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This work demonstrates that product positioning (i.e., indulgence versus necessity) can influence justice concern for others. Further,

when the

product is seen as an indulgence and the consumer is high in justice sensitivity the most positive intentions towards ethical products

arise.

These effects are driven by justice concerns for others.
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three best strategies to face an exam (Zhou and Pham, 2004). Six strategies were presented (3 prevention and 3 promotion strategies). The 
results show that subjects declare more promotion (prevention) strategies after seeing the promotion (prevention) category.

The study 1 tests the persuasive effects of the fit between product category motivational orientation and the health outcome frame. Thus, 
we expect that an individual exposed to a prevention category should be more convinced by a prevention message whereas an individual 
exposed to a promotion category should be more convinced by a promotion message.

Using the same categories from the pre-test, we develop an advertising that frame the product benefits either as a health gain (promotion 
frame) or health loss (prevention frame). 136 participants took part in a 2 (product category: prevention vs. promotion) by 2 (message frame: 
gain vs. avoiding loss) between subjects design. The results show that promotion (prevention) categories increase the attitude toward the 
product and the purchase intention when the message frame is gain (avoiding loss).

The study 2 tests different product categories and identifies ad credibility as a mediator. We randomly selected 3 categories identified on 
a previous qualitative study as promotion oriented (orange juice, chocolate and yogurt) and 3 prevention oriented (sunscreen, insurance and 
elliptical trainer). 260 subjects told they would buy promotion categories more due to the pleasure the product provides than for the problems 
the product avoid. The results are reversed for prevention categories. Subjects then look at an advertising following the same structure of 
the study 1. The results show the same pattern as study 1. Promotion (prevention) categories increase the attitude toward the product and 
the purchase intention when the message frame is gain (avoiding loss). These results stand even when the subject’s regulatory orientation is 
controlled for. Moreover, ad credibility fully mediated the fit effects on intentions.

This research shows that the product category creates fit with the message frame independently of the perceiver regulatory orientation. 
Product categories are used to achieve goals, and these goals become strongly associated with the category itself. The product category itself 
is enough to elicit the goal orientation (prevention or promotion), and the use of the right category creates fit with the message frame, increas-
ing product evaluation trough ad credibility. 
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Although the marketing literature has begun to examine the implications of justice perceptions related to one’s own consumption experi-
ences, less attention has been given to consumer attitudes and behaviors related to justice received by others. Notably, recent research has 
suggested that while consumers are increasingly interested in ethical, socially conscious product options (Trudel and Cotte 2009), product 
ethicality does not invariably lead to a positive consumer response (Luchs et al. 2010). This work suggests that the way in which the product is 
positioned—as an indulgence or a necessity—can influence consumer concerns for justice for others. This, in turn, can influence willingness 
to purchase products with ethical attributes (e.g., fair trade products). 

Fair trade is a social movement that aims to set fair prices for products, alleviate poverty, and assist producers marginalized by the tra-
ditional economic model (Pelsmacker and Janssens 2007). Of particular interest from a marketing perspective is research showing that con-
sumers are increasingly interested in ethical options such as fair trade products (Nicholls and Opal 2005). However, consumers often do not 
actually support fair trade options when given the opportunity to do so (Auger and Devinny 2007). Recent research finds that one reason for 
this is because it is not clear whether such options will resolve the observed injustice (White, MacDonnell, and Ellard 2011). Such uncertainty 
about the ability to resolve injustice via purchases can ironically lead to decreased support for fair trade options when communicated need on 
the part of producers is very high (as opposed to low). We build on this past work to examine two key variables that will influence consumer 
fair trade intentions, even when marketers communicate high need circumstances (i.e., very dire and unjust circumstances for producers).
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First, we propose that indulgences increase sensitivity towards justice for others, leading consumers to favor fair trade options. We define 
indulgences are products “adding to pleasure or comfort but not absolutely necessary” (Hagtvedt and Patrick 2009). In this context, consid-
ering an indulgence is predicted to heighten sensitivity to justice for others for two reasons: 1) the unjust fate of the producer is highlighted 
(i.e., high need communications about fair trade) and 2) the privileged, and hence “undeserved” fate of the consumer is salient (i.e., consumer 
is considering an indulgence). Thus, indulgent products may lead the consumer to be particularly sensitive to injustice for others. Second, 
we examine the moderating role of individual differences in sensitivity to injustice—belief in a just world (BJW; Lipkus 1991). High BJW 
individuals are particularly sensitive to injustice (Rubin and Peplau 1973). Importantly, when the opportunity to help is available, those high 
in BJW are particularly likely to assist victims (Miller 1977). We propose that when sensitivity to injustice is most heighted—the product is 
an indulgence and BJW is high—Consumers will be most moved to help by purchasing fair trade.

In study 1, we test the assertion that, in the fair trade context, indulgences lead to more of a concern for justice for others. Fifty-eight 
undergraduates read background information to familiarize them with fair trade and to communicate high need (unfair circumstances for 
producers; White et al. 2011). They then read a scenario asking them to imagine a purchase of the “Dagoba” snack bar, made with fair trade 
cocoa. The bar was described as either an indulgence or a necessity. Participants then completed items to assess concern for justice for others 
and the extent to which they were focused on their own needs. As expected, participants reported greater concern for justice for others when 
they considering an indulgence (M = 4.94), rather than a necessity (M =3.64; p < .01). Further, they were more focused on the self when the 
product was a necessity (p < .01).

In study 2, we suggest that because indulgences are particularly likely to activate justice concerns (study 1) and those high in BJW are 
most sensitive to injustice (Rubin and Peplau 1973), when the product is positioned as an indulgence and BJW is high, people will be most 
responsive to fair trade options. Further, we examine whether concern for justice for others mediates the effects. Consumers (n =147) at a 
local market read the background information and the product manipulation (study 1). They then completed a purchase intentions measure 
regarding the Dagoba bar (a =.88). They also completed items to assess concern for justice for others (a =.92), general efficacy (a =.74), and 
BJW (a =.92; Lipkus 1991).

Regression analysis using product type, BJW, and the interaction as predictors of purchase intentions, revealed the predicted interaction 
(p < .02). Simple slopes analysis showed that when the product was an indulgence those higher in BJW reported stronger purchase inten-
tions than those lower in BJW (t =2.55, p <.02). However, when the product was a necessity no differences as a function of BJW emerged 
(p <.40). Bootstrapping analysis showed that justice concerns for others mediated the effects (CI: .0083-.2362), but general efficacy did not 
(CI: .0994-.0946).

The results demonstrate that product type can influence justice concern for others. Although intuition might suggest that indulgences 
would relate to a focus on the self, in study 1, consumers were more concerned about justice for others (and less focused on the self) when the 
product was an indulgence versus a necessity. In study 2, when the product was an indulgence, higher BJW related to more positive purchase 
intentions towards a fair trade product. When the product was a necessity, consumers did not demonstrate differential purchase intentions as 
a function of BJW. Thus, when justice concerns are heightened (the product is an indulgence and BJW is high), consumers are most likely to 
support fair trade products. The results further suggest that justice concerns for others are driving responses, rather than more general efficacy 
effects. We also make a unique contribution to the marketing and justice literatures by examining how responsiveness to the plight of others 
is influenced by circumstances shaping one’s own deserving. 
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