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Abstract

This research analyses the relationship between psychological ownership and sustainability of urban primary
consumer cooperatives operating in Ethiopia. In Ethiopia the concept of psychological ownership is not well
studied especially on cooperatives. This study attempts to fill the gap by analyzing the relationship between
member psychological ownership and sustainability of urban primary consumer cooperatives. Member
psychological ownership was measured using member accountability, self-efficacy, sense of place/belongingness,
self-identity and territoriality. Current study employed a survey research design to investigate the hypothesized
relationships. Data were collected from 384 randomly selected members of urban primary consumer
cooperatives in Bahir Dar, Adama, and Addis Ababa, representing a target population of 118,538 members across
275 cooperatives. Structural Equation Modeling (SEM) served as the primary data analysis technique. SEM
allowed for the assessment of the direct relationships between member psychological ownership — measured
through dimensions of accountability, self-efficacy, sense of place/belongingness, self-identity, and territoriality
— and the sustainability of these cooperatives. Results revealed positive significant relationship between member
psychological ownership and sustainability of urban primary consumer cooperatives. These findings highlight
the practical importance of fostering a strong sense of ownership among members.
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1. Introduction

Cooperative societies are owned by their members. A cooperative is an autonomous association of persons united
voluntarily to meet their common economic, social, and cultural needs and aspirations through a jointly-owned
and democratically controlled enterprise (International Co-operative Alliance 2015a). Member-owners finance
the cooperative’s assets and have the obligation to provide financing in accordance with their use to keep the
cooperative in business and permit it to grow. Control overall operations and activities of the cooperative, and
member-owners are the primary beneficiaries from their cooperatives but as per their use (USDA 2001).
Therefore, the mission of cooperatives is to unite and involve its members in an economic and social community
to provide countervailing market power and access to economic and social resources that they otherwise cannot
get (Novkovic, Puusa, and Miner 2022).

Members have the right to participate in decision making and governance processes of their cooperatives
(Pritchard and Caliyurt 2021). Take S. (2017) studied cooperatives have superior performance of productivity,
job satisfaction and technical efficiency due to their distinctive features of member ownership and democratic
participation in decision making. Cited in Pritchard & Cahyurt (2021) Filley (1929) claimed during times of
social, economic, environmental and political upheaval cooperatives have the potential to lift us up. Similarly,
Rodriguez-Oramas et al. (2022) indicated during times of crisis cooperatives provide greater job security. ICA-
AP (2018) conference also emphasized sustainable cooperatives are built through enhanced member
participation and engagement. As entities cooperative societies have a developable capacity to rebound or
bounce back (from adversity, conflict and failure or even positive events, and progress and increase
responsibility) and can create economic value, healthy ecosystems and strong communities. Sustainable entities
survived over the long term because they are intimately connected to healthy economic, social and
environmental systems (Bertels, Papania, and Papania 2010).
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Moreover, Novkovic et al. (2022) studied cooperatives societies have the potential to establish unusually strong
linkages with members due to their role as users and owners. This strong linkage motivates members to develop
psychological ownership towards their cooperative societies. Jussila & Tuominen (2010) studied that
investment of personal resources, their intimacy with and control over their cooperatives led members to develop
psychological ownership. Birchall (2011) studied that active member participation in consumer cooperatives was
the crucial factor that brough postwar success of the cooperative sector in Japan. In addition, Lewis (1937)
indicated one of the causes of failure of consumer cooperatives is due to lack of patronage and support by
members. Therefore, this research attempted to study the relationship between member psychological ownership
and the sustainability of urban primary consumer cooperatives during periods of inflation-induced volatile
market conditions in Ethiopia.

2. Literature review and hypothesis development

Psychological ownership captures the feeling of "having" something, not necessarily in a material sense, but
rather as an intrinsic part of oneself. Pierce et al. (2003) defined psychological ownership as “a state of mind in
which individuals feel as though the target of ownership or a piece of that target is 'theirs'.” This definition
emphasizes not only emotional possession of people but also their sense of responsibility associated with
ownership. Psychological ownership reflects an individual’s awareness, thoughts and beliefs regarding the target
of ownership. Generally, psychological ownership encompasses a complex interplay of cognitive, affective and

behavioral components than simply feeling like something belongs to someone (Jon L. Pierce and Peck 2018).

Psychological ownership is a complex phenomenon built upon a confluence of factors that constantly interact to
shape our sense of possession. Self-investment, intimate knowledge and perceived control are regarded as key
factors that play pivotal roles in the development or experience of psychological ownership. Self-investment is
exhibited through the amount of time, energy and skill dedicated towards the object of ownership (C. Olckers
and Koekemoer 2017). In organizations individuals who invest their skills, knowledge and personal resources
into their work develop a stronger sense of ownership over their tasks, projects and organizational goals (Pierce
etal., 2001).

Emphasizing intimate knowledge (Pierce et al., 2001) stated individuals who have familiarity with or expertise
over entities are more likely to feel sense of ownership over them. In addition, Dyne and Pierce (2004) explored
that individuals are more likely to develop feelings of psychological ownership over objects that are physically
proximate and easily accessible to them. Further, Jussila et al. (2015) studied that individuals who exercise
control over objects or entities through participation in decision-making are likely to develop psychological
ownership towards that object/entity. To conclude, psychological ownership is a state of mind in which
individuals feel possession and responsibility towards a target. Individuals develop this feeling if they invest
themselves towards the target, have good intimate knowledge of the target and develop perceived control over it.

2.1. Dimensions of psychological ownership

Different known scholars have identified various dimensions of psychological ownership in their seminal works.
A few of identified dimensions include sense of control (Jon L. Pierce, Kostova, and Dirks 2001), identity,
accountability and responsibility (Pierce, Kostova, and Dirks 2003), territoriality and self-efficacy (Van Dyne
and Pierce 2004b), investment (Jon L. Pierce and Jussila 2011), attachment (Peck and Shu 2009), intimacy (Rau,
Werner, and Schell 2018) and sense of belongingness (C. Olckers 2013). These dimensions are organized in to
two distinct yet interconnected facets of psychological ownership: Promotion-focused dimensions and
Prevention-focused dimension.

Promotion-focused psychological ownership revolves around aspirations for growth, advancement and
enhancement of resources or domains of ownership. In contrast, prevention-focused psychological ownership
entails a focus on maintaining stability, security and protection over owned objects or entities. Promotion-
focused dimensions include accountability, self-efficacy, sense of place/belonginess and self-identity while
territoriality is the only preventive-oriented dimension (Avey et al. 2009). This study explores the relationship
between the psychological ownership of members and the sustainability of urban primary consumer cooperatives
in Ethiopia during inflationary and volatile market conditions. It achieves this by examining all five identified
dimensions of psychological ownership. Henceforth, "member" precedes all five dimensions to identify target
cooperative societies members.
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2.1.1. Member accountability

Accountability or responsibility is identified as Individuals feel a sense of responsibility towards objects or
entities they perceive as their own that encourages to greater care, maintenance and commitment. It can be
understood in two perspectives: the expected right to hold others accountable for their contributions and the
expectation of being held accountable personal actions and decisions (J. L. Pierce, Kostova, and Dirks 2003).
Avey et al. (2009) argued that individuals are more likely to feel more accountable when they invest themselves
to the success of the target object. Nurtjahjani et al. (2021) also studied individuals who feel an object as part of
their extended-self demonstrated higher sense of responsibility.

Fundamental cooperative values of self-help, self-responsibility and solidarity put responsibilities on members
both individually and as a group. Members are required to be responsible and play their duties on their own with
no additional/external incentive. In short, responsibilities of members in cooperatives are to use, control and
finance them. Using services of cooperatives is the easiest responsibility so that cooperatives can at least be able
to cover the operating cost. During the short-term members need to purchase from their cooperatives even if
prices are less elsewhere. Further, as owner-members they are responsible to approve (and change) articles of
incorporation, bylaws and major policies; to sign marketing agreements and other binding contracts; to elect
directors according to state statute and cooperative bylaws; to vote on significant actions affecting the
cooperative’s legal status, if necessary, to dissolve it; and to ensure the cooperative follows general business laws
and those unique to cooperatives. Lastly, members are responsible to finance their cooperative by investing on
shares and allowing cooperatives part of its annual surplus for expansion (USDA 2001). Generally, they are
responsible to form a unified organization where members support one another (International Co-operative
Alliance 2015b). Accordingly, the following hypothesis was proposed.

HI1: Member accountability has positive and significant relationship with sustainability of urban primary
consumer cooperative societies.

2.1.2. Member self-efficacy

Self-efficacy is identified as the belief of individuals in their ability to organize and accomplish required tasks to
achieve goals (Albert Bandura 1995; 1997). Narcikara (2017) stated that self-efficacy motivates people to
exercise control over a target which gives the pleasure of owning the same. Van Dyne and Pierce (2004b) studied
employees with higher levels of self-efficacy were more likely to exhibit feelings of possession and attachment
toward their work-related tasks and responsibilities. In addition, Pierce and Jussila (2011) concluded teams with
members who have high levels of self-efficacy are more likely to develop a shared sense of ownership over
common goals and objectives.

Research suggested consumer cooperatives long term success and sustainability is hinged to member self-
efficacy. Talonen et al. (2018) indicated that ability of members to participate in decision making and control of
their cooperatives enables them to have as a sense of ownership towards them. Moreover, a strong sense of self-
efficacy motivates members to fulfill their financial obligations to the cooperative. Cooperatives members have
the responsibility to contribute capital by buying equity shares and they have the right to democratically control
cooperatives’ equity capital. Moreover, they also share profits based on their transactional participation (Lund
2013). As a result, the following hypothesis was established.

H2: Member self-efficacy has positive and significant relationship with sustainability of urban primary
consumer cooperative societies.

2.1.3. Member self-identity

Self-identity plays a crucial role in shaping psychological ownership in both organizational and consumer
contexts. In the workplace self-identity contributes to the formation of psychological ownership in the way if
workers identify themselves with their work roles and responsibilities, they are more likely to develop a sense of
ownership over their tasks and organizational goals (Pierce, Kostova, and Dirks 2003). In addition, Peck and Shu
(2009) indicated that consumers who perceive products as congruent with their self-image are more likely to feel
a sense of ownership over those products. Further, Roccas ef al. (2002) found that identification of individuals
with social groups influences their sense of ownership over group resources and goals.

Thomas Bentsen (2023) stated that in cooperatives member self-identity can be achieved through increased
participation in exercising member voting rights. In addition, there is a strong tendency of developing member
self-identity with their cooperatives due to their member-owner status and ability to influence decisions
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(Novkovic, Puusa, and Miner 2022). Further, Wadesango and Mabunda (2017) claimed that success and failure
of cooperatives are related with the level of identity they have with their cooperatives. Therefore, it is believed
that self-identity of members is related to sustainability of cooperative societies. Hence, the following hypothesis
was established:

H3: Member self-identity has positive and significant relationship with sustainability of urban primary consumer
cooperative societies.

2.1.4. Member sense of place/belongingness

The sense of place or belongingness influences perceptions of ownership of individuals and their emotional
connection to places and groups. Social Identity theory discusses individuals derive a sense of belongingness and
self-esteem from their membership in social groups (Tajfel 1982). Lewicka (2011) demonstrated that residents
who feel a strong sense of belongingness to their neighborhoods are more likely to perceive ownership over
public spaces and amenities within those neighborhoods. Further, within organizational contexts employees who
feel a strong sense of place or belongingness to their organization are more likely to perceive ownership over
organizational goals and resources (Pierce ef al., 2001).

Within cooperative societies, a member's sense of belonging is demonstrated through their attitudes, specifically
their commitment, dedication, and responsibility. Member sense of place in cooperatives is dependent of the
quality of services delivered at reasonable prices. In addition, members who feel a sense of belongingness are
more likely to actively participate in their cooperatives (Hidayati, Hanif, and Pradesa 2016). In Addition, study
indicated that members in cooperatives who lacked a sense of belonging were less committed to the
cooperative's goals (Arayesh 2017). Accordingly, the following hypothesis was established:

H4: Member Sense of place/Belongingness has positive and significant relationship with sustainability of urban
primary consumer cooperative societies.

2.1.5. Member territoriality

Territoriality is often conceptualized as the marking and defense of space or boundaries. Cited in Bianchi and
Vieta (2020) Goldenberg and Haines have written the concept of territory as the result of social interactions
converging in a geographic area with specific ties. On the hand, Brown, Lawrence, and Robinson (2005) defined
territoriality as an individual’s behavioral expression of his or her feelings of ownership toward a physical or
social object. Therefore, territoriality can be understood as a defense of space/boundaries and as a feeling of
ownership.

In organizational settings employees who exhibited territorial behaviors such as personalizing their workspace or
defending their tasks reported stronger feelings of possession and attachment to their work-related
responsibilities (Van Dyne and Pierce 2004b). Further, Peck and Shu (2009) demonstrated that individuals tend
to exhibit territorial behaviors such as physically touching or manipulating products to establish a sense of
ownership over them. Moreover, Roccas et al. (2002) studied that territorial behaviors of individuals within
social groups influence their sense of belongingness and identity within the group. In addition, Martinovic and
Verkuyten (2024) studied that territorial behavior as a dimension of psychological ownership have positive
within groups and negative intergroup outcomes.

An individuals need of self-identity and a sense of place in a target entity stimulates territorial behavior (Brown,
Lawrence, and Robinson 2005). In the world of cooperatives two of the seven universally accepted principles viz.
voluntary and open membership and member democratic control can be associated with the concept of
territoriality. According to voluntary open membership principle anyone can apply for membership as long as
he/she can qualify for the registration criteria for membership (International Co-operative Alliance 2015b).
Inclination of members to block new member entry may trigger external hostility to cooperatives since
applicants may interpret their actions that ‘this is my cooperative, not yours’ (Brown, Lawrence, and Robinson
2005). The member control principle establishes a system where members govern the cooperative by controlling
management and the overall process. Generally, the former triggers external enmity while the later encourages
collective defense of their cooperative from any form of internal exploitation. Therefore, as a psychological
ownership concept territoriality can have mixed relationship with sustainability of cooperatives. Considering
arguments discussed above the following hypothesis was established:

H5: Member territoriality has positive and significant relationship with sustainability of urban primary
consumer cooperative societies.
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3. Research methodology

3.1. Sample and procedure

The study was undertaken based on data collected through questionnaire distributed to randomly selected
respondents. Data analysis was conducted using Structural Equation Modeling (SEM). In SEM a variety of
statistical approaches are utilized to estimate the extent and orientation of hypothesized causal relationships in
quantitative research. It analyzes manifest variables as indicators for target latent constructs and also uses to
estimate causal relationships among latent constructs (Kline 2023). SEM has two parts: measurement model and
structural model. The former is used to deal with measurement related issues whereas the latter is used to
evaluate the relationship between exogenous and endogenous latent constructs of the SEM.

3.1.1. Sample

Researcher distributed questionnaires directly to respondents, who then completed them independently. They
were randomly selected among members of target urban primary consumer cooperative societies operating in
Bahir Dar, Adama and Addis Ababa cities of Ethiopia. Bahir Dar is the biggest and the capital city of Amhara
region and Adama is the second biggest city in Oromia region. Addis Ababa is the capital city of Ethiopia.
Adama is selected due to the fact that capital of regional government of Oromia has moved to Addis Ababa.

The total number of respondents was 384. All of them were selected from a target population of 118,538
members of 275 primary consumer cooperative societies operating in selected cities. Women and men
constituted 49.50 and 50.50 per cents respectively. Their age distribution indicated 54% between 18 to 35 years,
42% between 36 to 50 years and only 4% were above 50 years old. Respondents were 76% married, 21%
unmarried and remaining 3% were either widowed or divorced/separated. Further, 58% per cent of respondents
were heads of their families. In addition, based on educational status 2% of them did not complete 10th/12th
grade and 7% completed 10th/12th grade only. Moreover, 57% of respondents were bachelor degree holders and
only 6% and 1% of them were masters degree and PhD holders respectively.

3.1.2. Instrument

To measure psychological ownership of members towards their primary consumer cooperatives the five
dimensions and 16-items scale developed by Avey et al. (2009) was employed. In addition, to evaluate
sustainability of consumer cooperatives a sixth variable with S-items was included. Totally, the research
questionnaire administered comprised six variables and 21 items. Variables used are member territoriality (MTR)
(4-items), member self-efficacy (MSE) (3-items), member accountability (MAC) (3-items), member sense of
place/belongingness (MSB) (3-items), member self-identity (MSI) (3-items) and Consumer Cooperative
Sustainability (CCS) (5-items). Each item was measured on a 6-point Likert Scale that ranges from ‘strongly
disagree =1’ to ‘strongly agree = 6’.

Table 1. Descriptive Statistics and Cronbach's alpha

Std. Cronbach’s
Variables Mean Deviation  Alpha
MTR 4.386 1.037 0.820
MSE 4.223 0.943 0.786
MAC 4.403 1.037 0.813
MSI 4.194 0.902 0.758
MSB 4.355 0.945 0.750
CCS 4.184 0.817 0.830
Overall 4.285 0.942 0.898

Source: Author

Descriptive statistics (means and standard deviations) and Cronbach’s alpha of each construct is presented in
Table 1. Cronbach’s alpha is one of widely used measures of instrument reliability. Cheung et al. (2023)
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discussed a Cronbach’s alpha coefficient of 0.70 is widely used as the standard reliability though a coefficient of
0.80 is recommended as a measure of adequate reliability for a majority of studies. Accordingly, Cronbach’s
alpha coefficients for MSE, MSI and MSB were estimated 0.786, 0.758 and 0.750 respectively and for MTR,
MAC and CCS 0.820, 0.813 and 0.830 respectively. Thus, all variables were estimated to have above 0.70
Cronbach’s alpha values and three of them above 0.80 alpha coefficients. Thus, it was confirmed that all
constructs of the instrument had adequate reliability.

4. Data analysis

4.1. Preliminary analysis

To determine both discriminant and convergent validity, data was examined using Principal Component Analysis
(PCA) and Confirmatory Factor Analysis (CFA). First, Kaiser-Meyer- Olkin (KMO) test of sample adequacy and
Bartlett’s test sphericity was checked. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was
significant (p < 0.01), with a value of 0.896, supporting the instrument's suitability for factor analysis (Table 2).
Andy Field (2009) pointed out appropriateness of sampling adequacy for factor analysis based on KMO values
as mediocre (0.5 to 0.7), good (0.7 to 0.8), great (0.8 to 0.9) superb (above 0.90). The Bartlett's test of sphericity
confirmed significant correlations among variables (p < 0.05), justifying the use of factor analysis in this study.
Bartlett's test of sphericity evaluates the null hypothesis (Ho) that the correlation matrix () is an identity matrix
(£ =1), indicating no underlying factor structure. A statistically significant result (p < 0.05) rejects Ho, suggesting
significant correlations among variables, which is a prerequisite for factor analysis to identify meaningful latent
factors (Bruce Thompson 2004).

Table 2. Kaiser-Meyer-Olkin (KMO) and bartlett's test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .896

Bartlett's Test Approx. Chi-Square 3291.461
of Sphericity Df 210
Sig. 0.000

Source: Author

Then, PCA analysis was conducted using varimax rotation with Kaiser normalization. Six factors were retained
based on Kaiser’s criterion that states reliable and meaningful factors can be retained if their eigen values are
greater than one (Henry F. Kaiser 1960) (table 3). The item-factor loading cut-off point was set at 0.30 which
often serves as a cutoff point. As a rule of thumb, items/variables with loadings above 0.32 are included and
interpreted in to a factor (Tabachnick and Fidell 2013). Further, there was no item-factor cross loading.
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Table 3. Rotated principal component matrix®

Component
Variables CCS MTR MAC MSE MSI MSB
CCS 5 183 .030 .089 142 163 .082
CCS _3 773 185 157 122 124 .140
CCS 1 728 .184 .049 .100 114 .199
CCS 4 .660 .200 213 .107 161 .078
CCS 2 572 137 .203 176 163 195
MTR 2 .103 .837 -.030 145 128 .087
MTR 1 158 787 121 .140 114 .019
MTR 3 212 716 .100 246 .074 .094
MTR 4 .159 .636 .109 227 234 .105
MAC 3  .143 .074 .856 .088 .039 114
MAC 1 .180 .032 794 .044 114 192
MAC 2 167 121 778 .012 133 .150
MSE 1 .140 208 .085 811 131 .075
MSE 3 .160 201 -.029 782 141 122
MSE 2 204 268 .102 710 122 .063
MSI 3 .199 120 .067 154 .820 11
MSI 1 .164 229 .059 150 764 .072
MSI 2 213 .130 185 .089 .663 183
MSB 1 164 .030 .042 .098 174 .854
MSB 2 .163 .078 232 133 185 705
MSB 3 227 172 295 .034 -.003 .687

Notes: Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 6 iterations.

source: Author

Furthermore, retained factors were able to explain an acceptable 67.22% of the total variance (Table 4). For
social science studies an above 50 to 60% total variance explained value is adequate (Pett, Lackey, and Sullivn
2003; Matore, Khairani, and Adnan 2019). In addition, all items of each retained factor but one had above 0.50
communality values. Communality represents the proportion of the variable/item that is not attributed to the
variable/item’s uniqueness which is conceptualized as the sum of the specific variance and error variance. In
other words, it is the proportion or percentage of variance in a measured variable/item that is useful in defining
the canonical solution (Thompson 2000). Bruce Thompson (2004) also stated communality coefficients around
0.50 are adequate for larger sample size studies.
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Table 4.Total variance explained
Initial Eigenvalues Extraction Sums of Squared | Rotation Sums of Squared
Loadings Loadings
Total % of Cumul- | Total % of Cumul- | Total % of Cumul-
Principal Variance o0 0p Variance i or Variance g0 0p
Component
CCS 7.094 33.782 33.782 | 7.094 33.782 33,782 [2.995 14.26 14.26
MTR 2.199 1047 44252 | 2.199 1047 44252 ] 2.661 12.67 26.931
MAC 1.389 6.614 50.866 1.389 6.614 50.866 | 2.33 11.096 38.027
MSE 1.238  5.895 56.761 1.238  5.895 56.761 2.106 10.028 48.055
MSI 1.141 5.434 62.195 1.141 5434 62.195 | 2.04 9.714 57.768
MSB 1.055 5.026 67.221 1.055 5.026 67.221 1.985 9.452 67.221

Extraction Method: Principal Component Analysis.

Source: Author

4.2. Structural equation modeling (SEM) analysis

4.2.1. Measurement model

Measurement model is the first part of Structural Equation Modeling (SEM). CFA was done to examine both
convergent and divergent validity. The purpose of CFA is to confirm whether there is validity issue in the
hypothesized measurement model. IBM SPSS.Amos.24 was used for analysis. Fig. 1 shows SEM measurement
model of the study.
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Figure 1. Measurement Model

First, tests of multivariate outliers, data normality, Common Method Bias (CMB) and goodness-of-fit were
conducted. Outliers refer cases where its scores are substantially different from all other cases in a particular
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dataset. Usually, the Mahalanobis Distance (D2) is computed for each case to detect the presence of multivariate

outliers. Multivariate Outliers represent cases that have extreme values with reference to multiple variables.

Cases with the highest Mahalanobis Distance (D2) are the most likely candidates for existence of multivariate

outliers in a dataset (Byrne 2012). Analysis of results of the study indicated no presence of multivariate outliers

in this research. Further, normality of data was investigated using values of skewness and kurtosis. Garson (2012)
indicated that both skewness and kurtosis values that fall in the range -2/+2 show normality of data. Analysis of
results indicated skewness and kurtosis values fell in the range between -0.664 to -0.185 and -0.803 to 0.383

respectively. Thus, study data was normally distributed.

Common Method Bias (CMB) test was also performed using Herman’s single factor analysis. According to
Herman'’s single factor test presence of CMB is assumed if all items of an instrument load to one general factor
and whether the majority of the variance can be explained by the general factor (Podsakoff et al. 2003). Results
showed all items loading to a single general factor had only a 30.52% total explained variance. This reflects
absence of Common Method Bias (CMB) in this study. In addition, model goodness-of-fit tests explained that
hypothesized measurement model satisfied required suggested standard indices (Hu and Bentler 1999; Maydeu-
Olivares and Garcia-Forero 2010; Jain and Raj 2013; Malhotra, Lopez, and Veiga 2014). It was found that chi-
square value/degrees of freedom (CMIN/DF) =1.588 < 3, goodness-of-fit index (GFI) = 0.937 > 0.90, Adjusted
goodness-of-fit index (AGFI) = 0.916 > 0.90, comparative fit index (CFI) = 0.968 > 0.90, parsimony goodness-
of-fit index (PGFI) = 0.706 > 0.50, root mean square residual (RMR) = 0.040 < 0.05, Standardized root mean
square residual (SRMR) = 0.043 < 0.05 and root mean square error of approximation (RMSEA) = 0.039 < 0.05.
Thus, it is confirmed that all parameters indicated presence of model goodness-of-fit.

Then, the hypothesized measurement model underwent evaluation for measurement error using tests of
convergent and discriminant validity. Convergent validity is typically assessed by examining factor loadings,
average variance extracted (AVE) and composite reliability (CR). Common thresholds suggest acceptable
convergent validity when each factor loading is greater than 0.5, AVE is above 0.5, and CR exceeds 0.7 (Fornell
and Larcker 1981; Anderson and Gerbing 1988; Diamantopoulos and Siguaw 2000). However, Kline (2023)
suggests that factor loadings slightly below 0.5 might be acceptable if the corresponding AVE remains higher
than 0.5.

The Confirmatory Factor Analysis (CFA) results presented in Table 5 demonstrate strong convergent validity.
This is because both Average Variance Extracted (AVE) and Composite Reliability (CR) values exceed the
recommended thresholds of 0.50 and 0.70, respectively, for all variables. Additionally, CR values are
consistently higher than their corresponding AVE coefficients, further supporting the internal consistency of the
measurement model. Next, discriminant validity was confirmed using the Fornell-Larcker criterion (Fornell and
Larcker 1981). This criterion suggests that discriminant validity is achieved if the square root of each construct's
AVE is greater than its inter-construct correlation coefficients. As shown in Table 5, all square root values of
AVE were indeed higher than their corresponding correlations, indicating good discriminant validity. Hence,
findings support both convergent and discriminant validity, indicating the measures accurately capture the
intended constructs and effectively differentiate them from each other.

Table 5. Convergent and Discriminant Validity

Principal
components CR AVE MSI MTR MSE MAC MSB CCS

MSI 0.834 0.503 0.709*

MTR 0.824  0.539 0.539 0.734*

MSE 0.754 0.506 0.588 0.372 0.711*

MAC 0.788 0.553 0.537 0.660  0.398 0.744*

MSB 0.818  0.600 0.501 0.298 0.556 0.260  0.775%

CCS 0.766  0.524  0.589 0.529 0.494 0.526 0.363 0.724*

Note: CR - Composite reliability, AVE - average variance explained and * - square-root of
AVE

Source: Author

4.2.2. Structural model
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Structural Equation Modeling (SEM) was used to test hypothesized relationships. The core component of the
SEM is the structural model. In this study the structural model established the relationship between exogenous
latent variables (member self-efficacy, member accountability, member sense of place/belongingness and
member self-identity) and the endogenous variable (urban primary consumer cooperative sustainability). IBM
SPSS.Amos.24.0 was used for analysis. Fig. 2 shows SEM structural model of the study.
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Figure 2. Structural Model

Fit indices for the structural model indicated good overall fit. All indices fell within the recommended ranges for
acceptable model fit. Test results showed chi-square value/degrees of freedom (CMIN/DF) =1.588 < 3,
goodness-of-fit index (GFI) = 0.937 > 0.90, Adjusted goodness- of-fit index (AGFI) = 0.916 > 0.90, comparative
fit index (CFI) = 0.968 > 0.90, parsimony goodness-of-fit index (PGFI) = 0.706 > 0.50, root mean square
residual (RMR) = 0.040 < 0.05 and root mean square error of approximation (RMSEA) = 0.039 < 0.05.
Therefore, hypothesis testing using path coefficients of the structural model was allowed and, hence, undertaken.
All factors and regression weights covariances among each other were statistically significant (P<0.05).

Path analysis of the structural model test showed all of the five exogenous factors have positive significant
relationship with sustainability of urban primary consumer cooperative societies (Table 6). Member
accountability showed positive significant relationship with sustainability of urban primary cooperative societies
(SE=0.192, t-value=3.037 and p-value= 0.002). Hence, Hl was supported. Similarly, member self-efficacy is
confirmed having positive significant relationship with sustainability of urban primary cooperative societies
(SE=0.163, t-value=2.095 and p-value=0.036). Thus, H2 was supported. The third factor which is member self-
identity also showed positive significant relationship with sustainability of urban primary consumer cooperative
societies (SE=0.227, t-value=3.187 and p- value=0.001). sustainability of urban primary consumer cooperative
societies (SE=0.227, t-value=3.187 and p-value=0.001). Hence, H3 was supported.
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Table 6. SEM regression coefficients

Standardized | P-

Relationship Estimate (SE) value value Decision
Member
Accountability Urban Primary

HI0 — Consumer Sustainability 0.192 3.037 0.002 Supported
Member Urban Primary

H20 Self-efficacy — Consumer Sustainability 0.163 2.095 0.036 Supported
Member Urban Primary

H30 Self-identity — Consumer Sustainability 0.227 3.187 0.001 Supported
Member Sense of Urban Primary

H40  Place/Belongingness —  Consumer Sustainability — 0.244 3.265 0.001 Supported
Member Urban Primary

H50  Territoriality — Consumer Sustainability  0.163 2.165 0.030 Supported

Note: P<0.05

Source: Author

Further, the fourth factor which is member sense of place/belongingness also showed positive significant
relationship with sustainability of urban primary cooperative societies (SE=0.244, t-value=3.265 and p-
value=0.001). Thus, H4 was supported. The last factor, member territoriality, also indicated positive significant
relationship with sustainability of urban primary cooperative societies (SE=0.163, t-value=2.165, and p-
value=0.030). Hence, H5 was supported. Overall, findings indicated that the structural SEM model has a good
explanatory power (R?>=54.80%). This means psychological ownership latent variables were able to estimate
54.80% of the total variation in sustainability of urban primary consumer cooperatives.

5. Discussion

This study investigated the relationship between five dimensions of member psychological ownership and the
sustainability of urban primary consumer cooperatives in Ethiopia. The research, conducted during a period of
inflation-driven market volatility (a condition Ethiopia has faced since recent years), aimed to evaluate whether
members sense of psychological ownership, measured across five dimensions, relate to the sustainability of these
cooperatives.

Findings of the study highlighted that member sense of place/belongingness is the most important dimension that
is related to sustainability of urban primary consumer cooperative societies. This means members need to feel
they belong to and are comfortable with their cooperatives. Further, they need to feel their cooperatives as their
own homes which are struggling to thrive through testing times. Member self-identity is the next prominent
dimension that is related to sustainability of the target. It means that members need to feel their membership
defines who they are and need to feel their cooperative success as equivalent as their individual success. In
addition, they should be willing to defend criticisms on their cooperatives regardless in whatever situations they
are in. The study also indicated the third important dimension that relates to consumer cooperative sustainability
is member accountability. This means during periods of inflation-induced volatile market conditions members
need to develop the courage to challenge anyone if something get wrong in the cooperatives and they also need
to not be hesitant to tell their cooperatives if they saw something was done wrong. The fourth and fifth
dimensions were found to have comparable importance.

Member self-efficacy was found equally important as member territoriality to sustainability. Relating to self-
efficacy members need to develop the confidence on their abilities that they can set high performance goals,
contribute to the success and bring a positive difference in their cooperatives so that they can always be ready to
help sustainability of their organizations when an opportunity comes out. Lastly, study findings showed that
member territoriality dimension is also positively related to sustainability of urban primary consumer
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cooperatives. In this regard, it is worth noting that members need to protect properties and, beneficial ideas and
projects of their cooperatives from being stolen or used improperly by others. At the same time members need to
defend their member-owner rights not to be denied in their cooperatives so that they maintain their capacity to
help sustainability of their cooperatives.

To conclude, member psychological ownership measured in member accountability, member self-efficacy,
member self-identity, member sense of place/belongingness and member territoriality has a significant positive
relationship with sustainability of urban primary consumer cooperatives societies operating in Ethiopia.

6. Implications of the study

Findings of this research have many practical implications for urban primary consumer cooperatives members,
management, employees and the Ethiopian cooperatives commission (ECC) helpful in sustainability of urban
primary consumer cooperatives operating in Ethiopia. In Ethiopia many studies have been carried out on
cooperative societies and their members. To mention a few Kodama (2007) studied on economic importance of
cooperatives, Meniga (2015) studied about challenges and growth of cooperatives and Woldie (2015) researched
about the cooperative movement in Ethiopia. None of them have attempted to link member psychological
ownership and sustainability of urban primary consumer cooperatives. The current study attempts to fill this
research gap.

Member psychological ownership was evaluated using five dimensions as provided by Avey et al. (2009).
Findings indicated all dimensions viz. member accountability, member self-efficacy, member self-identity,
member sense of place/belongingness and member territoriality are positively significantly related to
sustainability of urban primary consumer cooperatives. Therefore, members, management and employees of
cooperatives, and the Ethiopian cooperative commission need to promote active member engagement,
particularly, in urban primary consumer cooperatives since their incorporation. Always they need to remember
that cooperatives are people centered organizations and their survival and resilience depend highly on their
members active involvement in the cooperative process (Birchall 2011).

Members are everything to their Consumer cooperatives. They are its owners, employees, suppliers and
customers (Diaz-Foncea and Marcuello 2015). Thus, investing in member education will pay off through
enhancement of member psychological ownership and ultimately ensuring sustainability of urban primary
consumer cooperative societies. Sustainability of cooperatives in general and consumer cooperatives in particular
is hinged on their fundamental principles. Principles of voluntary and open membership, democratic member
control, member economic participation and, autonomy and independence establish their cooperative identity
while member education and training principle is aimed at promoting effective member participation which is
the precondition for exercising member democratic control, the sixth principle. The seventh principle of
cooperation among cooperatives is vital to encourage members for cooperation with other cooperatives without
which they are prone to remain economically vulnerable; ultimately testing their resilience and sustainability.

7. Limitations of the study

There are some limitations to the current study that should be discussed here. One limitation of the study is that
data was collected from members of urban primary consumer cooperatives only. Hence, generalizing study
findings to other types of cooperative societies was not possible. Thus, future researchers can conduct the same
study on other types of cooperatives. In addition, management and employees were not included in the study.
This research opens doors for future studies to explore the influence of psychological ownership on cooperatives.
Potential areas of expansion include investigating different cooperative types, the experiences of employees, and
the perspectives of cooperative management.

References

Anderson, James C., and David W. Gerbing. (1988). Structural Equation Modeling in Practice: A Review and
Recommended Two-Step Approach. Psychological Bulletin 103 (3): 411-23.

Arayesh, Mohammad Bagher. (2017). The Relationship between Extension Educational and Psychological
Factors and Participation of Agricultural Co-Operatives’ Members (Case of Shirvan Chardavol County,
Ilam, Iran). International Journal of Agricultural Management and Development (IJAMAD) 7 (1): 79—
87. www.ijamad.iaurasht.ac.ir.

51



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Journal iy

Vol94, 2025 NSTE

Avey, James B, Bruce Avolio, Craig Crossley, and Fred Luthans. (2009). Psychological Ownership: Theoretical
Extensions, Measurement, and Relation to Work Outcomes. Journal of Organizational Behaviour
30:173-91. https://doi.org/10.1002/job.583.

Bandura, Albert. (1995). Self-Efficacy in Changing Societies. Edited by Albert Bandura. New York: Cambridge
University Press. www.cambridge.org/9780521474672.

Bandura, Albert. (1997). Self-Efficacy: The Exercise of Control. Edited by Christine Hastings. 1st ed. New York:
W.H. Freeman and Company.

Bentsen, Thomas. (2023). The Psychology of Ownership: Analysis of a Norwegian Worker Cooperative: A
Qualitative Study of How Shared Stock Ownership Shape’s Employee’s Attitudes Towards Their
Workplace. Norwegian University of Science and Technology.

Bertels, Stephanie, Lisa Papania, and Daniel Papania. (2010). Embedding Sustainability in Organizational
Culture: A Systematic Review of the Body of Knowledge. London, Ontario, Canada.

Bianchi, Michele, and Marcelo Vieta. (2020). Co-Operatives, Territories and Social Capital: Reconsidering a
Theoretical Framework. International Journal of Social Economics 47 (12): 1599-1617.
https://doi.org/10.1108/1JSE-03-2020-0135.

Birchall, Johnston. (2011). People-Centred Businesses: Co-Operatives, Mutuals and the Idea of Membership. 1st
ed. Houndmills, Basingstoke: Palgrave Macmillan. https://doi.org/10.1057/9780230295292.

Brown, Graham, Thomas B. Lawrence, and Sandra L. Robinson. (2005). Territoriality in Organizations.
Academy of Management Review 30 (3): 577-94. https://doi.org/10.5465/AMR.2005.17293710.

Bruce Thompson. (2004). Exploratory and Confirmatory Factor Analysis: Understanding Concepts and
Applications. 1st ed. Washington DC: American Psychological Association.

Byme, Barbara M. (2012). Structural Equation Modeling with Mplus: Basic Concepts, Applications and
Programming. New York: Taylor & Francis Group, LLC. www.taylorandfrancis.com.

C. Olckers. (2013). Psychological Ownership: Development of an Instrument. SA Journal of Industrial
Psychology/SA  Tydskrif Vir Bedryfsielkunde 39 (2): 1-13. https:/doi.org/dx.doi.org/10.4102/
sajip.v39i2.1105.

Cheung, Gordon W., Helena D. Cooper-Thomas, Rebecca S. Lau, and Linda C. Wang. (2023). Reporting
Reliability, Convergent and Discriminant Validity with Structural Equation Modeling: A Review and
Best-Practice Recommendations. Asia Pacific Journal of Management. https://doi.org/10.1007/s10490-
023-09871-y.

Diamantopoulos A., and J. A. Siguaw. (2000). Introducing LISREL: A Guide for the Uninitiated. Edited by
Daniel B. Wright. Journal of the Electrochemical Society. London: Sage Publications.
http://books.google.de/books?id=XeAB64z50wC%5Cnhttp://srmo.sagepub.com/view/introducing-
lisrel/SAGE.xml.

Diaz-Foncea, Millan, and Carmen Marcuello. (2015). Spatial Patterns in New Firm Formation: Are Cooperatives
Different? Small Bus Econ 44:171-87. https://doi.org/10.1007/s11187-014-9581-5.

Dyne, Linn Van, and Jon L. Pierce. (2004). Psychological Ownership and Feelings of Possession: Three Field
Studies Predicting Employee Attitudes and Organizational Citizenship Behavior. Journal of
Organizational Behavior 25 (4): 439-59. https://doi.org/10.1002/job.249.

Field, Andy P. (2009). Discovering Statistics Using SPSS: (And Sex and Drugs and Rock “n” Roll). SAGE
Publications.

Fornell, Claes, and David F. Larcker. (1981). Structural Equation Models with Unobservable Variables and
Measurement Error: Algebra and Statistics.

Garson, G. David. (2012). Testing Statistical Assumptions. Asheboro, NC: Statistical Associates Publishing.
www.statisticalassociates.com.

Henry F. Kaiser. (1960). The Application of Electronic Computers to Factor Analysis. Educational and
Psychological Measurement XX (1).

Hidayati, Nur, Rifki Hanif, and Hafid Aditya Pradesa. (2016). The Influence of Service Quality and Sense of
Belonging toward Members’ Participation in Co-Operative Enterprise. IOSR Journal of Business and
Management (IOSR-JBM) 18 (7): 56-65. https://doi.org/10.9790/487X-1807025665.

52



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Journal iy

Vol94, 2025 NSTE

Hu, Li Tze, and Peter M. Bentler. (1999). Cutoff Criteria for Fit Indexes in Covariance Structure Analysis:
Conventional Criteria versus New Alternatives. Structural Equation Modeling: A Multidisciplinary
Journal 6 (1): 1-55. https://doi.org/10.1080/10705519909540118.

ICA-AP. (2018). Co-operatives in the Changing World of Work. Kerala, India.

International Co-operative Alliance. 2015a. Co-Operative Governance Fit to Build Resilience in the Face of
Complexity. Brussels.

ICA. (2015). Guidance Notes to the Co-Operative Principles. Edited by David Rogers. International Cooperative
Alliance.

Jain, Vineet, and Tilak Raj. (2013). Evaluating the Variables Affecting Flexibility in FMS by Exploratory and
Confirmatory Factor Analysis. Global Journal of Flexible Systems Management 14 (4): 181-93.
https://doi.org/10.1007/s40171-013-0042-9.

Jussila, Iiro, Anssi Tarkiainen, Marko Sarstedt, and Joseph F. Hair. (2015). Individual Psychological Ownership:
Concepts, Evidence, and Implications for Research in Marketing. Journal of Marketing Theory and
Practice 23 (2): 121-39. https://doi.org/10.1080/10696679.2015.1002330.

Jussila, L., and P. Touminen. (2010). Exploring the Consumer Co-Operative Relationship with Their Members:
An Individual Psychological Perspective on Ownership. International Journal of Cooperative
Management 5 (1). https://doi.org/10.25215/0402.074.

Kline, Rex B. (2023). Principles and Practice of Structural Equation Modeling-. Edited by David A. Kenny and
Todd D. Little. 5th ed. Vol. 379694768. New York: The Guilford.

Kodama, Yuka. (2007). New Role of Cooperatives in Ethiopia: The Case of Ethiopian Coffee Farmers
Cooperatives. African Study Monographs Supplementary Issue. Vol. 3s.
http://hdl.handle.net/2433/68489.

Lewicka, Maria. (2011). Place Attachment: How Far Have We Come in the Last 40 Years?. Journal of
Environmental Psychology 31 (3): 207-30. https://doi.org/10.1016/j.jenvp.2010.10.001.

Lewis, E. St. Elmo. (1937). A Critique of Consumer Cooperative Theory and Practice. The Annals of the
American Academy of Political and Social Science 191:192-201.

Lund, Margaret. (2013). Cooperative Equity and Ownership: An Introduction. Edited by Lynn Pitman.
University of Wisconsin Centre for Cooperatives. http://www.uwcc.wisc.edu/pdf/Cooperative Equity
and Ownership.pdf.

Malhotra, Naresh K., Evandro Luiz Lopez, and Recardo Teixeira Veiga. (2014). Structural Equation Modeling
with  Lisrel: An  Initial Vision. Brazilian Journal of Marketing-BIM 13 (2).
https://doi.org/10.5585/bjm.v13i2.2698.

Martinovi¢, Borja, and Maykel Verkuyten. (2024). Collective Psychological Ownership as a New Angle for
Understanding Group Dynamics. European Review of Social Psychology 35 (1): 123-61.
https://doi.org/10.1080/10463283.2023.2231762.

Matore, Ewan Mohd, Ahmad Zamri Khairani, and Rafidah Adnan. (2019). Exploratory Factor Analysis (EFA)
for Adversity Quotient (AQ) Instrument among Youth. Journal of Critical Reviews 6 (6): 234-42.
https://doi.org/10.22159/jcr.06.06.33.

Maydeu-Olivares, A., and C. Garcia-Forero. (2010). Goodness-of-Fit Testing. International Encyclopedia of
Education 7:190-96. https://doi.org/10.1016/B978-0-08-044894-7.01333-6.

Meniga, Muthyalu. (2015). Growth and Challenges of Cooperative Sector in Ethiopia. IJSR-International Journal
of Scientific Research 4 (3): 351-56.

Narcikara, Elif Baykal. (2017). Psychological Ownership in Family Business in the Light of Social Identity
Theory. International Journal of Research in Social Sciences 7 (9): 520-45. http://www.ijmra.us.

Novkovic, Sonja, Anu Puusa, and Karen Miner. (2022). Co-Operative Identity and the Dual Nature: From
Paradox to Complementarities. Journal of Co-Operative Organization and Management 10 (1): 100162.
https://doi.org/10.1016/j.jcom.2021.100162.

Nurtjahjani, Fullchis, Ridolof Wenand Batilmurik, Ayu Fury Puspita, and Jappy Parlindungan Fanggidae. (2021).
The Relationship Between Transformational Leadership and Work Engagement. Moderated Mediation
Roles of Psychological Ownership and Belief in Just World. Organization Management Journal 19 (2):

53



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Journal iy

Vol94, 2025 NSTE

47-59. https://doi.org/10.1108/OMJ-03-2021-1169.

Olckers, C., and E. Koekemoer. (2017). Linking Psychological Ownership with Subjective Career Success and
Positive Work-Related Outcomes. In Theoretical Orientations and Practical Applications of
Psychological Ownership, edited by Chantal Olckers, Llewellyn van Zyl, and Leoni van der Vaart, 1-20.
Springer International Publishing AG. https://doi.org/10.1007/978-3-319-70247-6 2.

Peck, Joann, and Suzanne B. Shu. (2009). The Effect of Mere Touch on Perceived Ownership. Journal of
Consumer Research 36 (3): 434-47. https://doi.org/10.1086/598614.

Pett, Marjorre A., Nancy R. Lackey, and John J. Sullivn. (2003). Making Sense of Factor Analysis: The Use of
Factor Analysis for Instrument Development in Health Care Research. Edited by Sanford Robinson and
Karen Wiley. California: SAGE Publications, Inc.

Pierce, J. L., T. Kostova, and Kurt T. Dirks. (2003). The State of Psychological Ownership: Integrating and
Extending a Century of Research. Review of General Psychology 7 (1): 84-107.
https://doi.org/https://doi.org/10.1037/1089-2680.7.1.84.

Pierce, J. L., T. Kostova, and K.T. Dirks. (2001). Toward a Theory of Psychological Ownership in Organizations.
The Academy of Management Review, Vol. 26, No. 2. pp. 298-310.

Pierce, Jon L., and liro Jussila. (2011). Psychological Ownership and the Organizational Context: Theory,
Research Evidence, and Application. Edited by Cary L. Cooper. Cheltenham, UK: Edward Elgar
Publishing Limited. https://doi.org/2011925764.

Pierce, Jon L., and J. Peck. (2018). The History of Psychological Ownership and Its Emergence in Consumer
Psychology. In Psychological Ownership and Consumer Behavior, edited by Joann Peck and Suzanne B.
Shu, 1-18. Springer International Publishing AG. https://doi.org/10.1007/978-3-319-77158-8.

Pierce, Kostova, and Dirks. (2003). The State of Psychological Ownership. Review of General Psychology, no.
314, 1-69.

Podsakofft, Philip M., Scott B. MacKenzie, Jeong Yeon Lee, and Nathan P. Podsakoff. (2003). Common Method
Biases in Behavioral Research: A Critical Review of the Literature and Recommended Remedies.
Journal of Applied Psychology 88 (5): 879-903. https://doi.org/10.1037/0021-9010.88.5.879.

Pritchard, G. Yakar, and K. Tunca Caliyurt. (2021). Sustainability Reporting in Cooperatives. Risks. 9 (117).
https://doi.org/10.3390/risks9060117.

Rau, Sabine B., Armndt Werner, and Sabrina Schell. (2018). Psychological Ownership as a Driving Factor of
Innovation  in Older  Family Firms. Journal of  Family  Business Strategy.
https://doi.org/10.1016/j.jtbs.2018.03.001.

Roccas, Sonia, Lilach Sagiv, Shalom H. Schwartz, and Ariel Knafo. (2002). The Big Five Personality Factors
and Personal Values. Personality and Social Psychology Bulletin 28 (6): 789-801.
https://doi.org/https://doi.org/10.1177/0146167202289008.

Rodriguez-Oramas, Alfonso, Ana Burgues-Freitas, Mar Joanpere, and Ramén Flecha. (2022). Participation and
Organizational Commitment in the Mondragon Group. Front. Psychol. 13 (March).
https://doi.org/10.3389/fpsyg.2022.806442.

Tabachnick, Barbara G., and Linda S. Fidell. (2013). Using Multivariate Statistics. Edited by Craig Campanella,
Jessica Mosher, and Stephen Frail. 6th ed. New Jersey: Pearson Education, Inc.

Tajfel, Henri. (1982). Social Psychology of Intergroup Relations. Ann. Rev. Psychol. 33:1-39.

Tak, Sangdong. (2017). Cooperative Membership and Community Engagement: Findings from a Latin American
Survey. Sociological Forum 32 (3): 566—86. https://doi.org/10.1111/socf.12349.

Talonen, Antti Paavali, Liro Jussila, Pasi Tuominen, and Lasse Koskinen. (2018). Failing to Develop a Sense of
Ownership: A Study in the Consumer Co-Operative Context. Cogent Business & Management 5 (1): 1—
20. https://doi.org/10.1080/23311975.2018.1540916.

Thompson, Bruce. (2000). Cannonical Correlation Analysis. In Reading and Understanding More Multivariate
Statistics, edited by Laurence G Grimm and Paul R Yarnold, 285-316. Washington DC: American
Psychological Association.

USDA. (2001). Cooperatives: What They Are and the Role of Members, Directors, Managers, and Employees.
Edited by Patrick Duffey and James Wadsworth. Washington DC.

54



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Journal iy

Vol94, 2025 NSTE

Wadesango, N., and Q. Mabunda. (2017). Sustainability of Cooperatives: Issues and Challenges. International
Journal of Sciences and Research 73 (11): 231-66. https://doi.org/10.21506/j.ponte.2017.11.15
International.

Woldie, Mesganaw Kifelew. (2015). Reconceiving Cooperatives: The Case of Ethiopia. University of Warwick.
http://go.warwick.ac.uk/wrap/77606.

55



