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Over the past few decades, retailing has become increasingly
competitive (Berner 1996b). Within this highly competitive climate, consumers are faced with greater choice – they often have
a wide number of retailers from which to make their selection
of shopping destination. With this increased choice, consumers
often have the ability to enforce higher expectations on retailers since, if a particular retailer does not adequately meet their
expectations, there are several other retailers who may. This
environment has directly aﬀected retail operations, with the signiﬁcance of the decisions and actions of retail employees taking
on new meaning. A decision or action on the part of a single
employee, for instance, has the potential to alienate customers
who, as a result, may choose to patronize alternate retailers.
As can be expected, the decisions and actions of store employees who are in direct contact with customers have the greatest potential to endear customers or to alienate customers from
that retailer (McIntyre, Thomas and Gilbert 1999). Consequently, over the past few decades, there has been growing attention placed on the ethical perceptions of retail salespersons
and those with whom they interact (e.g., Babin, Boles and Grifﬁn 1999; Dubinsky and Levy 1985; DuPont and Craig 1996).
Such attention appears deserved since decisions and actions
which may be ethically questionable may result in less-than-desired service to customers.
The same level of attention has not been focused on retail
employees who work primarily “behind-the-scenes” with little
direct contact with customers (Robicheaux and Robin 1996).
The decisions and actions of these individuals, such as retail
buyers, however, can also directly aﬀect the degree to which a
retailer’s customers are satisﬁed. In addition to increasing costs,
ethical problems in retail buying can also lead to higher priced
merchandise available to consumers as well as the possibility of
less attractive merchandise assortments. The issue of ethical
perceptions of individuals in the buying function, however, has
received only minimal research attention (e.g., Arbuthnot 1997;
Burns and Arbuthnot 1998). (This unbalanced coverage of ethics is similar in other areas of business. For instance, ethics in
industrial selling situations has received a signiﬁcant amount of
research attention (e.g., Dawson 1997; Wotruba 1990), whereas
the ethics in industrial purchasing situations has received some
(e.g., Flanagan 1994; Haynes and Helms 1991), but relatively
little attention).
Most of the research on ethics in retail buying has focused
on the ethical perceptions held by retail buyers (e.g., Arbuthnot
1997) or by individuals who would shortly become retail buyers
(e.g., Burns and Arbuthnot 1998). The reason for this focus on
ethical perceptions is in part a result of the diﬃculty inherent in
predicting ethical behavior (Weber and Gillespie 1998). Ethical
perceptions are usually implicitly viewed as an indicator of fu12

ture activity. The focus of this study, however, will be on intentions. Speciﬁcally, this study examines the intentions of future
retail buyers to engage in potentially ethically troublesome buying practices in the retail food industry, and relates these intentions to their ethical assessments and to the perceived frequency
by which these practices occur in the industry. First, ethics in
retail buying will be explored. Second, the Theory of Planned
Behavior will be reviewed to provide a theoretical basis for examining intentions. Finally, intentions to engage in potentially
ethically troublesome retail buying practices are related to ethical evaluations of these practices and the perceived frequency
that these practices occur.

Ethics in the Retail Buying Environment
As mentioned earlier, relatively few studies have examined
ethics in the domain of retail buying. This is both surprising
and troubling, especially given the recent well-publicized ethical
problems uncovered in the buying departments of several large
retailers, including Kmart (Berner 1996a) and JCPenney (Gerlin 1995). Indeed, it appears that ethical problems occur rather
frequently in the buying areas of many retailers.
Until recently, many retailers thought such chicanery as a
thing of the past, from a time when vendors curried favor by
dazzling buyers with cash and lavish gifts. But industry oﬃcials
say bribery is back with a vengeance, triggered by overseas buying trips, more competition among vendors and just plain greed.
“It’s pervasive, it’s all over the place,” says Herbert Robinson, a
New York lawyer specializing in white-collar crime. “it’s in the
largest chains and the smallest chains. Even the most pious
ones” (Gilman 1985, p. 6).
Although the above quote is nearly two decades old, there
is little evidence suggesting that the condition has improved to
any great extent over the years (Atkinson 2003). Indeed, it may
be getting worse. Flanagan, for instance, reports a growing level
of contention between buyer and seller. Management is leaning
heavily on purchasing to negotiate, or if that fails some say “extort,” more favorable terms and conditions, as well as lower prices, with suppliers. Suppliers are crying foul and ﬁghting back by
citing antitrust laws that have little applicability. The upshot is
adversarial relationships, both internally and externally. This is
particularly seen in retailing (1994, p. 29).
The relatively little research attention placed on ethics in
retail buying may be due to the hidden nature of this area (Robicheaux and Robin 1996). The relationship between retail
buyers and vendors, for instance, exists in relative obscurity.
The general public is typically not overtly aware of this relationship, nor of any problems which may exist. (This is in stark
contrast to the consumer-retail salesperson relationship – a
highly visible relationship which consumers have overt personal
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involvement). Furthermore, the parties who comprise the direct
victims of ethical problems which may arise in retail buyer-vendor relationships are not members of the general public. Instead they are businesses and/or business people – people and
organizations assumed by the general public to be discerning
and ﬁnancially secure. The fact that consumers are aﬀected by
ethical problems in the retail buyer-vendor relationship, albeit
indirectly, however, should be noted. “While vendors and buyers proﬁt from kickback arrangements (as well as other ethical
problems), retailers and consumers pay for it” (Gilman, 1985,
p. 6).
Arbuthnot (1997) is the most comprehensive study examining the retail buyer-vendor relationship published to date. Arbuthnot (1997) identiﬁed an inventory of issues viewed to be
ethically troubling to retail owners and buyers. She observed
that the issues viewed as ethically troubling were not viewed
to be isolated incidences, but that many of the situations are
frequently encountered by retail buyers. Burns and Arbuthnot
(1998) observed that future retail personnel perceived most of
these issues to be ethically troublesome.
In a study of buying ethics in the retail food industry, Robicheaux and Robin (1996) compared the ethical evaluations
of food industry executives (grocers and brokers) and students
(MBA, EMBA, and senior-level undergraduate) on four practices which were identiﬁed as posing ethical dilemmas for industry personnel – slotting allowances, volume discounts,
diversion, and an attempt to interfere with a competitor’s relationship with a desired customer (expanding distribution).
They observed that industry executives viewed the four practices as being fairly common occurrences. They also observed
that the behavioral intentions of respondents to engage in each
activity diﬀered across the groups of individuals.
The evidence suggests, therefore, that ethical problems exist
in the buying function of retailers and that these problems may
be widespread. The research also suggests that these issues are
often recognized as involving ethical components by both, retail
practitioners and business students. Furthermore, Robicheaux
and Robin (1996) observed that ethical assessments and intentions to engage in potentially ethically questionable retail buying activities vary between business practitioners and business
students. Students tended to view the practices examined as
occurring less frequently than did practitioners, but they tended
to believe that they would be more likely to engage in such practices. (It is important to note that research has demonstrated
that exposure to the professional work place likely exhibits no
signiﬁcant eﬀect on the ethical assessments of collegiate retailing students, suggesting that the diﬀerences observed between
the ethical perceptions and intentions expressed by students
and those by experienced practitioners will likely not change as
the students enter the workforce (Borkowski and Ugras 1992;
DuPont and Craig 1996)).

Theory of Planned Behavior
Behavior, both ethical and unethical, is controlled by intentions, and, as such, intentions appear to be an area worthy of
study. There is general agreement among social scientists that
most behavior is goal-directed (e.g., Heider 1958). Before most
actions are undertaken by individuals, there is a plan, or an intention to choose that course of action (Ajzen 1985). According
to the Theory of Reasoned Action (Ajzen and Fishbein 1980;
Fishbein and Ajzen 1975), intentions to behave in a certain way
represent the immediate determinant of that action or choice.
13
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Furthermore, the stronger the intention to undertake a certain
course of action, the more likely that an individual will engage
in that activity (Weber and Gillespie 1998). Ajzen reports on
research which empirically tests the Theory of Reasoned Action
and concludes “the theory permits highly accurate prediction of
a wide variety of behavioral domains. Generally speaking, people were found to act in accordance with their intentions” (1985,
p. 15).
According to the Theory of Reasoned Action, therefore, individuals’ intentions to act in a certain way in the presence of
a potentially ethically troublesome situations should provide a
much superior prediction of the actions which an individual will
take when faced with such a situation than merely their ethical
perceptions. Research which has focused on individuals’ ethical
perceptions of potentially ethically troublesome situations and
practices are in fact examining only a single aspect of an individuals’ attitudes toward the behavior. Such perceptions or beliefs relate to what an individual believes should be done. This
is in contrast to what individual believes they will actually do
(Weber and Gillespie 1998). As a result, Abeliefs are the least
powerful predictor of an individual’s behavior. ... Intentions are
the stronger predictor of behavior” (Weber and Gillespie 1998,
p. 449).
Intentions, however, are believed to be comprised of two
components: a personal factor and a social factor (subjective
norm, which pertains to the nature and degree of expected social pressure to perform or not perform the behavior) (Ajzen
and Fishbein 1980). These factors have been incorporated into
the Ajzen’s Theory of Planned Behavior (1985). Therein, intentions were redeﬁned as an intention to try or attempt a certain
behavior. Intentions, therefore, “can only be expected to predict
a person’s attempt to perform a behavior, not necessarily its actual performance” (Ajzen 1985, p. 29). Intentions are viewed as
an internal phenomenon independent of external obstacles or
personal deﬁciencies which may interfere with the performance
of the behavior. The Theory of Planned Behavior has withstood extensive empirical testing, having been applied in varying situations, disciplines, applications, and cultures (Weber
and Gillespie 1998).
As it relates to potentially ethically troublesome situations,
intentions can be expected to have their basis in part in the ethical philosophy to which the individual ascribes (Reidenbach
and Robin 1988). Since many individuals do not follow a single
ethical philosophy in all of the choices which they face, but instead rely on diﬀerent ethical philosophies in diﬀerent ethically
charged situations, their intentions in a speciﬁc situation can be
expected to arise in part from the ethical philosophy which is
used in that particular situation.
The social component of intentions can logically be expected
to be aﬀected by a number of factors. Within the retail buying
environment, these factors can be expected to include organizational policies and what is believed to be common practice
in the industry. There has been research into the eﬀect of organizational policies guidelines on ethical intentions and behavior by employees (e.g., Badenhorst 1994; Turner, Taylor and
Hartley 1994), and the eﬀect of the degree to which the policies and guidelines are enforced (e.g., “Enforces Written Ethics
Standards” 1996). The express purpose of policies is to limit
the domain in which a decision can be made, and to limit the
alternatives which can be considered (Bedeian 1986). The research has shown that while policies and guidelines regarding
ethical behavior in and of themselves have relatively little eﬀect
on employee intentions and their behavior, the degree to which
they are enforced does. Little research, however, has examined
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the eﬀect of the perceived commonality of the practice in the
industry has on the intentions and behaviors of employees.

The Study
The objective of the study is to examine the intentions of
future retail personnel to engage in buying practices determined
to be potentially ethically troublesome by industry personnel
in the retail food industry. Speciﬁcally, the study examines the
relationships between respondents’ intentions to pursue these
practices and (1) their ethical evaluations of the practices and
(2) the frequency with which these practices are perceived to occur. It is hypothesized (H1) that respondents’ intentions will be
related to their ethical philosophies, but that the relationships
will not be uniform across practices, reﬂecting that respondents
use diﬀering philosophies when faced with diﬀerent circumstances. It is further hypothesized (H2) that respondents will
be more likely to intend to pursue potentially ethically troublesome practices which they perceive as frequently occurring in
the industry. Finally, it is hypothesized (H3) that perceived incidence of the practices is related to ethical philosophies in the
same manner as are intentions.

Methodology
Sample

The sample was drawn from undergraduate students enrolled in sections of a course in retail buying oﬀered within a
college of business at a university located in the Midwest. These
students were chosen because of their knowledge of the retail
buying function and because they would be most likely to pursue this area of employment upon graduation (the course is required only of students pursuing a major in retailing). Students
were solicited during their classes. To minimize bias, each of the
sections of the course had the same instructor. Furthermore, no
explicit discussion of the ethics of buying practices occurred until after responses were solicited from students. Students were
requested to anonymously complete a survey questionnaire during class time without discussion. No nonresponse was noted.
The resulting sample consisted of 82 usable responses, with 37
male respondents and 45 female respondents.
Questionnaire

The questionnaire employed contained the instruments utilized by Robicheaux and Robin (1996). Speciﬁcally, the questionnaire included descriptions of four practices which likely
pose ethical dilemmas to retail buying personnel in the retail
food industry and are perceived by executives in that industry as
being fairly common occurrences. The four practices involved
slotting allowances, volume discounts, diversion, and expanding distribution (Table 1). Comments on the descriptions of
these four practices by food industry executives who responded
in Robicheaux and Robin’s (1996) study indicated that the scenarios were very realistic, providing evidence of their validity.
Following the description of each practice, students were
asked to respond to a scale containing items drawn from the
Reidenbach and Robin (1988, 1990, 1991 with Dawson) Multidimensional Ethics Scale (MES). As outlined in Reidenbach
and Robin (1990), validity was an overriding concern in the development of the MES, which was developed following the procedures identiﬁed by Nunnally (1969), Churchill (1979), and
Campbell and Fiske (1959). The resulting scale was comprised
14
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of eight items and three factors, recognizing the multidimensionality of the ethics construct. The items are listed in Table
2. Reidenbach and Robin (1990) describe the ﬁrst factor as
fairness, justice, goodness and rightness (or moral equity). The
second factor addresses a culturally relativistic perspective (or
relativism). The ﬁnal dimension addresses a deontological perspective based on implied obligations, contracts, or duties (or
contractualism). Subsequent testing indicates that the scale is a
valid, robust instrument (Reidenbach and Robin 1990; Reidenbach, Robin and Dawson 1991).
The MES was followed in the questionnaire by questions
concerning the likelihood that the respondent would engage in
the practice described (behavioral intentions) and the perceived
commonality of the practice in the food industry.
Analysis

Correlation analysis was used to determine the existence of
relationships between behavioral intentions and the ethical philosophies, behavioral intentions and perceived incidence of the
practice in the retail food industry, and ethical philosophy and
perceived incidence.

Findings
The results of correlation analysis to test the ﬁrst hypothesis
(that respondents’ intentions will be related to their ethical philosophies, but that the relationships will not be uniform across
practices, reﬂecting that respondents use of diﬀering philosophies when faced with diﬀerent circumstances) are displayed in
Table 3. Some support was observed for the hypothesis. The
ethical philosophies of relativism and moral equity were found
to be signiﬁcantly (at the .05 level) related with intentions to
pursue each of the four practices examined. For each practice,
the more strongly that respondents held to the ethical philosophies of relativism and moral equity, the less they intended to
pursue the action. The ethical philosophy of contractionalism was found to be signiﬁcantly related with only two of the
practices – volume discounts and expanding distribution. The
more strongly that individuals’ held to the ethical philosophy of
contractionalism, the less likely they intended to pursue volume
discounts and expanding distribution practices, but no relationship was observed with the practices of slotting allowances and
diversion. The results, therefore, support the existence of a relationship between ethics and intention to pursue the potentially
ethically troublesome practices as hypothesized. The results
also suggest that the relationships between ethical philosophy
and intentions are not consistent, also as hypothesized.
The results of correlation analysis to test the second hypothesis (that respondents will be more likely to intend to pursue
potentially ethically troublesome practices which they perceive
as frequently occurring in the industry) are displayed in Table 4.
Mixed results were observed. Signiﬁcant (at the .05) level relationships supporting the hypothesis were observed for only two
of the practices – diversion and volume discounts. Only partial
support for the second hypothesis was observed.
Finally, results of correlation analysis to test the third hypothesis (that perceived incidence of the practices is related to
ethical philosophies in the same manner as are intentions) are
displayed in Table 5. Although the relationships observed tended to be weaker, with the exception of the practice of expanding
distribution, the relationship between perceived incidence and
the ethical philosophies of relativism and moral equity appear
to be similar to those observed between intentions and ethical
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philosophy (H1). An exception, however, exists for expanding
distribution, the last practice examined. In this instance, no
signiﬁcant relationships were observed between perceived incidence and ethical philosophy. Furthermore, unlike the ﬁndings
observed for the ﬁrst hypothesis, no relationships were observed
with contractualism and the perceived incidences of the practices. Support for the third hypothesis, therefore, was mixed.

Discussion
The ﬁndings suggest that the intentions of the business
students involved in the study to engage in several potentially
ethically troubling buying activities in the retail food industry
are related to their ethical philosophies. The relationship was
strongest for the moral equity ethical philosophy and it was
weakest for contractualism. The ﬁndings suggest that students’
ethical assessments may aﬀect their intentions to engage in
potentially ethically troublesome buying practices. The ﬁndings also suggest that knowledge of an individual’s ethical assessments, especially moral equity, may provide retailers with
insight into the intentions of potential employees to engage in
potentially ethically troublesome retail buying practices and,
therefore, may be used as a proxy measure in the hiring process.
The relationship between intentions and the perceived incidence of the potentially ethically troublesome retail buying
practices was observed only for two of the practices. Is there a
fundamental diﬀerence between the practices for which the relationship exists and those which a relationship does not? This
would appear to be an area for further research. The ﬁndings
indicate that perceived incidence of the practice is related to the
intentions to pursue the practice for only some of the practices.
This suggests that the social component of intentions examined
(perceived commonality of the practices) may aﬀect intentions
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as suggested by the Theory of Planned Behavior, but that the
eﬀect is not universal.
Finally, it appears that ethical philosophy is related to the
perceived incidence of potentially ethically troublesome retail
buying practices, but only for relativism and moral equality –
not contractualism. Furthermore, the relationships were weaker than those observed when the ﬁrst hypothesis was tested.
This ﬁnding suggests that perceived incidence of such practices
is not necessary objective, but may be determined in part by
one’s ethical assessments. Moreover, no relationships, however,
were observed for the ﬁnal practice – expanding distribution.
It appears, therefore, that the students may view this practice
diﬀerently from the others. Robicheaux and Robin (1996) had
observed that students and practitioners uniformly viewed this
practice as the least liked, or most ethically questionable practice. In addition, although the other practices are not without
legal questions, expanding distribution appears to be the practice which is most questionable from a legal perspective.

Limitations
This study possesses a number of limitations which may
restrict the generalizability of the results ﬁndings to a broader
population. The sample, for instance, although it was chosen
to limit the eﬀect of extraneous inﬂuences, was limited to students taking a single course at a single university. The generalizability of the results to other student populations has not been
determined. Furthermore, the study was based on respondent’s
ethical evaluations of only four practices occurring in the retail
food industry. The practices included obviously represent only
a small sampling of the practices which occur in buying in the
retail food industry which include an ethical component. Finally, correlation analysis only establishes temporal coexistence
– it is unable to establish direction of causality.

References
Ajzen, Icek (1985),“From Intentions to Actions: A Theory of Planned
Behavior,” in Action Control: From Cognition to Behavior, Julius
Kuhl and Jurgen Beckmann, eds. Berlin: Springer-Verlag, 11-39.
Ajzen, Icek and Martin Fishbein (1980), Understanding Attitudes and
Predicting Social Behavior. Englewood Cliffs NJ: Prentice Hall.
Arbuthnot, Jeanette Jaussaud (1997),“Identifying Ethical Problems
Confronting Small Retail Buyers During the Merchandise Buying
Process,” Journal of Business Ethics, 16 (May), 745-755.
Atkinson, William (2003),“New Buying Tools Present Different Ethical
Challenges,” Purchasing, 132 (4) 27-29.
Badenhorst, J. A. (1994),“Unethical Behavior in Procurement: A
Perspective on Causes and Solutions,” Journal of Business Ethics, 13
(September), 739-745.
Babin, Barry J., James S. Boles and Mitch Grifﬁn (1999),“Buyer-Seller
Interactions: The Role of Ethical Perceptions on Customer Attitudes
and Intentions,” in Marketing Theory and Applications, Anil Menon
and Arun Sharma, eds. Chicago: American Marketing Association,
270-271.
Bedeian, Arthur G. (1989), Management. Chicago: Dryden Press.
Berner, Robert (1996a), Kmart is Dismissing 12 Managers from its
Purchasing Department,” Wall Street Journal, ( July 30), B4.
Berner, Robert (1996b),“Retailers Keep Expanding Amid Glut of
Stores,” Wall Street Journal, (May 28), pp. A21, A26.
Borkowski, Susan C. and Yusuf J. Ugras (1992),“The Ethical Attitudes
of Students as a Function of Age, Sex, and Experience,” Journal of
15

Business Ethics, 11 (December), 961-979.
Burns, David J. and Jeanette Jaussaud Arbuthnot (1998),“Ethics in
Retail Buying: Perceptions of Future Retail Personnel: A Preliminary
Examination,” Presented at the American Collegiate Retailing
Association Spring Meeting, Washington D.C.
Campbell, Donald T. and Donald W. Fiske (1959),“Convergent and
Discriminant Validations by the Multitrait-Multimethod Matrix,”
Psychological Bulletin, 56, 81-105.
Churchill, Gilbert A. (1979),“A Paradigm for Developing Better
Measures of Marketing Constructs,” Journal of Marketing Research,
16 (February), 64-73.
Dawson, Leslie (1997),“Ethical Differences Between Men and Women
in the Sales Profession,” Journal of Business Ethics, 16 (August),
1143-1152.
Dubinsky, Alan J. and Michael Levy (1985),“Ethics in Retailing:
Perceptions of Retail Salespeople,” Journal of the Academy of
Marketing Science, 13 (Winter), 1 16.
DuPont, Ann M. and Jane S. Craig (1996),“Does Management
Experience Change the Ethical Perceptions of Retail Personnel: A
Comparison of the Ethical Perceptions of Current Students with
those of Recent Graduates,” Journal of Business Ethics, 15 (August),
815-826.
AEnforces Written Standards” (1996), Discount Store News, 35 (May
6), 3, 134.
Fishbein, Martin and Icek Ajzen (1975), Belief, Attitude, Intention, and
http://ejbo.jyu.fi/

EJBO Electronic Journal of Business Ethics and Organization Studies

Behavior: An Introduction to Theory and Research. Reading MA:
Addison-Wesley.
Flanagan, Patrick (1994),“The Rules of Purchasing are Changing,”
Management Review, 83 (March), 28-32.
Gerlin, Andrea (1995),“Deals on the Side: How a Penney Buyer Made
Up to $1.5 Million on Vendors’ Kickbacks,” Wall Street Journal,
(February 7), A1.
Gilman, Hank (1985),“Bribery of Retail Buyers is Called Pervasive,” Wall
Street Journal, (April 1), 6.
Haynes, Paula J. and Marilyn M. Helms (1991),“An Ethical Framework
for Purchasing Decisions,” Management Decision, 29 (no. 1), 35-38.
Heider, Fritz (1958). The Psychology of Interpersonal Relations. New
York: Wiley.
McIntyre, Faye S., James L. Thomas and Faye F. Gilbert (1999),
“Consumer Segments and Perceptions of Retail Ethics,” Journal of
Marketing Theory and Practice, 7 (Spring), 43-53.
Nunnally, Jum C. (1978), Psychometric Theory, New York: McGraw
Hill.
Reidenbach, R. Eric and Donald P. Robin (1988),“Some Initial Steps
Toward Improving the Measurement of Ethical Evaluations of
Marketing Activities,” Journal of Business Ethics, 7 (October), 871879.

Vol. 9, No. 2

Reidenbach, R. Eric and Donald P. Robin (1990),“Toward the
Development of a Multidimensional Scale for Improving Evaluations
of Business Ethics,” Journal of Business Ethics, 9 (August): 639-653.
Reidenbach, R. Eric, Donald P. Robin and Lyndon Dawson (1991),“An
Application and Extension of a Multidimensional Ethics Scale to
Selected Marketing Practices and Marketing Groups,” Journal of the
Academy of Marketing Science, 19 (Spring), 83-92.
Robicheaux, Robert A. and Donald P. Robin (1996),“Ethical Evaluations
of Selected Distributive Practices,” in The Cutting Edge IV, William
R. Darden, ed. Baton Rouge LA: Louisiana State University, pp.
431-440.
Turner, Gregory B., G. Stephen Taylor and Mark F. Hartley (1995),
“Ethics, Gratuities and Professionalization of the Purchasing
Function,” Journal of Business Ethics, 14 (September), 751-760.
Weber, James and Janet Gillespie (1998),“Differences in Ethical Beliefs,
Intentions, and Behaviors,” Business and Society, 37 (December),
447-467.
Wotruba, Thomas R. (1990),“A Comprehensive Framework for the
Analysis of Ethical Behavior, with a Focus on Sales Organizations,”
Journal of Personal Selling and Sales Management, 10 (Spring),
29-42.

David J. Burns
Dept. of Marketing
Williams College of Business
Xavier University
3800 Victory Parkway
Cincinnati, OH 45207 USA
Office: 513 745-8190
Fax: 513 745-3692
Email: burnsd@xavier.edu
David J. Burns (D.B.A., Kent State University) is Associate Professor of Marketing, Xavier University. His research has appeared in
a number of journals, including Psychology and Marketing, Journal of Consumer Affairs, Journal of Marketing Theory and Practice,
Journal of Marketing Management, International Journal of Advertising, Review of Business, Journal of Social Psychology, International Journal of Retail and Distribution Management, Journal of Business Ethics, Journal of Shopping Center Research, and Journal
of Consumer Satisfaction, Dissatisfaction and Complaining Behavior. He is co-authored several books and has authored several video
segments. He is also on the editorial boards of numerous journals and holds leadership positions in a several organizations, including
the American Collegiate Retailing Association and the American Marketing Association.
16

http://ejbo.jyu.fi/

