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ABSTRACT

Erhics in retailing pese certaim criticall issues. Renailers may wse certein ethical standacds
et puidie decision making when confromting questionable situations that may mot be oovered
by law. Remail salkes have been selorted as an important frame of referemce as tihe reiail
sallesperple zre likely to encoumter sitwations that conld be ethically arooblkesome. Tihe aim of
thiis peper is o investigate the customer respanse to etihical practices off retzlens.

Sinoe econenmy and marketing are shifiing from & goods to a servios deminant kegic, creatmg
and ditecting memorable customer experiences in retaill store environments has become a
valnable differentiation sustegy. While customer exgeriences comtinually rescive more
arlention i Niteraturs, knewledge about how to imduce experiences often lacks defimitions, of
wemtral conoepts and empiricall suppoct. Given that different zuthors heve acknowledged an
emvirenment’s ability tz chanpe comsumer emotions amd thereby affecting comsummer
nesponses, different atlempis have beem made to capiure the mediating rele of emotions an
censumer respomses. in the retaill siore. The purpose of this paper is fo poniribute 1o this
litersture by imvestigating the applicabiliity measursment of customer respomse and etthiical
censiderasion of retailers.

Many organization tries tp achiews thein onganizationall goals llke profil meximzaticn, Inigh
marked drare and survival. In madket, comsumers have certain expactation from the retail aed
120d] to mely om setaillers. O the sole of does mot create amy positive change in pood relationship,
zll the resources spard in wasied of each brand ongamizations. Therefore. tihis siudizs about
“The customer nesponse to cikical behavier of reraifer™, which is ome of the most
competitive markets in Manmumnzi Nosth [1.S: Division in Batticaloa District.

> -

This sudy wes collected 200 questionnaires. frem <8 LN Divisions im Mﬁmﬂ:umnsj Tdartn im
Batticalloa Dismict Dama wers mﬂmd and evaluared by Umiveriat® sechnigques. Far this
study, oely three fypes off shops are considened such as super markel, Fiseomnt stores znd
convenience shop. Howeves, the maim thing is tie marketier want to idemtify that all these
shops estlical behavior is stromgly (D.E71) in imfluencing the customer Fespoms2.



The study ocousiders ethical behavior as imdepzmdent variable wiith five sppreprise
dimensions amd customer response as dependent varisble. The study foumd that this
independart variable dimemsions indicate kigh level (meanm Valoe is 4.107) iin ethical
befavior. Farticelardy, paice i (4.2622) highly imfluemce in ethicz] behavier, Uwermall view the
ethocall behanios is sirong milluence 10.871) the customer respanse of ethicall bazvios of
retailer. Ewemtwally, this seport recommends some actions for improving the customer
iespomnse toethical baliavior off retailer.

Keymonds: evhical belunior af metailer and cwniomer response
Wepearcker
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