gave precedence to taking care of her own wellbeing because she perceived that, had she not done, she would have become very vulnerable due to the prominent place her hands had in her life and to the image she projected to the people around her (Goffman, 1951).  
A smartphone or a laptop made participants’ lives easier and, above all, functional in order to attend to their responsibilities as students, or professionals. Nail polish made a lady’s hands presentable and, as such, enabled here to take care of her own needs to maintain her image in respect of both herself and others. The participants seemed to be caught in dilemmas between attending and responding to their own needs or to those of the environment. Although they were aware and understood that some of those products were being made under ‘precarious’ conditions, the participants sometimes chose to consume them anyway because being deprived of any alternative option, they gave precedence to their own needs over those of the environment. This became even more evident in those cases in which there had been established long term and trusted relationships with specific companies and products.  
[bookmark: _Toc386450304][bookmark: _Toc492140162]5.2.2 Overcoming the Disconnects    
Within the local and global socio-economic environments, the participants discussed their consumption practices and choices and the ways in which the consequences of their purchases may have been affecting them, their close and distant others, and the environment. All participants expressed some kind of awareness of various environmental issues. Each seemed to have a different understanding of nature, of the severity and the extent of the issue, and of its possible solutions. Within their unique conditions and living circumstances, they discussed their consumption experiences while considering the needs of all parties involved (themselves, their close and distant others, and the environment). 
[bookmark: _Toc386450305][bookmark: _Toc492140163]5.2.2.1 Negotiating Limitations   
Regardless of their caring intentions, the participants highlighted that they were trying to strike a balance in what was negotiable and acceptable in attending to their own needs and to those of their close and distant others.
“When people talk about their roles as consumers they accept that they do have certain responsibilities; sometimes they make excuses for not doing more; but sometimes they make pertinent sounding justifications for not considering it their responsibility at all; and maybe, just maybe, if you listen hard enough, they might be asserting finite limits to how much they, as individuals, can be expected to responsible for…” (Malpass, Barnett, Clarke, & Cloke, 2007, p. 249)
Participants also discussed how they articulated their ethics of consumption in their everyday consumption practices and choices by identifying what they would have been willing to accept and what possible ‘red lines’ they would not have been willing to cross (Malpass et al., 2007). 
For example, Whitney was aware that certain things made in China and in other countries were produced under sweatshop circumstances, but she was not prepared to look at every label to see where clothes had been made every time she went shopping. 
Interviewer: Do you every say, they, the people you are shopping for, like this but I am going to buy something else because it is energy efficient or it was made in a country that respects labour laws or something like that?
Whitney: To be honest, I do not look at manufacturers. The only time I would look at a manufactured product is if I am buying a camera. I would prefer something that is made in Japan because it is more durable than something that is done in China. But in terms of products, say for instance I am buying a comforter or something like that, I will touch it and make sure it is good, that the quality is good and if it is what the person wants, I will buy it. 
Interviewer: Do you ever say I am only going to buy things from the U.S. or say Italy? Does it matter if it is local or from elsewhere?
Whitney: To be honest, I would not have a problem buying US made products but usually if I am at a store, I am not going to look for something made in China, maybe if I did find something, but I am not going to look at every single item to find if it was made in the U.S. 
Whitney seemed to balance the needs of close others versus the ones for distant others by buying what she perceived to be of good quality and what the other person wanted. She highlighted the fact that it would be difficult to check every item provenance and seemed to give precedence to convenience and what she considered realistic conditions under her set of particular circumstances (Szmigin & Carrigan, 2005).  
Julia, a very vocal supporter and promoter of US products, mentioned before that she would have liked very much to support and buy only American products. She was convinced that it would be the right thing to do, but when it came to negotiate between her needs and the needs of her close others, her countrymen and local economy, she gave priority to satisfying here needs for a foreign car.  
Julia: I try, when I can, I try to buy from the US. I do. But I have not found a car yet I can buy in the US. I like the luxury of my car. The US cars do not have the same luxury. I would love it but I just cannot do it. But yet I have brothers who would not do anything else but buy American. 
Interviewer: How do they feel, do you think?
Julia: They get in my car and they say, Wow! Your car is really nice, but you are not supporting America. So there you go! 
Her need for comfort appeared to trump her efforts to consume only local products and to support and promote the wellbeing of those who were close to her. Her choice of a foreign car seemed not to support the local economy; instead, it gave precedence to attending to her needs for the luxury of a foreign car. Her moral deliberation then involved whether she should satisfy the needs of her country and, by doing so, support her countrymen and local economy, or whether she should satisfy her own needs. 
Jill, on the other hand, professed in many occasions before was a committed vegetarian in protest against of animal cruelty, and an avid supporter of sustainable farming and of taking of care the environment. There were, however, certain things that she was not willing to deny herself. 
Interviewer: Do you ever look at things that you buy and say this from the United States or this is local from Florida and this is from Ecuador?
Jill: Of course!
Interviewer: Does this play a role?
Jill: Well I try to buy local, however, with apples for example, if I have the urge to eat an apple and it is summer and there are apples in Publix and it says Washington State on it, I know it is from last year. It has been in the freezer. So I prefer to buy something that is more like from an area where they have apples now. So you know, if I have to have an apple, I try right now it is watermelons, it is citrus, the kiwis are from Chile because I like the ones from Chile better that the ones from Italy and I like kiwis. 
Interviewer: Does it matter if they come from far away as far as their carbon footprint?
Jill:  I try not to but there are some things that I really enjoy like kiwis. Yes, what are you going to do? These people export them so they have to live. It is a global world. I mean you can think about it in one way, but on the other hand these people that export them, they make a living from exporting them, so and there is a trade agreement and I like to eat them… I try to buy only organic milk. It is cruel how they keep the animals and I do not even want their milk… or the cheese. I tried a cheese from Europe. I love the Irish butter. If I buy butter for baking, I buy organic from Wholefoods. For eating I get Kerry Gold. The Irish cows are not factory farmed. There is something about the grass in Ireland, I do not know what it is but that butter it is just so much better than any other butter. 
Jill negotiated her consumption choices in order to take care of everybody’s needs, including her own. She tried to balance her beliefs in consuming goods that stood against animal cruelty but she would not sacrifice her taste for her favourite things to eat even when she was aware of the travel carbon footprint consequences. Although she clearly gave precedence to her needs, it was apparent that was unwilling to give up her trusting and reciprocal relationship with some of the products and the places from they came from regardless of how far away the were. 
Jack, who also was an active pro-environmentalist and aware of carbon footprints, drew the line when he needed to travel, either for the family or vacation.
Jack:  I am aware of the carbon footprint of travelling. For instance buying things, even food. You know, I want to avoid food that has been sent half way around the world, when you can buy something just as good or decent that comes locally. And, you can extend that to most things that you buy unless it is something that, you know, you really want something and it only comes from a certain place… But when I travel, yes, I mean price is a consideration, but you know, if you want to go to Germany or Europe, you have to go to Germany or Europe.
Jack was aware of the consequences of his consumption choices and of the need to take care of the environment, but he felt that sometimes his needs and those of his close others should take precedence over those of the distant others, such as the environment (Heath et al., 2014). 
In his efforts to balance different needs, Bradley was willing to ‘progress’ into trying new and improved versions of their well-known products, but he was not ready to go very far by giving up what he already knew and trusted and thus harm the wellbeing of his established trusting relationships with some products. For instance, Bradley was willing to incorporate newer versions of products to which he had been loyal for years and, thus incorporate more environmentally products to his everyday use. 
Interviewer: How about your cleaning products, do you look to any specific brands? 
Bradley: Yes, very brand loyal. I do not buy the eco-friendly or the bio-friendly, I tend to buy the products that maybe my parents used and I knew they were good, products that smell nice to me and represent a good value. For clothes washing detergent, we use one brand because it has no smell and it cleans very well and it happens to be the one that my mom used. It is just brand loyalty, I guess. 
Interviewer: If your brand had an ecologically friendly version would you choose such a thing?
Bradley: Yeah, like the brand ALL progressed from ALL with phosphates, to phosphate free to high efficiency, which both our washing and drying machines are. So, yes, we did that. But would I go to silly green, I mean super green washing? No, no! 
Bradley chose those products because of the strong relationships he had developed with them over the years. He was willing to try the newer and improved versions of the same old and trusted products, but he chose not to go to the extreme that he called ‘green washing’ where he may have had to ‘give up’ or ‘lose out’ (Connolly & Prothero, 2003), in this case sacrificing the wellbeing that he derived from the trusting and reciprocal relationships that he had with these products and neglect his needs for cleanliness. In other words, he was willing to give precedence to the needs of distant others up to the point that they would have caused harm to his own. 
What emerged from the discussion is an effort to negotiate how to attend and respond to the participants’ needs and those of close and distant others and, thus adjust consumption practices and choices accordingly. While they seemed to accept the incongruities created by those disconnects, they also tried to deal with them by finding ways of adjusting. The next section highlights the efforts made by participants to accommodate and attune different conflicts while remaining ambivalent of the consequences of their actions. 
[bookmark: _Toc492140166][bookmark: _Toc386450306]5.2.2.2 Coping with Uncertainty 
As discussed previously, the participants highlighted that they were aware of various issues affecting the environment and suspected how some of the consequences of their consumption choices may have been either causing or avoiding harm to it. What emerged from the analysis of those conversations were the efforts made by the participants to manage any ambivalences and uncertainties through their consumption actions. The participants seemed to harbour doubts in regard to the consequences of their consumer choices, i.e. they seemed to be acting in the hope of doing ‘good’, albeit remaining unsure of whether and how much their actions were really good or not. For instance, while talking about the construction of his new home using environmentally friendly materials, Angel revealed that he had chosen some things although he had not been sure about whether they were actually kind to the environment or not. He seemed to be unsure even about those materials that were generally perceived to be environmentally friendly. 
Angel:  For the house we got this stuff, it is supposed to increase efficiency. It is like environmentally friendly. Limestone, I am not going to use this. But this product is supposed to insulate … I mean, how many people even look at this? Me, it is just me basically. This is how much the temperature changed in the roof.
Interviewer: Right…
Angel: During the day before they added it. And these are the units of energy they use. So, you see once they implemented it look how it decreases. 
Interviewer: Right…
Angel:  So it is a big insulating factor. Yeah. And this is locally produced product, but it is not… the product itself it is not environmentally safe or you know. And, you also need to use chemicals to seal it and all this other stuff. But, hopefully… I mean, I do not know how you trade that off, right? I am going to use, like, half the amount of energy over a period of 15 years… But, then to produce this may have cost more energy than some of the organic paints. 
Interviewer: How do you know?
Angel:  I do not know. I am just saying, I try, I thought about it. I tried you know. It is supposed to reflect the sun, keep the place cooler and also have more water runoff the roof. So, hopefully, if that water runs off the roof, it runs in the environment, etc.?
Although the product Angel chose had been locally produced and provided the necessary insulation to conserve energy, he suspected that this may have proven to be more poisonous to the environment after all; thus, he was unsure whether he had done ‘good’ or not. He was uncertain whether his environmentally caring intentions and actions would have the impact he intended or hoped for. 
Warren also expressed the same uncertainty while discussing some of his purchases.  Warren mentioned the fact that, as an avid reader, he had bought a Kindle. He had been aware that he hitherto has been killing a lot of trees by purchasing so many books. During his conversation, however, he stated that he was unsure of whether he was damaging the environment by buying and using a Kindle. 
Interviewer: Would you like to tell me a little more about this picture?
Warren: This is a Kindle. Oh, so as I said, I am something of an electronics… something. So, I was an early adopter of the Kindle, I started using it, I bought the second generation Kindle, pretty much the day it came out. I waited until they sort of shook down the bugs in the first generation and so as soon as they released the second one I bought it. There are several things I like about that, because I travel so much I can carry a library with me. And that is great. It is also less expensive, I am an avid reader, I read all the time, I read probably 70, 80 books a year, and I probably read more since I did this, it is much less expensive to buy the electronic books, plus we are not killing trees. As a rule, now, I do not know what we are killing to buy the rare-earth elements and other things that are maybe going in there, it may be worse in the long run, I do not know, but, at least for now, I can tell myself I am not killing a lot of trees. And it is much more, it is simply much more portable. 
The ambiguity of not knowing whether his action had actually been bad or good did not stop Warren from consuming certain things, but it did instil uncertainty in his consumption practices. A lack of information had made his consumption choice ambivalent about whether it had been more or less environmentally friendly; he was, therefore, unable to be certain of having done the right thing or, at the very least, of having made the appropriate environmentally friendly choice (Cherrier et al., 2012).
Uncertainty and disbelief was also revealed in the case of Jacques who was a civil servant, a military veteran and an army reservist and had travelled extensively in different countries and witnessed abuses of the environment and labour working conditions. 
Interviewer: Do you think that we as individuals could make any…what kind choices could we make for the environment in our consumption practices?
Jacques: I think those kinds of things are vanity-oriented.
Interviewer: What do you mean by ‘vanity’?
Jacques: Well, let’s say I go out and I spend extra money for a ‘Prius’. And, at one side, yes you are certainly saving on gas but you have got those batteries and the car that need to go somewhere and it is going to be a toxic landfill problem for the gas miles you saved. So, it is like, part of the picture. This is what you get when you have individuals making the decision and that is a vanity decision. I do this so that I save gas, so I am doing my part. Well, that, yes, that is great but you know, if you got a football game and you have got one guy with the ball and the others guys on the team are not playing, you are still going to lose the game. 
Jacques seemed to be trying to highlight that, although he, as an individual, may have been acting ethically, a collective effort was needed. Having seen the environmental effects of narcotics, deforestation, and poverty in different countries he remained unsure of whether his individual actions were going to achieve the intended results. 
Same ambivalence of whether one was actually doing ‘good’ was revealed during our conversation with Anne. She mentioned before that she would rather not buy things made in China. She discussed the fact that she would have rather liked ‘giving back’ and she bought from companies that gave back to other people who could not afford to pay. 
Anne: But I think I like to see giving back, even the companies that do give back, like, you buy the shoes at Tom’s and then he gives a pair of shoes. Now, does that really happen? I do not know, but I, kind of, will gravitate more towards buying that, even though it is a few extra bucks, because I think, in my mind, that it is doing something better for society. 
Anne chose to consume what she believed may have also helped distant others. She was sceptical and ambivalent about her consumer choice really being the right one. Although she did not know whether the company delivered on its promise, she decided to persevere with her consumer choices regardless of her incongruity. She felt that this was the least she could do and therefore, she was able to balance taking care of her own needs and of those of distant others. She was able to ‘feel good’ although she may not have been able to have any effect on the grand scheme of things (Atkinson, 2012; Kareklas et al., 2014; Maniates, 2001).
Even when the participants showed their concern for the ethical issues concerning the treatment of workers and the environment, they accepted the fact that, even going against the norm and doing the right thing, they would certainly not avoid all harm to others and the environment and may induce harm to themselves. The next subsection presents the participants’ describing their efforts in trying to find ways to overcome their ambivalence and doubts by adjusting their consumption practices and choices.  
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What emerged from the discussions was the participants’ acceptance of the fact that there was a lack of consensus between local and global acknowledgement and appropriateness of responses to environmental issues. That is, the participants seemed to accept that they had little choice or control over these matters; thus, they highlighted their efforts they made to accept and adjust through their consumption choices and practices. As they had expressed before, the participants set limits on how far they were prepared to go in attending and responding to their ethical concerns. Within these limits, they seemed to be willing to undertake different actions to adapt and adjust their consumption practices and choices, always making sure they avoided hurting anyone involved. 
For example, Rob, who took care of himself and used to give his constant patronage to the same vendors for their quality and variety of product choices, discussed those of his consumption choices of which he may not have been too proud. Instead of remaining in a stagnant territory and refusing to move on, he had taken action by choosing to consume what was available. 
Interviewer: When you do your shopping for your clothing, your shirts, or your shoes, do you ever check where they were coming from? 
Rob: Of course, well the bottom line is, today almost everything comes from China or from South-East Asia, Mexico occasionally and I do not base my choices upon where these things are manufactured. I used to take a great deal of pride in buying things that were made in the United States but the textile industry here is basically gone and so I have stopped, you know, I pay attention but I do not dwell on it. And so, if something is made in Spain, or Italy, or Malaysia or whatever, it does not make a difference. As long as it is quality and it happens to be the colours and the patterns and the things that I relate to at that moment, I will stick with it. 
Rob was aware of the demise of the US textile industry, especially from the fact that he mentioned some of the countries that manufactured most of the available clothing products. He seemed, however, willing to move on and find alternative solutions. He preferred to leave behind something he could not control and adjust to the new reality.  
Philip also did not spend a lot of time thinking about it because, under the circumstances, he was not even sure about the actual provenance of the product and of whether it had been produced in the place it claimed to be from. 
 Interviewer:  Do you every check where your clothes were made?
Philip: No, where they are made… sometimes I do check where they were made… I do not want to buy things from India. 
Interviewer: Any particular reason?
Philip: They do not last or they shrink or they do not hold together. 
Interviewer: If you had a choice, like this is locally produced or made in the USA or made in China, would that change your choice?
Philip: It all depends; some of the clothes they are made abroad anyway. Other things no quite because we live in a globalised economy; other that the products… the textile products that come from India, everything else is manufactured in Malaysia, Indonesia, South America, Peru, Egypt and so on. I have no problem with that. The origin of the car we have now, nine years, yesterday, I had identified it… I looked back at the papers and I see it was assembled in Mexico. It is not serious; it is because of the old practice of manufacturing of things outside the border because of the lower cost of labour. But other than that it would not have really made any difference anyway whether it was produced in the US or not. 
Instead of lingering upon whether he should buy a product that had been produced domestically or not, Philip had chosen not preoccupied about it, especially when he could not be even sure about where any product was made (Newholm & Shaw, 2007). He may not have been extremely fond of the idea, but he had not wallowed in that too much and had moved on and was making his consumption choices under the circumstances and conditions available. 
Rob also chose to adapt and adjust by finding another option. As an avid art collector of paintings and other unique pieces, he explained how he used to collect artful coral pieces. In describing one of the various pictures he brought with him, he mentioned that when he became aware of the environmental damage that those coral pieces were causing, he found an alternative way to deal with the issue. 
 Rob:  You asked me to get a couple of photographs of some things…
Interviewer: Oh wow, that is beautiful, could you tell me a little bit about that?
Rob: It is a replica of a coral piece; I mean it is a fake. It is sitting in the middle of the dining room table and it is supposed to be a replica of a special kind of coral. And I remember in my grandmother’s house growing up, that she had quite a collection of coral pieces that she had collected from her trips to various places. And so I collected coral and other pieces and then became aware of the environment and then made the conversion over to things that were available that looked like original pieces that were done out of plastic material or something else. And so this is an example of what can be done if somebody is sensitive, it is a very striking decorative piece, reasonably priced, mounted, and it is sitting in the middle of the table and looks very good, particularly here in Florida. But it is not crippling the environment. 
Rob showcased his art purchases, in the photographs he brought with him, as being original, unique, and something with which he had ‘a special moment’. He described a coral art piece as beautiful and unique but he also called it a “fake”. His discussion showed the moral dilemma of satisfying his need for unique genuine art pieces and the adjustment he had decided to make in purchasing a “fake”, albeit beautiful art piece to mitigate the harm to the environment; thus, he had balanced his own needs and those of the environment. In highlighting the extent of his adjustment, he also professed that:
Rob:  Sometimes for instance, you can find a piece of art that is made from plastic bottle caps or whatever, if it speaks to you, fine that is good. If it is a canvas and it is done with oil paint and that speaks to you, fine, but I am not going to buy the bottle caps just to buy the bottle caps.
So the replica of the coral piece was an acceptable way for him to balance both the needs to not harm the environment and to acquire an extraordinary and exceptional art creation. 
Cooper also advocated for the same attraction and love when you buy something. While discussing his ethics of consumption, Cooper, the owner and the creative head of an advertising agency, argued that he was not very preoccupied with environmental issues because he was letting his wife and daughter, who were vegans, to ‘handle it’. Throughout our conversation, however, it became clear that he was mindful of his consumption practices and choices. He called himself a minimalist and somebody who would only buy something that he needed and that he would also absolutely ‘love’ (Sheth et al., 2011). 
Interviewer: Since you in this profession (advertising), when somebody says ethical consumption, how would you define it?
Cooper: Well, there are all kinds of professional definitions about a smaller carbon footprint, or buying things from societies where workers are not treated wrongly. But I think the other thing is simply not to buy so much stuff. I mean yes, I am in a business that tries to get people to consume but we tend to sell experiences not things. We do not work for packaging companies; we work for travel and tourism and healthcare and whatever. I mostly try to limit the number of things I buy simply because how much stuff do you need? I mean, I know what I like to wear so I do not really care what is in fashion particularly, there might be some new look or tailoring but there is no reason to go buy whatever the latest fashion thing is because I do not think … that is fashion, it is not style. And then, why do I need another pair of something that, you know, I wear black pants; I have a lot of black pants, how many more do you need? Why do you need more? That bag (pointing to his gym bag) that buckle bag that is the bag with my running stuff in and it was all ripped so I was patching it… I found a piece of fabric… and my wife said ‘why are you doing that, why don’t you just get another one’? Why? It is perfectly fine. Oh but it… look it is all worn out… so, yeah but it got a hole in it, I can fix the hole. It works fine… I think putting less things in landfill, throw away less things, using less resources, in my mind that makes ethical consumption. And buying things that you care about, that you like and that you love. 
In defining the way Cooper understood ethical consumption, he showed a way of satisfying the needs of the environment and preventing future damage by consuming and wasting less and, in the process, taking care of his own needs by patching his perfectly functional gym bag. His consumption practices and choices appeared to be more akin to a ‘simpler and fulfilling’ way of living by choosing only the few things that he absolutely loved (Soper, 2008). 
The participants’ consumption choices were guided by a desire to do ‘good’ and avoid harm to others including the environment. At the same time, however, they were aware of the limitations, power controls, and conditions under which they were living, and their choices sometimes reflected the inconsistencies, contradictions, and discords they encountered between what they would have liked to do and what they were able to do. In other words, they were left with a sense of ‘I know that I should and can do something, but I do not know which is the right thing to do’ (Connolly & Prothero, 2008, p. 133).
The participants seemed to endure and carry on by accepting the limitations and ambivalences as a consequence of those limitations while, at the same time, trying to find ways to bridge those disconnects and thus, aim for a more harmonious balance in attending the various responsibilities they had towards themselves and others, and the environment. In the next section the discussion focuses on their multi-lemmas and how their efforts in managing them are articulated in their consumption choices and practices. 
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Even when there were strong feelings regarding those moral dilemma issues in regard of which it was considered that there were some alternative solutions, there was an impression that the courses of action were somewhat limited in consideration of their different responsibilities to oneself and others. For instance, David described his moral dilemma in regard to eating meat, one of the causes of environmental pollution. While his family, including his two children and wife, did not share his moral dilemma about eating meat, he deliberated how he would have preferred to consume a vegetarian diet instead. 
 Interviewer: You said earlier ‘you will not seek out the moral dilemma’ what would be a moral dilemma for you?
David: So I have a moral dilemma now, lots of moral dilemmas. Eating meat is a moral dilemma. I feel like right now, we crossed the threshold of gay marriage and can look back 50 years and say well okay, they did not know about homosexuality, people were not out in the open for everyone to be educated in, so it is just I think in 50 years people are going to be looking back at us and saying I cannot believe they ate meat. Forget the whole issue of humanely killing; that is a no brainer. It does not take much effort to police and to make sure that that happens. It is just a basic fact of taking another life for your momentary pleasure, which is a moral dilemma. You know, on every argument you can make, well it is for sustenance, you need the protein, you can find other sources of protein. Well, you know it is been done for thousands of years. A lot of things have been done for thousands of years and we have changed. We have grown. Well they do not know any better. I feel that is all the more reason, we do not know better so it is to me a losing argument. I go through spells of vegetarianism. Obviously not strict, it is not like I find out if they were using chicken stock to make meals, but I will go through spells of that and especially maybe I am not built for it but at some point inconvenience… if you are at a theme park, you cannot get a vegetarian option. I am exaggerating, maybe, I do not know but it is certainly not the easiest way to live and especially raising kids, you would think that I am their steward, I should be the one deciding what is best for them. So they have to choose for themselves what is best for them to some degree, but they do not have chicken fingers, you cannot have a meal outside. It would be unsustainable.
David was torn between satisfying his family’s needs and finding an answer to his moral dilemma. Because of his circumstances, he was forced to live with the conflict because he seemed to give precedence to his family needs, and then to his own and those of the environment. 
In contrast, whilst Paul may have been aware of how his cleaning products choices may have prevented or avoided harming the environment, he gave precedence to his needs for cleanliness by transferring the responsibility for this hurt to his cleaning lady. 
Interviewer: When you go to the restaurants, could you tell me about your experience?
Paul: Well, you know we do it a lot. We try to eat local stuff and you know I mean again I will not eat unless I am really sure of the provenance of the protein. I am really weary of it. We like it when they can tell us something about where the food came from. I think that this is more appealing to me if I know the ‘back story’. Yes, a little bit of a story, like that the pork was from Georgia or you know like the fish was from Key West or whatever. That is the kind of restaurants we like. 
Interviewer:  And the cleaning products for the house for your regular house products how do you go about shopping for them?
Paul:  I am not as good about that as I could be. But, I mean, I know there are all these, you know, Seventh Generation, Mrs. Myers and all that stuff, but maybe because do not clean my own house, I do not feel so guilty. I let the cleaning lady pollute the environment. But, you know, I am not so conscious about this stuff. 
Interviewer: Do you go after particular brands?
Paul: I am very brand conscious when it comes to cleaning products. Like Pine-Sol for the floor and you know, Fantastic and Windex for the windows. I do not use store brands. I do not know why, but that is, you know. 
Paul seemed to be giving priority to his need for a clean house than attending to the needs for cleaner environment. Claiming and assigning responsibility to his cleaning lady seemed to have been a way by which he could justify his choice of not using environmentally friendly products (Chatzidakis et al., 2007). Moral deliberations seemed to focus upon trying to attend and to respond to the needs linked to various responsibilities. Although Paul was aware of the negative consequences of his consumption choices, he did not seem to want to cause harm to the environment or distant others (Chatzidakis & Lee, 2013); instead, his moral deliberations appeared to consider all parties involved – himself and his close and distant others – giving precedence to distant others by consuming locally produced food and sometimes to himself by using this trusted cleaning products. 
Maintaining his trusting relationship with the cleaning products took precedence for Paul. In the same way, Pepa travels with her husband to visit their families in different part of the U.S. and South America. 
Interviewer: What do you think about the carbon footprint when you travel?
Pepa: We have to travel sometimes because our families are far away. My husband’s kids are in a different place so we have to travel. His mother is in a different place and we have to travel. His reserve centre is in a different place, and again we have to travel. My family is out of the country as a result we have to travel. So sometimes, if we do not have these kinds of commitments, we go for pleasure. So you know…
Pepa’s example is a good case of being willing to sacrifice the needs of the environment in order to take care of their own needs and of those of their families (Heath et al., 2014; Thompson, 1996). As a result, the distant others’ needs seemed to take the back seat to those that arose from the participants’ relationships with their close others. 
The participants seemed to overcome any disconnects between their own interests and those of others, both as individuals and as members of social networks. In other words, the participants seemed to be involved in a dynamic ‘back and forth’ between their own needs and those of others in the course of discharging their various responsibilities as parents or grandparents, friends, members of professional groups or companies, and community members. The next section presents the participants’ discussion spotlighting on how their consumption practices and choices dealt with the moral dilemmas of the present while contemplating a better future. 
[bookmark: _Toc492140169][bookmark: _Toc386450309]5.2.3 Balancing the Present while Considering the Future
The participants discussed how they engaged in what seemed to be a give and take action to ensure that their actions avoided harming and attended to the needs of all parties involved. They seemed to be aware of how their moral deliberations sometimes prioritised their needs or those of their close or distant others although they may have also been aware of the negative consequences of their actions. However, they persevered in their efforts to achieve a temporal balance in regard to any disconnects in responding to immediate needs and long-term interests by doing what was in the best interest of all. 
For instance, although David had previously discussed that being vegetarian with kids was very difficult, especially when dining out, he was eager to suggest that the problem did not have to be framed as a binary one. He could conceivably feel better about his meat eating moral dilemma by being a ‘part time’ vegetarian that would allow him to enjoy a night out with the children during their ‘meat-eating break’. 
David: I mean we would have to reorganise our lives around food and then it raises other issues, like some kind of food disorder, eating disorder. You know, anyway we are playing with these things. We do the best we can. The one comforting thought that I heard at a TED talk actually was a kid. A kid, I think he must have been like 18 years old and said we all know it is environmentally bad for you, the transportation gas, the methane gas, actually meat isn’t the healthiest food, we know all these things and we still love cheeseburgers. They are just so delicious. It does not have to be binary. It does not have to be one or the other. Be a weekday vegetarian and you cut down on, you know, five sevenths of the problem. So I try to think of that whenever we go out, I try to take vegetarian option and whenever we are at home, unfortunately because my wife is not as morally conflicted as I am and my children are not morally conflicted at all, I am the outsider and for some reason I cannot have a certain food. So it becomes a little less sustainable but we do the best we can. 
David tried to find a way to resolve his moral dilemma and, at the same time, attend to the needs of his children in growing and becoming socially acceptable (Ruddick, 1995),  decrease the harm inflicted in the environment, and appease his personal moral dilemma of eating meat as well as killing less animals. 
Like David, Cooper also opted for a compromise in dealing with the present and probably providing for a better future. While describing his point of view on ethical consumption, his choice of words seemed to position his suggestions and actions somewhere in the middle ground. 
Interviewer: Do you think people could do better (consuming more ethically)?
Cooper:  Of course!
Interviewer: What do you think it would be the first step? 
Cooper:  I think it is to evaluate what you have and what you are rushing off to buy. Why is everybody going out to buy a new phone and now that the new iPhone came out or apple watch? Yes, it a cool think but how many watches do you have? Do you need it? Do you want it? It does not have to just be practical, is it something that will truly give you pleasure or is it another piece of junk that you buy? How many people go out and rush to buy new cars when new models come out? My car is 20 years old, it is in great shape, and I love it. I will get another car at some point but my car is great. It does not beep when someone is in front of me or behind me but I think it looks great. It drives great. Why put it into a landfill when it perfectly sensible? 
Acting on his suggestion of doing things mindfully rather than mindlessly, Cooper suggested to really reflect on our consumption practices like he did by driving a car that he really loved for a long time rather than rushing out and buying the newest model. Cooper’s mindfulness alludes to developing more concrete and important relationships with the products that one may buy by advocating a connection to love rather to a fleeting moment of temporary thrill (Fournier, 1998). He appeared to be trying to find a way to balance the present while looking out for the future. 
In trying to balance the scales and minimise hurt, Bradley suggested finding a middle ground solution. 
Interviewer: Do you think that there is something that we as individuals are doing or not (for the environment)?
Bradley: I think that, I am not a conspiracy theorist, but I believe our government withholds a lot of information from us. I do not think people have a complete picture, I think there are a lot of very small fractured movements starting toward green and toward energy. I think that anything we do is going to help, I am afraid that we are in the Titanic right now, with a huge gash in our side. We really, really need to wake up and think about it. Organic food, I do not think it is a hoax, but I am thinking that it is the tie-dye t-shirt of our generation. I think we do need pesticides. I think we do need, on the other side, sustainable farming and organic farming. I think we also need to meet in the middle because I am also a beekeeper. I keep bees, so I see what insecticides can do to the bee populations. I do not think that we, as the people, have all the information, that we can make the changes. I think the government needs to really sit down with the industry and the scientists and come to an agreement and say look, this is the program and we all need to follow. It is not just going to be the United States. You have China. You have Africa. You have Europe. If we are all not working together, it is a chain, and if you have a weak link, it is just going to break.
For Bradley, it seemed that reaching a compromise, ‘meeting’ in the middle ground was a way to balance the problems of the present while hoping for a better future. He argued that nations and people are interdependent and, thus he suggested that all parties need to agree and act with a common goal and purpose in avoiding further harm to the environment and hopefully promoting its wellbeing. 
In an effort to find alternative solutions to the divide pertaining to how to deal with environmental issues, Jack discussed and proposed everyday practices suited to curb wasteful consumption and increase recycling efforts. While he seemed aware of environmental issues, Jack also recognised the fact that these were part of a global issue involving many different interests and parties and, thus, suggesting different resourceful solutions. 
For instance, Jack, who was aware of the flaws and shortcomings of the current system of recycling infrastructure, saw inventive and different opportunities to re-use certain items that were being disposed of in landfills.  
Interviewer: How do you see consumption as it relates to the environment?
Jack: Well I think, and I am certainly not alone I do not think, but I think, for instance, our society is an extremely wasteful society. You go to a restaurant and you see the food that gets thrown out. You know I have a dog that I walk at least once a day, sometimes twice a day. And you walk in the alleys where people put their garbage out. And people are throwing away all kinds of stuff that isn’t even bad, you know, that could be used. That could be recycled if nothing else. I think recycling is fantastic. And more and more, I think it can be recycled. Maybe not through public means but somehow recycled. And certainly you know the combination of using less, eating less, consuming less, and recycling could make a huge impact. 
Interviewer: What do you think it needs to be done? 
Jack: I think it is an effort. I think it is driven I guess by municipalities and government. But at the personal level I think you have to want to recycle, you know, if you look at things that you throw away many times, you can use that piece of clothing at least as a rag for cleaning or for this or that. You know, things can have two or three lives if you are willing to be a little creative. 
Jack was proposing a personal initiative for all, where we could all come up with creative ways to recycle or reuse certain items, and thus be able to take care of our needs while preventing any further harm to the environment. He made reference to the re-birth or re-evaluation of goods and underlined the point that objects can have many lives (Appadurai, 1988). 
The participants seemed to be in a state of constant deliberation in attending and responding to their different responsibilities stemming from being in relationships with close and distant others. Whilst their consumption choices were made within their particular socio-cultural set of circumstances, their consumption practices and choices reflected ways to survive the present while also offering a path for a better future. The next subsection highlights their consumption experiences in an effort to remain positive and optimistic about the time ahead.   
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The participants discussed how they were trying to reach a balance in satisfying the needs of their close and distant others including the environment and themselves. They described the different ways in which they accepted, compromised, adapted and adjusted to their current situations and circumstances while offering alternative approaches suited to nurture and ameliorate the circumstances for a better future. They involved their continued efforts to achieve a temporal balance by overcoming any disconnects between practical interests in doing what was possible and/or responding to immediate needs while considering long terms interests in finding better solutions for the future. 
For instance, while remaining highly ambivalent, Julia encouraged others to do their part. She was not sure about global warming, but she believed, that everyone needed to do their part to appreciate and protect the environment.
Julia: Well, I do more now, about doing things naturally and that, you know all the packaging and all the stuff because, you know, we consume so much and there is so much in the landfills and stuff like that. And I do not even know whether the recycling is… you know, what the whole thing is doing. I do not know. You do it, but you do not know. You hope. I try to reduce my carbon footprint as much as I can, you know. And I just think if each person does that, you know, and you teach your kids that way, it should be fine. 
Regardless of her mistrust of what was or was not happening, Julia seemed to be aware of her interdependence with the environment and thus assumed her responsibilities in attending to its needs. In other words, she believed that we should all play our part in ensuring that environmental needs are met and a better future is granted for all. Taking care of our responsibilities toward the environment was important for Julia, not only to discharge our responsibilities, but also to ensure that, at the very least, we will be able to preserve the environment for future generations. 
Thinking for the next generations, for example, Miguel, who was a paediatrician, was all too aware of what was going on with the environment and of some of the impacts that environmental neglect may have on people’s lives and especially children’s health. While discussing his recycling practices, he seemed especially interested in discharging his responsibilities out of concern for future generations. 
Interviewer: Do you recycle? 
Miguel: I am concerned for my grandchildren. They are going to inherit not the same world that I inhabited. 
Interviewer: So what is going to make us change?
Miguel: When people see the change. We have a saying in Spanish – you put a lock on your door when someone has already stolen from you. 
He was concerned about future conditions and circumstances and he was trying to prevent any further future damage to the environment. He was not only taking care of environmental needs, but also looking after the future wellbeing of close others and for a better future quality of life. 
Even when he was aware that the system was somewhat flawed, and that the conditions for the environment were not very favourable, Jack was witnessing some changes that were happening around him. Even though he accepted that global warming might have happened anyway because of cyclical circumstances, he remained hopeful that things were changing and more people were trying to mitigate the environmental harm. 
Interviewer:   What is your opinion about the environment today?
Jack: I think the environment is in a bad shape. I mean, I think the world is in a bad shape with the climate issues, temperatures rising. I think we are going to have huge problems. Huge problems and I do not understand why people are reluctant to try to do things about that. 
Interviewer:  There are lot of people who deny these facts, what are your thoughts?
Jack: I think it is awful. I think it is ridiculous. I do not know how anybody can say that unless they are just ignorant. I mean how can you not look at a picture of an iceberg here and there and a glacier and see that it disappeared and not say that you have some kind of global warming? Maybe you can say that it would have happened anyway, and I guess that that is what some say. But that does not mean that you cannot still try to take steps to mitigate it. 
Interviewer: So what do you think is the obstacle?
Jack: I think it is ignorance. I think you know, big corporations spreading all kinds of propaganda that you just trying to take advantage of their own personal economic welfare. Politicians and lobbyists… this country is so controlled by those things. And they influence the way people think so much. 
Interviewer:  If we continue this way, do you think that might be a possibility to save the environment?
Jack:  I do not know if you can save it the way it is, but I think over time I think that over time people will change, you see people buying electric cars, you see them buying hybrids… it shows that there is a desire among a lot of people to do those things. Not everybody, but a lot of people. And I think that will grow over time and I think people will… once they personally see the down side of what is happening, they will want to change. 
Jack was seeing more and more of this movement catching on. He perceives a change taking place, one in which compared to with the past there was more awareness and social and environmental awareness. Alyson poignantly pointed out that there no longer was ‘a steroid culture like it was before the bubble burst’. A cultural shift was taking place and things were changing and they would continue to evolve toward a better future. In Alyson’s company, they were trying to set up neighbourhoods and communities by selling and letting commercial space to certain purveyors who they considered would grow to be part of the social fabric of a particular neighbourhood. She described the area in which she worked as changing due to various government and private sector initiatives for a cleaner environment and a different culture overall. 
 Alyson: You have electric bikes, you have bicycles, and you have bike lanes now. It is very different culture… I think there has been a culture shift, a social shift, a shift in America in terms of awareness of where the food comes from. It used to only come out of a box. When I grew up my mom would give me those snack packs fruit cocktail out of the can, and that was our lunch with our bologna sandwich on the white bread with a little bag of chips. That is what I would eat and an apple. But there has been a shift now for what fresh means, what the earth means, what your food chain means, what your distribution cycle means, what your hormones means, so there is a lot more consciousness. But with that a lot more of enjoyment when you understand something, people tend to enjoy it too, so I think America has shifted and is on that track. 
Interviewer: Do you think people are aware of the environmental problems? 
Alyson: I think people are starting to realise that there is no longer a politicised, awkward world. I think you will see in ten years basically there will be a cultural shift in the United States that people will accept that their world has changed, in terms of global warming… And they will not be able to say it does not exist anymore when waters coming onto their shores and they do not clear from their sidewalks as they used to… It takes time and then people’s perceptions change… But there is definitely a shift in the United States…. There are so many chains of distribution across the whole country. You would get a box and it would travel maybe thousands of miles and then it would be your dinner. And now people understand that it actually comes from somewhere. And they understand what the food means, what real food means, what fake food means, boxed food means, and enjoying and learning how to cook, myself included. It is a very interesting shift in America; America is growing up! 
Alyson is witnessing a trend for the ‘old established ways’ of doing things subsiding and a cultural shift is taking place. The basic premises of past behaviours were questioned, suggesting some changes. Most participants, however, agreed with the fact that radical change could happen only if the people involved perceived a significant crisis looming (Schaefer & Crane, 2005), what they specifically referred to as having ‘visual proof’. Regardless, in their everyday lives, the participants described their consumption practices and choices in attending and responding to the needs of their close and distant others, those of the environment, and their own as an incessant negotiating and balancing act. 
Summary 
Through their consumption practices, the participants discussed how they attended and responded to the needs of their close and distant others, including those of the environment and their own. Considering their place in their socio-cultural world, they expressed their awareness of the resulting circumstances and limitations and they thus tried to find what they considered to be the most appropriate or possible way to take care of the needs of their close and distant others, those of the environment and their own. They may have resisted the consumption aspects and choices that they disliked, while making those that they regarded as necessary (Jenkins, Nixon, & Molesworth, 2011). In other words, the participants described the efforts they were making to enact the consumption choices that they considered to be the most appropriate to balance their present needs and circumstances while considering the future consequences of their actions. 
The participants’ consumption choices highlighted the fact that their best practices were aimed at balancing, albeit at times ‘imperfectly’, their own needs, those of close and distant others, and those of the environment in their particular contexts and set of circumstances. They were able to appreciate complexity, tolerate ambiguity, and find different ways to diversify their options rather than accepting the terms of a problem. This is what Carol Gilligan (1982) argued in respect to the ethics of care, where the focus should be placed in listening to the ‘different voices’ and finding a ‘third way’ or ‘the best possible way’ away from the traditional binaries of abstract rules and principles. 
Margaret Walker argued that resolutions to moral problems are ‘more or less acceptable depending on how they sustain or alter the integrity of the parties, the terms of their relationships, and in some cases the meaning of moral (and other) values that are at stake (Walker-Urban, 1998, p. 70). The participants’ moral deliberations were focussed upon attending to their responsibilities because of their relationships with various close and distant others by avoiding harm from coming to all parties involved including themselves.  
They recognised and responded to the ambivalence they had toward the society and world in which they lived while trying to take care of their responsibilities to their close and distant others, including the environment and themselves. They were open and vulnerable to uncertainties in regard to whether they should buy a particular product that was the only one their partners liked when they knew that their choice may have affected and caused hardship to distant others. They were aware of being in conflict with their personal beliefs when they loved the comfort of their Japanese car although they felt that they should have probably supported their close others by buying US made products. They remained sceptical and unable to understand the sometimes enigmatic facets of those close others who may have chosen to be diligent in recycling but were wasting energy to keep themselves cool and comfortable. This may imply that those participants who felt that they were being ‘bad’ in one context often felt that they were being ‘good’ in all others (Chatzidakis, 2015). Reading more into the participants’ discussions, they appear to have been making genuine efforts to balance their actions in order to address their needs and those of their close and distant others, including the environment. 
The participants’ consumption choices were possible answers to the question ‘to what extent is anyone individually morally obligated to live environmentally sustainably’? One answer may be that they should have been striving for more than what they were accomplishing, while, at the same time, not being obligated to sacrifice themselves for the needs of the environment (Raterman, 2012). Raterman (2012, p. 433) eloquently declared ‘I am in that messy middle, which, in general, is where I should be’. It seems that this was also where participants were trying to navigate, to a middle ground between selfishness and selflessness, to strike a balance between the two. Figure 2 below illustrates the way the participants moral deliberations in attending and responding to their own needs and to those of close and distant others including the environment. The unidirectional arrows identify the negotiating between attending and responding to different needs of close and distant others and how this tips the balance up or down depending the different contexts and special circumstances of the participants while considering their own needs as well
[bookmark: _Toc381205313]Figure 2 Balancing Care and Caring through the Ethics of Consumption
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The participants’ everyday ethics of consumption resembled an unrelenting deliberation in attending to the needs of their close and distant others, the environment, and their own at the same time. They responded to their different and inconsistent obligations by making choices that were not the ‘correct’ ones, but were the ‘best’ ones under the circumstances. They may have been succeeding or failing but their focus remained on maintaining and promoting the wellbeing and avoiding hurt their relationships with their close and distant others. 
This sounds like an informant in Carol Gilligan’s research (1982) who said, ‘I do not think that you ever know that there is an absolute right. What you do know is that you have to come down one way or the other. You have got to make a decision… No matter which way you go, somebody is going to get hurt and somebody is going to be hurt forever; Choice becomes a matter of choosing the victim rather than enacting the good’ (Gilligan, 1982, p. 166). Sara Ruddick (1995, p. 30) paraphrases this statement by arguing that ‘on the best days, a (carer) can only do her best, and her best often, in the long run, does not seem quite good enough’. 
That echoes to Philip’s statement:
 I care about the environment and I am doing what I can. Am I doing enough? I can definitely do more but I am doing the best I can. (Philip)



[bookmark: _Toc386450311]Discussion:  Care and Caring in the Ethics of Consumption
This chapter discusses the intersection of the ethics of care and ethics of consumption. First, it explores how consumer ethics of consumption are defined by their relationships with various close and distant others. Second, it discusses the strategies consumers adopt to enact their ethics of consumption while trying to attend to their responsibilities stemming from being in different relationships. Third, it highlights how the market mediates consumers’ care and their caring ethics of consumption. 
[bookmark: _Toc492484792][bookmark: _Toc386450312]6.1 Introduction 
This chapter builds on the findings obtained from the empirical elements of the study reported in the last two chapters (chapters 4 and 5). It starts with a discussion that proposes a model suited to explaining the relation between the ethics of care and ethics of consumption. This will lead to a deeper discussion of how the ethics of consumption are mediated by ethics of care and how, in turn, the ethics of care is mediated by the market. The last part provides a summary of the discussions presented in the chapter.
[bookmark: _Toc386450313][bookmark: _Toc492484793]6.2 The Circles of Care  
As explored in the previous chapters, everyday consumption practices seem far from being as mundane and monotonous, as they are sometimes assumed to be; but rather the intricacies of everyday consumer behaviour are brimming with complexity and meaning. As an activity in which most people engage on a daily basis, consumption provides a parameter to explore the formation, articulation and negotiation of ethics and morals. What comes to the forefront are the different dilemmas, and at times multi-lemmas, that people experience in their consumption choices. These dilemmas and multi-lemmas arise from the various responsibilities participants have as a result of being in, and because of, their various relationships with close and distant others; thus, this study highlights that there are multiple, diverse, small and big, and, intense and weak ways for consumers to practice ethics of consumption. 
This section advances the discussion about the ethics of consumption and their relation to the ethics of care by adopting Hierocles’ argument that ‘we should regard ourselves not as devoid of local affiliations, but as surrounded by a series of concentric circles. The first one is drawn around the self; the next takes in one’s immediate family; then follows the extended family; then, in order, one’s neighbours or local group, one’s fellow city dwellers, and so forth’ (Nussbaum, 1997). His argument comprehends society as relational, and dependent on interdependence. People are embedded in relationship networks and, thus their moral dilemmas are conceptualised as first and foremost by these relationships to others (close and distant others) (Gilligan, 1982). Hierocles’ argument reminded us that these features of place are incidental and that the measure of our concern is justified by the overall requirements of humanity (Nussbaum, 1997). This echoes Gilligan’s (1982, 1988) argument that interpersonal relationships are an indispensable part of moral life and one’s concern should be justified by the vulnerability to one’s actions or inactions for the other, either close or distant, that one is able to perceive (Pettersen, 2008). Thus, the proposed model, see Figure 3 below, draws those concentric circles starting with self, close others and extending to distant others, and justifies their placing with the type and intensity of knowledge one has the various others and thus, the implied level of awareness and understanding of their needs and particular sets of circumstances. That is, the level of intimacy and closeness of one with the other defines the level of the other’s vulnerability to one’s actions or inactions (Pettersen, 2008). 
Moreover, these concentric circles between participants’ self and close and distant others show that participants’ self is a ‘connected’ self that is interdependent but upholds a border between self and others. Participants have feelings as well as reason and their world consists of personal as well as public challenges. Their consumption practices and choices considered and balanced the needs of all parties involved, including their own. Furthermore, their moral challenges did not primarily consist in finding an abstract way of justifying their actions, but obtaining the best possible solutions for all concerned (self, close and distant others) within their particular context and set of circumstances. Participants’ ethics of consumption were neither egoistic nor altruistic, but an attempt not to harm and to promote the wellbeing of everyone concerned. 
This model offers a framework suited to understand how the consumers’ ethics of care mediates their ethics of consumption and how they, in turn, are mediated by the market. The model is shaped as a set of concentric circles that show how care is articulated through the consumers’ ethics of consumption, as defined by the level of closeness of the consumers’ relationships. Participants looked for healthy, fresh and/or organic food to ensure the physical wellbeing of their close other. They shared special and what they called extraordinary experiences to promote and strengthen the bond they share with their close others. They altered their life’s trajectory in attending to their close other’s needs when they were vulnerable and weak. 
Unidirectional arrows show that the intensity level of care does not remain the same for close others and, thus participants’ attention and caring shifts and/or include distant others. It seems that the level care varies depending on the context and particular circumstances. Participants recycled, re-used, and repurposed different products in order to avoid hurting further the environment. They boycotted and buycotted different products and companies in protest and in an effort to protect labour rights and avert damage of the natural resources. Furthermore, they stood in solidarity with those whom they share the same beliefs and values by engaging and providing support for their future wellbeing. They showed that there are many instances where their care and caring in their ethics of consumption took precedence in avoiding hurting distant others and providing support for those distant others with whom they share a connection and, thus a closer relationship and bond. 
Participants’ consumption choices and practices mostly were directed to promote the wellbeing and flourishing of their close others and avoid hurt and provide support for distant others. When they were, however, dealing with conflicting needs and demands, their concern for self, as well as, for close and distant others was also part of their moral deliberation. Participants showed their effort in harmonising ‘oppositional’ and conflicting demands, between self and others, close and distant others, and even self, close and distant others. They accommodated their need to collect unique artwork by choosing environmentally art pieces and, thus attending to their own and the environment’s needs. They attended to their family’s needs for healthy food by purchasing local foods and supporting the local economy and, thus they addressed the needs of their close and distant others. At times, they had, however, to attend to the needs of close or distant others by making consumption choices that were against their beliefs because promoting the wellbeing of certain relationships was given precedence over the welfare of other relationships.
Participants’ moral deliberations in taking care of their own needs and of those of their close and distant others within the market and in their particular socio-economic and political environment are portrayed in this model. They understood and accepted that they are living in a globalised world and, thus they have little choice of what products to purchase in order to attend their needs and the needs of their close and distant others. They tolerated the fact that they were surrounded by larger corporations that they did not really trust and, thus they centred their consumption practices and choices, whenever possible, to the periphery of the market, like local farmers’ market, and community collectives. They were empowered by trusting and choosing alternative venues for their consumption choices while attending to the needs of all parties involved. 
This model highlights the relationality and interdependence of all parties involved and how participants’ ethics of consumption are mediated by their relationships and, in turn, how the market mediates their care and caring.  By depicting the constant and continuous moral deliberations consumers make in response to their own needs and to those of their close and distant others within the market, this model advances and moves the focus away from the gap between benevolence/attitude and beneficence/action to the continuum of the levels of intensity and type care one is able to give as a result of her/his relationships and particular set of circumstances. What becomes evident is the fluidity of the kind of care given as a function of different responsibilities, within various circumstances, diverse times and places and, thus the discussion shifts and advances to the mutability of the beneficence/action taken.

[bookmark: _Toc381205314]Figure 3 The Circles of Care 
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The next section discusses the strategies that consumers implement in caring and responding to the needs of their close and distant others.

[bookmark: _Toc492484794][bookmark: _Toc386450314]6.3 The Ethics of Care Mediates Ethics of Consumption 
In some form or another – whether by eating, using or purchasing food, clothing or fuel, actively or passively – we consume on a daily basis. Consumption, as a behaviour, is enacted, or performed, and is entangled with ethical dilemmas and moral confusion. It encompasses a range of sites, spaces, people and places, of many of which we are unaware and go unnoticed. In his ‘A Theory of Shopping’, David Miller (1998) reflects on the shopping practices of families in North London, dividing his analysis thematically into ‘love’, ‘devotion’, and ‘sacrificial ritual’.  This implies that the consumers’ everyday ethics of consumption are connected and influenced by their different relationships to close and distant others while giving, receiving and experiencing love and devotion.    
This resembles the ways in which consumers describe and define how their ethics of consumption are mediated by being in relationships with close and distant others. In chapter 4, the participants’ consumption choices were aimed at promoting and fostering flourishing and wellbeing and avoiding hurt – the level and intensity of which depended on whether such choices were directed towards their close or distant others. In other words, the participants’ disparate ethics of consumption were mediated by the nature and kind of their distinctive and various relationships.  
Gilligan’s use of the term of ‘relationship’ refers to connectedness and interdependency, implying reciprocity in caring for each other’s needs. The participants’ relationships with their close related others, with whom they had established relationships and rather continuous connections and rapports, afforded them an intimate knowledge of their close others’ particular circumstances and needs. Because of the spatial and temporal proximity the participants’ had with those close others, their consumption practices were primarily focussed upon promoting and fostering their flourishing and wellbeing (Popke, 2006). 
On the other hand, the participants’ relationships with distant others lacked any concrete knowledge of the latter’s distinct circumstances and specific needs. As such, the participants’ consumption choices concentrated upon caring for them by primarily mitigating harm and lessening their hardship. Specifically with regard to the environment and due to lack of or conflicting information, the participants may have felt empowered to take or, at times, discouraged from taking any actions suited to avoid harming the environment (Shaw et al., 2005) and to promote its wellbeing. This alludes to the fact that the broad use of the term ‘relationship’ encompasses various forms, varying in depth and vigour as human beings belong to various associations, connections, and networks within which they have different arrangements and interactions depending on different contexts and circumstances.  
Thick Care
Participants referred to their close others mainly when talking about their family and friends. They had an intimate contextual and mutual knowledge of both their family members and friends, and had long and established relationships with them (Pettersen, 2008). Family relationships are sometimes asymmetrical and involuntary – as in the case of a parent and a child – or symmetrical and voluntary – as between partners. Family relationships are also expected to last for a long time, and are not easy to get out of without causing considerable harm (Ruddick, 1995). In family relationships, reciprocity is not expected or, at least it is not expected to be equal or reciprocal in kind. One example is the relationship that exists between parents and children, which is asymmetrical, with the parents being more powerful and the children more vulnerable and dependent. Another example is the relationship between spouses, where although some form of reciprocity is expected, it is not always equal or of the same kind as the needs of each spouse may be different and may therefore, require different responses. Another illustration provided is friendships, which, for the most part, are egalitarian and are, moreover, entered into voluntarily (Bubeck, 1998). There is usually a symmetry in power and resources, and there is an expectation of reciprocity that does not anticipate equality, but equity in the relationship (Pettersen, 2008).
The participants’ consumption choices showed their devotion in taking care of the health and wellbeing of their close others by consuming any seasonal, local, fresh, and organic foods they could find. They showed their attentiveness for their family’s and friends’ needs and wants by selecting the products or services that echoed their preferences – as opposed to their own only – and, in the process, maintained and promoted the wellbeing of their relationships with them. They chose to share various consumption experiences with their close others in order to strengthen their connections. More importantly, they dedicated their time, efforts and resources to promoting their growth and wellbeing and in the course, changing their life course, lifestyle and consumption practices and choices. Their caring actions were varied and different in attending and responding to the different needs of their close others.  
The participants’ consumption choices showed that the care they extended to their close others was what Pettersen (2008) called “thick care”. Thick care is distinguished by how well an individual knows the other person involved and the level of (expected) reciprocity. People primarily direct thick care towards the ‘uniqueness’ of their related close other – those persons they know well. The consumption practices and choices the participants directed towards their close others revealed that their main objective was to promote and foster the wellbeing of their relationship with them. As such, the participants provided different levels of thick care, depending on the needs and the particular circumstances of their close others. 
The participants’ relationships, however, extended and reached further than their close others. They lived in neighbourhoods and communities, and they were part of professional and special interest groups. They were related and interdependent to a wider society, which is ‘a summary name for the people whom we meet in the place where we earn our living, the partners we live with under one roof, the neighbours with whom we share the street, and the ways and means of dealing with all of them which we think will meet with approval and bring proper effects’ (Bauman, 2001, p. 21). As a result, their ethics of consumption were also geared towards satisfying the needs of distant others with whom they may not had a close relationship but to whom they felt that they were nevertheless connected and interdependent.
Thin Care
The participants’ caring actions for distant others including the environment did not seem to have the same intensity or extent of their caring dispositions and actions they reserved for their close others. Distant others are those with whom we do not have a clearly defined established relationships (Pettersen, 2008). We have little or no intimate and contextual knowledge of their particular circumstances and thus, we have little or no knowledge or in-depth understanding of the possibility, level and the extent of the impact of our consumption choices may have on them. 
The participants’ consumption choices were mediated by the nature of their relationships with distant others and were aimed mainly at avoiding hurt and alleviating pain. The participants’ limited knowledge and, at times, conflicting information regarding the distant others’ circumstances, working conditions, labour laws, environmental policies, regulations and possible abuses thereof guided their consumption choices principally towards assisting in mitigating harm. They chose locally sourced foods to contain their carbon footprints, thus averting potential harm to the environment. They were diligent in recycling, re-using, and re-purposing to reduce potential harm and to cut back on further damaging the environment. They boycotted those companies that acted in violation and against their beliefs and values, thus decreasing or avoiding further contributing to potential harm and hurt coming to distant others. Their efforts in promoting the wellbeing of distant others surfaced in the actions the participants were undertaking in support of various causes with which they had developed and established connections and which were in line with some of their beliefs and values, like gender, race, special interests and causes, or profession. Taking part in voluntary action is often as much about seeking connections with others as it is about the content of the activity itself (Barnes, Harrison, & Murray, 2012). In other words, those distant others were people with whom participants did not have a prior connection, but with whom they were able to identify of shared aspirations and principles. Whether undertaken in support of organisations against bullying, volunteering to improve dietary practices, educating in support of different groups based on gender, race and/or class, participants’ actions were aimed at promoting the wellbeing of these groups and avoiding further hurt. 
Due to the conflicting responsibilities that the participants had as a result of being in relationships with their close others, the consumption practices they enacted in relation to their distant others took a back seat. Any actions undertaken by the participants that aimed at, primarily, avoiding harm to and, secondarily, promoting the wellbeing of their distant others including the environment were auxiliary and stood next to the primarily responsibilities stemming from their relationships with their close others. Even when they were devoting their own time and physical effort in support of those distant others, their actions were of a limited nature and were carried out intermittently and inconsistently, and in unfamiliar places. 
The caring relationships the participants had with distant others did not seem to involve the ‘thick care’ they offered to their close others; they were characterised by what Pettersen (2008) called ‘thin care’. As this study shows, the participants’ relationships with their distant others also took less overall precedence than those involving their core and family and friends. The ethics of care, however, prompts us to pay attention to ways in which our relationships can be supported to improve the wellbeing of and avoid hurt to all, rather than being limited to marginal position of relevance or only in extreme cases (Barnes, 2012). This study showed that the type and intensity of care varied in accordance not only to what the participants perceived to be the distance of their relationship – whether care was directed to those close related others (e.g. their families), their close others (e.g. their friends), their distant particular others (e.g. those causes and people with which they may identify), or their distant anonymous others (e.g. the citizens of another country, the children in Africa, the environment) – but, more importantly, also to whom among them was most vulnerable to their actions and/or inactions (Goodin, 1986). Furthermore, their level of care did not remain constant over time regardless of whether it was directed towards their close or distant others. In other words, the participants did not need to care for the needs of their friends all the time and may have been devoting thicker or thinner care to their distant others, like the special groups or causes they supported. 
As expected, the moral concern became most intense when the knowledge of the other was the most intimate and became more temperate as such knowledge tapered off (Smith, 1998), but the thicker and thinner care that was offered depended on the perceived vulnerability of the close and distant others and on the particular social and personal circumstances of the participants and of  their close and distant others. The type and intensity of care provided to close or distant others moved along a continuum between thicker and thinner care in consideration of the particular contexts of both the participants and of the people for which they cared.  
As Philip, one of participants, explained:  
‘I care for my grandson and I gave him our car because he needed it; but I would care for somebody else too if they needed, I would not perhaps give them the car but I would have assist them in other ways’. (Philip)
In other words, this study shifts the focus from the benevolence and beneficence dialogue (Shaw et al., 2015) to a palette of caring attitudes and corresponding actions taken by consumers in consideration of the needs of all parties involved: those of close and distant others and their own. 
In the next section, the discussion encompasses the deliberations made by consumers not only between thin and thick care for close and distant others but also whose needs to take precedence including their own. 
[bookmark: _Toc492484795][bookmark: _Toc386450315]6.4 ‘The Right Kind of Care’ 
First and foremost, the participants’ discussions showcased their relationships and interdependence with their close and distant others. Acknowledging their responsibilities stemming from these relationships, they tried to attend and respond to the various needs of all parties involved – including their own – while ensuring that they were avoiding hurting anyone who was part of their network and relationships (Gilligan, 1982). 
Ethical consumption has been described as balancing economic, ecological, and social goals and consequences (Schaefer & Crane, 2005); this seems to have been the case when the participants were trying to deliberate and weigh all those different goals while taking in consideration the needs of all parties, including their own, those of  their close and distant others and those of the environment. They described constant and continuous practices aimed at finding the middle ground, a persistent and endless give and take, looking after, and taking care of all their relationship by prioritising them depending on the contextual knowledge of the others and on their particular circumstances and on the participants’ perception of who was more vulnerable to their actions or inactions (Goodin, 1986). The participants’ moral deliberations were thus centred upon finding a viable solution to the conflicts between their own desires and the responsibilities they had towards others, while avoiding or preventing possible harm (Sevenhuijsen, 1991) for all parties involved.  
They also understood that each relationship and its context varied. They tended to be sympathetic to the complexities and uncertainties of their close and distant others’ needs and experiences but the level of that understanding stemmed from being in relationships of varying strength, familiarity, intimacy and proximity with these others in what Ruddick (1995, p. 96) calls ‘connected way of knowing’. That implies that, for and because of the different types of relationships, the available quantity and quality of information, their ‘connected way of knowing’, differed for each relationship.  
The aim of their moral deliberations, therefore, was to discover how an equilibrium could be maintained between their own integrity and the people and projects they embraced (Meyers, 1987) and to avoid causing harm to those they were connected to. This equilibrium is what Gilligan called ‘mature care’ (Gilligan, 1982) or ‘the right kind of care’. Mature care implies balancing one’s own interest and those of others, either close or distant ones. For Gilligan (1982), the ideal is that there is a correspondence between emotions and actions i.e. the participants tried to consider and balance how to go about making their consumption choices by deciding to whose needs they would give precedence and how much they would need to focus on each of their close and distant others. Their consideration and selection varied with the circumstances, as the participants tried to determine who (among their close and distant others and themselves) was the most vulnerable, whose needs required most of their attention and care (Goodin, 1986) and what they would be able to offer to each of their close and distant others while taking into account their own particular needs and circumstances.
Mature care is not about distributing care equally, but proportionately to whoever needs it the most within the particular contexts and circumstances in which the participants were making their decisions. In other words, “accepting that between right and wrong there is a grey” (Gilligan, 1982, p. 87). They may have wanted to solve their dilemma of not eating meat and, as such, taking care of the needs of the environment, standing against animal cruelty and being true to their values and beliefs; however, they had responsibility to their children that involved foregoing this idea in order to avoid harming them, promote their wellbeing, and foster their growth (Ruddick, 1995). The nature of their relationship with their children rendered the latter more ‘vulnerable’ to their actions than the distant others and themselves. It was within this ‘grey’ that the participants deliberated and acted upon every day. 
Moreover, caring will vary not only based upon the vulnerability of those cared for, but also upon the caregivers’ perceptions of the others’ vulnerabilities and, present circumstances, and, finally, upon what caregivers are able to give considering their own needs and their particular sets of circumstances (Pettersen, 2008). At different times, such contextual sensitivities may have favoured different consumptions practices that may or may not have been able to address the different needs of all the participants’ close and distant others (Gilligan, 1982). For instance, the participants may have been aware of the existence of sweatshop conditions at the time of the interviews, but they may not have been at the time of their purchases. Their consumption choice then would have been based not only on who was more vulnerable to their actions but also on the information they may or may not have had about the circumstances of a particular product. Their moral deliberations then may have been focussed only upon whether a product would satisfy the needs of the receiver, without taking in consideration whether their consumption choice had the potential to harm the environment or any other party involved. 
A caregiver’s main objective is to avoid hurting and promoting the wellbeing of all parties involved, including their own. As noted by Gilligan (1982), this responsibility of care inspires creative responses to constraints and potential trade-offs. Through these creative acts of adjustment, compromise, and, in some cases, personal sacrifices, individuals seek to create circumstances in which no one’s needs are unduly compromised and conflicts are avoided or minimised. In trying to solve their meat eating moral dilemmas, by accepting a compromise, the participants chose to mitigate the harm they would cause to the environment, and to the animals and the contradictions with their own beliefs. They would avoid consuming meat for five days of the week and, therefore, ‘they would solve the 5/7 of the problem’. They had not avoided the harm completely, but they had found the best possible solution under the circumstances – taking care of the needs of the environment, the animals, themselves and, more importantly, the needs of their close others. 
Moreover, their actions were characterised by a complex, multi-layered, and ambiguous acceptance of some inevitable harm (van Nistelrooij & Leget, 2016). In certain instances, they were aware of the possible harm to the environment, but they chose certain consumption practices in order to fulfil their responsibilities (Heath et al., 2014; Thompson, 1996). Although they were aware of their carbon footprint and of the possible harm that they may cause to the environment, they chose to fly extensively or drive long distance to attend to both their family and professional responsibilities. Their consumption choices gave precedence to their responsibilities towards their close others even when they were aware that such choices may entail harmful consequences for the environment (Heath et al., 2014).  
In other words, the ethics of care is neither altruistic and completely selfless, nor entirely selfish. Balancing between their own interests and those of others is one of the mature carers’ primary duties, and one that is required of carers regardless of whether the care given is thicker, for close related others, or thinner, for distant others (Pettersen, 2008). This study shows that the participants’ moral deliberations were not centred around whether or not to attend to the needs of those of their close and distant others of whose needs they are aware (Shaw et al., 2017). Instead, their moral deliberation were focussed on the types of care that they evaluated to be needed and the types of care they were able to provide under their particular circumstances.  Balancing between the interests of their close and distant others and their own was what determined the level of care that was given (Pettersen, 2008), which was articulated through their consumption practices and choices. 
Many of participants’ consumption choices appeared to be very much limited and formed by the particular commitments arising from the participants’ relationships to their families, friends, and communities (Connolly & Prothero, 2008; Fischer, 2000), and even to further distant others. As noted in prior research (Heath et al., 2014), consumers will give priority to caring for their close others first and then for the environment. This does not mean that they do not care about the environment or that they want to harm it (Chatzidakis & Lee, 2013), but that there are others and other circumstances of which they also have to take care. This study advances the argument of ‘all things considered’ (Heath et al., 2014) to a different level; i.e. the moral deliberations made by consumers in regards to the level of perceived needs and to the type of care giving available will depend not only on the types of relationships, close or distant, but, moreover, on their temporal, spatial and socio-cultural circumstances.   
In working towards performing what Gilligan (1982) called ‘mature care’, the participants reflected, deliberated, and acted in one way or another depending on their particular circumstances, conditions and capabilities in satisfying as best as they could the needs of all parties involved. The ethics of care argues that ‘relationships can be best maintained and sustained by considering others in their specific contexts and not always invoking strict equality’ (Gilligan et al., 1988, p. 349); in other words, mature care focuses on the art of ‘balancing’ the care given to all needs of close and distant others, including the environment and one’s own. The balancing actually takes place between the interplay of the cognitive and affective factors through which the participants’ consumption choices convey their ethics of care or what may be appropriately ‘the right kind of care’. In other words, the real question is not what the ‘right’ decision is, but what the ‘possible’ decision is under the circumstances. The participants’ moral deliberations combined cognitive and affective elements in trying to resolve the various conflicts arising from their responsibilities to their close and distant others within their particular living circumstances. The participants’ everyday consumption choices represented a continuous effort to balance the needs of, avoid harm to, and promote the wellbeing of all parties involved, including themselves.  
The ethics of care, as articulated through the participants’ ethics of consumption, provide a way to understand that care is provided ‘to each according to his or her need for care, from each according to his or her capacity for care, and such support from social institutions as to make available resources and opportunities to those providing care, so that all will be adequately attended in relations that are sustaining’ (Kittay, 2013, p. 252). 
This study moves away from the attitude-behaviour gap discussion (Carrington et al., 2010) to an understanding of the ethics of consumption as a balancing act in taking care of the needs of close and distant  others and in distributing the right kind of care according to each one’s perceived vulnerability and set of circumstances. This study shifts the discussion from (un)ethical consumption to caring everyday ethics of consumption. 
The participants’ ethics of consumption expressed the type and intensity of their relationships with their close and distant others; these seem to move along a continuum, constantly negotiating between the giving of thicker and thinner care. Moreover, the participants’ moral deliberations included the balancing and distributing of care while considering the needs of all parties involved as well as their own. The next section discusses how the market mediated consumers’ care and caring articulated through their ethics of consumption.   
[bookmark: _Toc492484797][bookmark: _Toc386450316]6.5 Market Mediated Care 
The participants’ consumption choices reflected the moral deliberation they made in regard to the different types and intensities, and to the balancing of the care they gave in responding to the needs of their close and distant others. The evidence shows how varying conceptualisations of care and fluctuating intensities and changing types of care facilitate and orientate towards different consumption practices and choices for different close and distant others depending on their particular circumstances. The participants’ ethics of consumption were primarily enacted within the market and aimed at developing trusting and enduring relationships with marketplace actors. Whether caring for the physical wellbeing of their close others by choosing to purchase certain foods, responding to the needs and wants of their close others by simply looking for the appropriate gift and support, or offering their charitable giving to distant others, the participants expressed their caring feelings and intentions in and through the market. 
Social sciences have propagated the notion that almost any type of human or institutional intercourse is a form of market exchange (Belk & Coon, 1993). In this study, the participants’ caring choices made for the wellbeing of their close others and themselves, like their food consumption, were considered both for their economic and utilitarian value and their symbolic worth. Whereas the former is defined under the economic exchange model, the latter is included in the social exchange one (Belk & Coon, 1993). The participants’ selection of organic food was given an economic value of being an ‘expensive’ choice, a utilitarian value of being ‘healthy’, and a symbolic value of a ‘caring’ attribute in attending and responding to the needs of their close and distant others. While their consumption choices were ‘commoditised’ (Sandel, 2013) as being part of an economic transaction, the participants assigned them a caring attribute as they were made while attending to their responsibilities in promoting and fostering the wellbeing of and avoiding harm to their close and distant others and themselves. 
Jack: We are buying food with no GMOs and no hormones, no antibiotics and all our fish is fresh, wild caught and our fruits and vegetables are organic. It is a little more expensive and you have to go a little more often to shop… but there is a big difference. I see a difference in people with cancer today and I feel that this is a big part of it. I wish I could have started 30 years ago…and I hope more kids do it today. 
This quote reflects how the market mediated Jack’s consumption choices. His consumption choices had an economic worth by being more expensive than conventional ones, and a utilitarian value for contributing to better health, while their main worth was their caring attribute for promoting Jack’s and that of his close and distant others. In other words, those consumption choices were primarily made in order to avoid harm and foster the wellbeing of close and distant others; thus, this study argues that such consumption choices may be situated somewhere between the economic and the social exchange models (Belk & Coon, 1993).  
Shopping for groceries and cooking meals are conceived as manifestations of care expressed while responding to the responsibilities of being part of a family (Shaw et al., 2017). Moreover, purchasing goods for loved ones, like gift giving, is also an expression of care (Cheal, 1987) in attending to the needs of close others. While exchange seems fundamental in the former, it is also the essence of consumer gift giving (Sherry, 1983). Moreover, the social dimension of gifting goes well beyond the (re)creation of dyadic ties between donor and recipients (Cheal, 1987), it also is pivotal to the construction of broader social networks (Giesler, 2006). This study showed that, regardless of whether care/gift giving is done for oneself or one’s close or distant others as in the forms of charitable giving or volunteering, among others, its main aim is to reaffirm the uniqueness of the giver, of the recipient, and of their social relationship and, more importantly, it is a tangible expression of the latter (Sherry, 1983).
Justin: The Bible (in the picture) was a gift. It was for a friend of mine. She never had a Bible and I work at the store so I can get it at discounted price… she likes anything pink… so I knew her colour was pink, so the Bible is pink all over and it was perfect… it is what she loves… When I gave it to her, she was ecstatic, she was happy… and that made more of a difference in terms of me buying the product. Because it is not just getting it and the price and everything… It is just her enthusiasm, her excitement and joy in what she received and what she got out of it.
This quote really portrays the different nuances of gift giving: the gift’s economic value for having been purchased in the marketplace at a discount and its caring attribute linked to attending to somebody’s perceived need. Moreover, gift giving, as expressed above, highlights how the intimate knowledge of a close other defines a consumption choice just as much as the care in promoting and fostering the wellbeing of the relationship. 
In attending and responding to their own needs and to those of their close and distant others, the participants caring consumption choices were mediated by the market. While the actual consumption practice and choice – the gift giving process, including the conditions, the attended need, and the recipient’s reaction, and actual material product and service gifted, were often described in great detail, the participants mostly highlighted the symbolic value of the gift and the consumption experience of buying and giving (Heath, Tynan, & Ennew, 2011). In other words, the participants’ gifts were directed both towards themselves and their others in terms of rewarding and communicating. 
While the gift giving practices and choices of the participants for their close others were mostly negotiated through the exchange dynamics and powers of the marketplace, this study argues that they fell somewhere close to the juncture between the social exchange and Belk and Coon’s ‘agapic’ love paradigm. Their caring encompasses the struggle and desire to connect with their others (close and distant, including marketplace actors), to bring together two individuals not in a merge, but in a mutually dependent relationship and, more importantly, to effect an open hearted acceptance of their others, which most resembles to elements of ‘Agape’ (Belk & Coon, 1993).  ‘Αγάπη’ (Agape) is the compassionate and  open minded acceptance of the other, and includes: ‘Στοργή’, (something akin to parental love), which enables one to be depended upon and to depend on others; ‘Φιλία’, (friendship), is coming together in common-union, transcending the here and now of two individuals, without merging; and ‘Ερως’ (Eros), the desire to connect, to reach beyond and transcend the self in response to the other (Keys, 2011). The participants’ care giving seems to have been negotiated within the same agape continuum, constantly being pulled in and out and always inching towards the middle ground and flowing between the margins of selfish and selfless caring feelings and actions.  
The participants’ gifts were expressed the care they showed for their close others. In striving to maintain the wellbeing of their relationships with them, they listened to them carefully and attentively and thus tried to satisfy their needs and wants in the best ways possible. While what made their gift choices ‘right’ or ‘perfect’ had very little to do with the money spend or the actual ‘material’ gift, the participants gave major importance to the acknowledgement and satisfaction of the gift’s recipient. Even when it took the form of a gift card or actual cash, the gift’s value was not reduced to that of a simple monetary commodity (Sandel, 2013).
Bernie: For my nieces I do not buy gifts…instead I send them cash because of their precarious situation. 
Moreover, in this case, the caring attribute of the gift attended to the needs of the participants’ close other’s ‘precarious’ economic circumstances; thus, it implied avoiding harm and fostering future wellbeing. 
The study shows how the participants negotiated constantly while attending and responding to their own needs and those of their close and distant others while avoiding unduly hurting any of the parties involved, depending on the various sets of circumstances. As the participants accumulated and changed their roles for example as mothers, daughters, lawyers, teachers, or colleagues, they used their consumption choices to indicate the relative importance they placed on those roles (Sherry, 1983) within different and particular circumstances and in the face of competing responsibilities. With the emphasis they placed on pleasing their close others while taking care of responsibilities arising from their different relationships, the participants’ gift giving seemed to fit somewhere between the social exchange and the ‘agapic’ love paradigms (Belk & Coon, 1993). 
In addition to caring for their close others, the participants showed that they cared for distant others, including the environment, in their everyday practices of recycling, re-using, purchasing organic and fair trade products, and boycotting organisations that acted against their beliefs and values. Furthermore, they volunteered their time, efforts and expertise to various organisations that supported their causes and offered their financial support to others to show their solidarity and commitment to their causes. The participants’ care/gift for distant others (i.e. caring for the environment, charitable giving, volunteering, financial support) related less to the uniqueness and intimacy of the relationship between the givers and the recipients that were expressed by their gifts to their close others and more to an essentially shared kindness and benevolence, and to being one among many of the same kind (Bajde, 2009). 
The participants’ charitable giving, volunteering and support to distant others envisioned relationships that fell outside of their physical proximity and dyadic reciprocity of the intimate gift giving to close others; thus, they invited, responded and appreciated the communicative charge of charity (Bajde, 2009). The participants defended the causes of which they felt part, provided financial assistance for communities that represented their beliefs, volunteered their time and efforts to help with their actions, and those people with whose needs and vulnerabilities they could identified. Their giving to distant others was based on the fact that they felt as if they were part of them because of their previous experiences, pains, and tribulations, and they thus sensed and indebtedness and responsibility to help and support them (Bajde, 2009). Like the gifts that they gave to their close others, the ones to their distant others had an element of reciprocity; their donations were construed (time, efforts, and money) as reciprocal gifts ‘giving back’ to the communities in which they lived, with which they identified, or to which they related. Furthermore, the symbolism and communicative charge were also present in the participants’ charitable giving, albeit not as strongly as in the intimate gifts given to their close others (Bajde, 2009). 
In other words, the participants’ did not choose whether or not to participate in humanity; their consumption practices and choices articulated their understanding and awareness of their place in and of their interdependence to the world. Moreover, their consumption selections further identified the different ways in which they cared for distant others while ensuring that they were avoiding hurt and harm to their own wellbeing and to that of their close others. The market facilitated the participants’ gift giving to distant others, whether by providing a communication infrastructure and financial networks to support charitable giving when needed in support for the causes that were near and dear to their heart, values and beliefs. Their care/gifts had personal meanings, and strengthened the bonds with others in both their intimate and anonymous forms. They were, above all, acts of solidarity and commitment, of welcoming and recognition, regardless of whether they were directed towards the participants’ close and distant others. Both intimate and charitable gifts articulated and defined the participants’ caring relationships for their close and distant others and expressed how they took care of the responsibilities arising from those relationships. 
This study argues that the ethics of care mediate consumer ethics of consumption and that, in turn, the market mediates care and caring in their ethics of consumption. Moreover, this study proposes that care, while mediated by the market, situates ethics of consumption along the continuum of the economic, social and ‘agapic’ love exchange paradigms. That is, while care and caring are facilitated and negotiated through the market, they retain their properties of avoiding harm and fostering future wellbeing. Table 6-1 summarises the attributes and qualities of Market Mediate Care.





[bookmark: _Toc381179327]Table 6‑1 Market Mediated Care
	Attributes and Qualities of Market Mediated Care 

	Caring consumption choices are both purposive and expressive, with their symbolic and social value overshadowing their economic/utilitarian one 

	They are reciprocal because of their binding qualities in maintaining relationships 

	They combine both reason and emotion and are neither selfish nor selfless

	They invite a generalised reciprocity (not equal or in kind), a form of mutuality

	Caring consumption choices mostly singularise the giver, the recipient and their relationship and spread a sense of kindness

	Consumption choices do not get simply stripped to just being ‘commodities’, instead, they are testimonials laden with care in promoting the wellbeing and avoiding hurt to close and distant others and the environment.   


Source – Adapted from Belk and Cook (1993)

Summary
Gift giving constitutes a total social fact in which the obligation to give is as equally important as the obligation to receive and reciprocate (Mauss, 1990). This study shows that, akin to the process of gift giving, consumers joined and took part in a continuous cycle of some form of giving, like giving, receiving and reciprocating care, not necessarily equally or in kind, while attending and responding to the own needs and those of their close and distant others. The constant give and take involved in the participants’ responses to their responsibilities while avoiding harm and fostering and promoting their wellbeing of all parties involved, revealed that their ethics of care seemed to be a normative ideal to be reached. It really seemed like a ‘caring circle’ (Pettersen, 2008) in which the participants gave, received and reciprocated, and where the needs of all parties involved were considered and responded to. 
This study argues that consumer caring as articulated in their everyday ethics of consumption can be seen as a ‘caring virtuous circle’ (Pettersen, 2008) that shows how that caring has beneficial consequences (like when promoting human flourishing and wellbeing and avoiding hurt); thus, caring continues to be espoused and supported by being offered, received and reciprocated. This ‘caring circle’ resembles Hierocles’ concentric set of circles (see section 6.2), which shows the relationships that exist between self and others (close and distant others) and how the responsibilities that arise from being in such relationships are constantly negotiated and balanced. The ‘caring circle’ shows how care and caring is negotiated along a continuum of thicker and thinner care, while identifying how the market mediates it within the participants’ particular context and circumstances especially their socio-economic and political environment. The ‘caring circle’ moves away from the discussion of whether benevolence translates into beneficence by identifying how care and caring actions come in a multitude of sizes, shapes, colours, dimensions, intensities, characteristics, attributes, and merits, and how they in turn enhance the conversation on ethics of consumption with a richer palette of colours, rather than confine it within the strict limits of the black and white of (un) ethical consumption. 



[bookmark: _Toc386450317]Conclusion
This chapter draws the conclusions of the study and highlights what are its main contributions. It also discusses the limitations of the research before going on to propose future research outlines.
[bookmark: _Toc492625005][bookmark: _Toc386450318]7.1 Introduction 
The overall purpose of this research project was to develop an enhanced understanding of consumers’ everyday ethics of consumption taking consideration their relationships to close and distant others. To this end, the research considered the relational ontology of the ethics of care, in conjunction with the relevant literature and an empirical study. The main objective of this research was to explore the relationship between the ethics of care and ethics of consumption and how this was experienced and articulated in consumers’ everyday ethics of consumption. The aim of this chapter is to draw together the conclusions of the study and discuss its overall contribution to the field of consumer research. It also discusses the study’s limitations and then proposes potentially fertile areas for future research. 
[bookmark: _Toc492625006][bookmark: _Toc386450319]7.2 Consumers’ Everyday Ethics of Consumption and the Ethics of Care 
Drawing on literature from the fields of ethical consumption and of the ethics of care, this thesis conducted an interpretive study aimed at exploring how care and caring are experienced and articulated in consumers’ everyday ethics of consumption. In doing so, it contributed to exploring and enhancing the complex dynamics of the ethics of consumption. 
Although it did bring up concerns related to human, animal, and/or environmental welfare, the review of the ethical consumption literature highlighted that consumer’ relationships had largely been neglected and given limited appropriate moral concern. In particular, little attention had been given to how care and caring were influenced by the competing responsibilities linked to relationships with close and distant others and how these may influence and are articulated in consumers’ everyday ethics of consumption. On this basis, it became relevant to investigate the intersection of the ethics of care and ethics of consumption and how this was experienced through consumers’ everyday consumption practices and choices. 
The review of the literature on the ethics of care showed that, due to being in relationships, people negotiate their care and caring while attending and responding to their own needs and to those of their close and distant others. The ethics of care literature highlighted how people’s moral deliberations concern deciding who – close or distant other – they should take care of and attend to, within their particular context and while ensuring that no one’s needs are unduly hurt. The relational ontology of the ethics of care has been used sparsely in the field of ethical consumption (Heath et al., 2014; Shaw et al., 2017; Thompson, 1996) mainly by concentrating on how women negotiate their consumption practices in attending their family needs. This study has empirically investigated the intersection of the ethics of care and ethics of consumption and thus, explored how women’s and men’s relationships to close and distant others mediated their ethics of consumption and how care and caring articulated in their ethics of consumption were mediated by the market. 
Within much of the ethical consumption discourse, the assumption is that ethics are relative to specific issues (e.g. organic farming, fair trade, recycling, boycotting) and that they are expressed in particular ways, namely through consumer behaviours such as conscious (Szmigin et al., 2009) and responsible (Giesler & Veresiu, 2014) consumption, boycotting and  anti-consumption (Cherrier, 2009a), and resistance and voluntary simplicity (Etzioni, 1998b). Consumption is also often positioned as being innately unethical and destructive (Graeber, 2011). However, this research has shown that the ethics of consumption are not confined to one of these specific forms of practice, but are evident in the everyday consumption choices and practices. This study argues that ethics of consumption, rather than consumption consisting of ethical and unethical forms of practice, seem to be a tangled web of moral deliberations through which consumers have to negotiate their various responsibilities linked to being in relationships with close and distant others while ensuring that no one’s needs, including their own, are unduly compromised and harmed within their particular sets of circumstances. 
Main Theoretical Contributions
This thesis takes an alternative approach to study the ethics of consumption by exploring the intersection of the ethics of care as first developed by Carol Gilligan in her 1982 book ‘In a Different Voice’, and the everyday ethics of consumption. Hence this thesis shows that the ethics of consumption are a dynamic concept by which consumers deliberate their consumption choices and practices in attending and responding to their responsibilities linked to being in relationships with close and distant others while ensuring that no one’s needs are unduly neglected including their own. 
This thesis’ makes the following contributions to the literature. First, consumers’ relationships with their close and distant others define and mediate their ethics of consumption. This study goes beyond the attitude – behaviour gap and whether caring about (benevolence) leads to care giving (beneficence). It contributes to further understanding the nuances of different caring relationships and how these influence and define consumer’ consumption choices and therefore, how the intensity of care changes along a continuum from thick to thin care, depending of the perceived vulnerability of the other either close or distant, and the capacity of the consumer (carer) to take care of the particular other’s needs. 
Second, this study offers an additional moral deliberation argument pertaining not only about to the varying strength of care between close and distant others (Heath et al., 2014; Thompson, 1996) but to balancing care and caring among close and distant others, and oneself as well. The participants in this study showed that their everyday ethics of consumption considered not only the needs of their close and distant others, but also their own needs and requirements as well. That is, consumer ethics of consumption are a constant balancing act between selfish and selfless care in trying to achieve a mean between the two; what Gilligan (1982) calls ‘mature care’. In other words, the study argues that consumers’ everyday ethics of consumption are a balancing act of their care and caring towards the other(s), enacted by providing an appropriate amount and type of care, within a suitable time and place, under their particular circumstances, and while considering and avoiding hurting the needs of all parties involved including their own. 
Third, this study shows that whether consumers morally deliberate between taking care of their close or distant others’ needs, and/or on what type of care and caring to provide in order to take care of those needs, their ethics of care are mediated by the market. The market, thus, becomes a social and cultural space in which to enact the ethics of consumption and consumer citizen obligations like ‘voting with our consumption’ as one of the participants stated. Whether shopping for a gift, food, or clothing, gift giving, volunteering, supporting an NGO, or consuming experiences, the market mediates consumers’ care and caring in their everyday ethics of consumption. More importantly, the study shows that the market mediated care experienced includes characteristics from economic and social exchange as well as elements of the ‘agapic love’ paradigm (Belk & Coon, 1993). That is, market mediated care renders the consumers’ ethics of consumption testaments to promoting the wellbeing and avoiding hurt of close and distant others as well as themselves. 
This study proposes that, in the ethics of consumption, caring provides a form of continuous ‘caring circle’ in which one gives, receives and reciprocates. This caring circle is portrayed in the model presented by Figure 6-1 in section 6.2, which illustrates the relationships of consumers with others and how the relationship of the ethics of care and the ethics of consumption is negotiated, balanced and articulated in their consumption practices and choices. Moreover, this caring circle illustrates the socio-economic and political environment constraints and circumstances within which consumers enact their everyday ethics of consumption. 
[bookmark: _Toc492625008][bookmark: _Toc386450320]7.3 Limitations of the Research 
From a methodological standpoint more data could have been gathered by employing further collection methods other than unstructured interviews and photo elicitation. It could have been advantageous to conduct observations of some participants to actually ‘see’ their experiences, which could have provided more nuanced information about their consumption practices and choices and would have offered additional knowledge on their consumption experiences over a longer period of time like a longitudinal study.   
This study is primarily concerned with the voice of those consumers who expressed or displayed some type of concern and responsibility in caring for the environment without calling themselves ‘ethical’. This was done primarily to avoid any social bias in acting or answering in ‘desirable’ ways. However, it would have been interesting to gain some insight from those consumers who do not identify themselves as responsible or ethical at all (even when it comes to the environment), like those who may be called ‘deniers’ of environmental problems, to understand their perspectives regarding the ethics of care and whether and how these may have been articulated in their everyday ethics of consumption. 
This study’s interpretivist approach used phenomenology and its hermeneutical circle to the end of seeking a deep understanding of how the relationship between the ethics of care and ethics of consumption is experienced and articulated in consumer consumption practices and choices. Through the research strategy adopted, this study sought to build a theory rather than testing one as the positivist paradigm aspires to; thus, the findings of this study cannot be subject to any form of statistical analysis. This approach, rather, calls for the interpretation of consumer’ experiences through a circular interplay between the understanding of the data and an on going immersion in several key literatures relevant to the participants’ reflections. In other words, it resembles the constant comparative method used in what is called a  ‘grounded way of reading the data’ in which thematic issues are identified by constantly going back forth between the data and the relevant literature and thus, reaching for some form of verification by attaining a potential category saturation (Thompson, 1996). It is argued that phenomenology seeks to describe experience as it emerges in some contexts (Thompson et al., 1989), thus, this study was aimed at understanding the participants’ consumption experiences as they lived them by examining their ‘expressions of life’ within their socio-cultural conditions and particular circumstances  (Thompson, 1996). 
[bookmark: _Toc492625009][bookmark: _Toc386450321]7.4 Areas for Future Research
The participants in this research study were all college educated, and all, with two exceptions, belonged to what may be identified as middle and upper middle class. This implies that their relationship with the marketplace was perceived as being among ‘equals’ since they seemed to have the means to choose whether or not to vote with their consumption choices. Future research may be important to study participants in possession of lesser or more ample economic means which may render them ‘unequal’, how having less or more power and control may alter their relationship with the marketplace and what implications this may have for their ethics of consumption. It may be important to explore the consequences and the evolution of consumers’ caring relationships with marketplace actors in cases in which the former do not have the means to give their patronage to the marketplace actors of their choice, or when their financial clout and authority is so strong that they can support or not whatever and whoever they want. 
This study was also conducted in an environment in which there was a considerable degree of mistrust in the state. Future research may explore different contexts in which consumers may have a trustful and strong relationship with the state and explore whether and how this may define their caring relationship with marketplace actors and, thus, how their ethics of care would be articulated and manifested in their everyday ethics of consumption.  
Moreover, most of the participants expressed that they did a considerable amount of shopping online with specific vendors (websites) that they trusted. They continued to give their patronage to these websites because of their ‘generous’ customer care. Although some form of trusting relationship may be implied, a topic for possible future research may be whether and how consumers develop a ‘personalised’ caring, trusting, and reciprocal relationship with online marketplace actors and how this may differ from face to face relationships with those marketplace actors that may seem closer rather distant others. 
Finally, future research may focus on the impact of technologies on the ‘death of distance’ (Warner, Talbot, & Bennison, 2013, p. 308), how that may change the nature of the relationship with distant others who would become ‘closer’ others and the implications for making particular consumption choices and experiences. The importance of face-to-face communication, propinquity, and neighbourliness in the reproduction of social ties could be examined in comparison with the ones produced by new technologies, and in particular within social media networks.
This thesis has created an argument pertaining to the ethics of consumption, rather than to ethical consumption as a judgment for or against that recognises the importance of everyday ethical decision making, consumption being a behaviour that goes hand-in-hand with moral deliberations. In particular, it was aimed at understanding how the everyday ethics of consumption relate to the ethics of care and how each is defined and mediated by the other. As such, it showed how consumers’ everyday ethics of consumption require a constant and continuous thoughtfulness, consideration, and reflection in attending and responding to the responsibilities that consumers have stemming from being in relationships with their close and distant others while avoiding unduly hurting their own wellbeing and that of any and all the other parties involved – a cycle of continuous giving, receiving and reciprocating that can be referred to as a ‘caring circle’. 
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Making decisions.

Responsibility
Overarching concern

~Moraliy in terms of care
~ Care dilemmas

~ Responsibilties

~To care and to discem and alleviate the real troubles
of the world

~ Caring about everyone and about oneself

~ Of relationships
~ Problems are moral when they involve people suffering

~ Make moral decisions by preserving emotional
connectedness of everyone

~Moral decision was correct if relationships have been
preserved and whether people have been hurt

~Taking care o the other person and their feelings
~Whether a ‘particular’ person suffered rather than
. .

~ Moraliy in terms of justice
~ dustice dilemmas
~ Rights

~To respect the rights of others and to protect, from interference,
the rights to life and sel-fulfiment
~To treat everyone fairly, following the rules

- Of consequences of choices
~Problems are moral when they involve competing claims of rights
~ Make moral decisions by applying rules fairly and impartially

~Moral decision was correct i all the rules were applied properly

~ Being answerable for actions (accountable)
~ Abstract codes of conduct: did ‘anyone’ get treated unjustly
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