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The premise of this study is the in-depth exploration and investigation o f the nature 

of Ethical Decision Making (EDM) in marketing research. More specifically, this 

research is concerned with exploring the understanding and the holistic 

conceptualisation of Ethical Decision Making (EDM) through the investigation of 

different moral agents in marketing research in the United Kingdom. In particular, 

marketing research researchers’ (MR researchers) and marketing research 

respondents’ (MR respondents) ethical judgements and behavioural intentions have 

been investigated based on two marketing research techniques that generate ethical 

issues; neuromarketing [NM] and autoethnography [AE], Despite the examination of 

the two aforementioned moral agents, at the heart of this thesis has been the 

investigation of MR researchers’ (un)willingness to adopt or practice (i.e. 

behavioural intentions) these marketing research techniques. This study employed a 

qualitative design and was initiated on descriptive behavioural ethics, in order to 

investigate MR researchers’ behavioural intentions, while it has a nonnative purpose 

towards norm generation in the field. Thus, the Theory of Planned Behaviour’ and 

the ‘General Theory of Marketing Ethics’ (i.e. H-V model) were applied for the 

initial theoretical considerations of this thesis. By utilising descriptive and nonnative 

ethical accounts, this study has found that Ethical Decision Making (EDM) in 

marketing research is grounded in a social contract ethics foundation of a 

multidimensional structural functionalistic premise. Within this ethical setting the 

MR researcher is considering the MR respondent’s decision making processes with 

regards to norm generation, governed by social consensus, social proof and
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conformity. This results from a multidimensional interdependent social interaction of 

the two moral agents. Finally, this thesis concludes that Ethical Decision Making 

(EDM) in marketing research is not conceptualised in a linear progressive manner, 

but it consists of numerous constructs that fit with each other in a rather loosely 

coupled modular manner depicting a rather complex and dynamic system of multi

layered factors and multi-dimensional constructs.
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“The most difficult aspect o f making ethical
decisions is the

“ought” factor. It is not simply ethically enough 
to do what we think is good or 

right—it is doing what we ought to do in context”

(Vivien-Byrne and Hunt, 2014, p.9)
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Chapter 1: Introduction



1.1 Introduction

The premise of this thesis is to seek an understanding of the nature of Ethical 

Decision Making (EDM) in marketing research. More specifically, this research is 

concerned with exploring the understanding and the holistic conceptualisation of 

EDM through the investigation of different moral agents’ EDM in marketing 

research in the UK, with the main focus being on the MR researchers’ ethical 

judgements and behavioural intentions over practising two chosen marketing 

research techniques; neuromarketing and autoethnography. Neuromarketing is the 

use o f brain scans and brain imagining for monitoring brain activities and the 

neurophysiology of the brain during market-related decision-making processes 

(Wierenga, 2008), while autoethnography is a narrative research technique in which 

the researcher’s personal subjective experience is explored. It differs from 

ethnography in that it focuses on the researcher’s experience rather than in the 

observation of others’ experiences (Hackley, 2007; Tolich, 2010).

These two marketing research techniques were chosen because they are 

methodologically on either side of the quantitative and qualitative contemporary 

marketing studies, respectively. At the same time due to their complex nature and 

the unknown consequences they bring about, they are likely to raise ethical 

dilemmas and issues. Considering the above, the present study’s aim is to investigate 

MR researchers’ (un)willingness to practise marketing research techniques that 

trig8er ethical issues in a social setting, with implications fo r norm generation in 

marketing research practice. Thus, the present thesis is structured around the 

following three research questions:
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Research Question 1: How does a MR researcher make a decision on whether to 

adopt, or not, a particular technique that raises ethical dilemmas/issues?

Research Question 2: How is the MR researcher’s EDM process conceptualised 

when influenced by other moral agents, such as the MR respondents?

Research Question 3: What other factors influence, and in what way, the MR 

researcher’s behavioural intention whether to adopt a particular techniques that raises 

ethical dilemmas/issues?

The aim of this chapter is to present an outline of the research which is to be 

discussed over the next eight chapters. This introduction begins by presenting the 

importance of the study. Also, the aims of the investigation will be highlighted. This 

is followed by an overview of the research methodology and a brief explanation of 

the research structure.

1.2 The background, the importance and the aims of the research

Marketing research, as one of the functions of marketing, has been found to be one 

of the most troubling with regards to causing and presenting ethical dilemmas (Lund, 

2001). Debates and discussions about the ethicality of different marketing research 

practices, tactics, methods and methodologies have often attracted publicity (Philips, 

2010). One of the first scholarly works investigating ethics in marketing research 

was published by Crawford in 1970, and later on Akaah and Riordan (1989) study in 

attitudes towards marketing research practices followed-up. However, since Akaah 

and Riordan study, attitudes have evolved (Ibrahim, Angelidis & Tomic, 2009), the 

ethical environment has changed, and technology has progressed particularly in the 

way data are collected and analysed in marketing research. For years, marketing
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research practices have attracted attention, as they have occasionally triggered 

negative publicity through published marketing research scandals (McKinney, 

2010). The way a company conducts its marketing research can have serious ethical 

repercussions, impacting on the lives of consumers in ways that have yet to be fully 

understood. Further, companies can be faced with a public backlash if their 

marketing research practices are perceived as unethical. This in turn highlights the 

importance of ethics in marketing, and thus influences the strategic decision-making 

processes of different moral agents engaged or influenced by marketing research 

tactics.

In the literature, the ethics in marketing research have extensively been examined 

from the marketing research professionals’ perspective, while key stakeholders 

suffering from unethical marketing practices have been ignored, such as the general 

public (Aggarwal, Vaidyanatha & Castleberry, 2012) and the individuals who act as 

respondents in marketing research studies. At the same time, prior research has 

failed to systematically consider how the general public views the conduct of 

marketing research (Vitell. 2003). Simultaneously disapproval of unethical practices 

in marketing research has grown extensively (Aggarwal, Vaidyanatha & Castleberry, 

2012). Nowadays, one of the most serious ethical considerations involved in 

marketing research is invasion of privacy. For competition purposes, companies 

have an unprecedented ability to collect, store and match information relating to 

customers that can infringe on a person’s right to privacy. In many instances, the 

customer does not know or understand the extent of the company’s infiltration into 

his life. The company uses this information to reach the customer with targeted 

advertising, but the process of targeting can have an adverse effect on personal 

freedom (Masters, 2014).
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Furthermore, theoretical elements and constructs, as well as techniques and 

methodologies from disciplines such as anthropology and sociology, cognitive 

psychology and psychophysiology, and more recently cognitive neuroscience, have 

made their presence noticeable in the marketing research domain (Wierenga, 2008) 

making the current situation in marketing research more challenging for the MR 

researchers as they might become more vulnerable and less informed or even less 

bearing autonomy. Nowadays, this integration of other disciplines in marketing 

research emphasises on the interdisciplinary nature of marketing research (Wierenga, 

2008) and the ethics surrounding it. While interdisciplinary research in marketing 

has the potential to offer greater insights into consumers’ behaviours and 

motivations, to date, has generated questions and debates in respect of 

methodological and ethical concerns (Kimmel, 1998; Wierenga, 2008, Aggarwal, 

Vaidyanathan and Castleberry, 2012) in marketing overall marketing field and in 

particular in marketing research. Particularly these ethical and methodological 

concerns arise from the current complex nature of marketing research and from the 

uncertainties generated due to deficiencies in expertise and lack of information in 

terms of the marketing research conduct. The increased methodological and ethical 

concerns in research for marketing impose threats to the idea of what good and 

responsible marketing research practice is (Malhotra & Birks, 2007). These threats 

in turn, may create uncertainties or even generate controversies regarding the 

validity, the reliability, the quality, and the ethicality of the interdisciplinary research 

conducted in the marketing field. As a result, any knowledge produced, either 

theoretical or empirical, appears dubitable.

Given these widely acknowledged issues, and accepting the importance marketing 

research has on the overall marketing and the business sustainability, the present
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study investigates ethical decision making (EDM) of two marketing research moral 

agents (i.e. MR researchers and MR respondents from the general public) on two 

marketing research scenarios (based on neuromarketing and autoethnography) to 

provide an in-depth understanding in this respect and an insight towards a future 

agenda in marketing research ethics. In particular, EDM has been extensively 

investigated in the literature, it has thus far been from a descriptive and positivistic 

approaches. These scholars though fall short in providing elicitations and an in-depth 

understanding of EDM in a socially dynamic context and a topical field, as 

contemporary marketing research appears to be. The present study however is 

interested in an in-depth understanding of EDM in marketing research in a holistic 

manner looking for rich information by investigating current marketing research 

practices.

The present research provides an in-depth understanding of what two different moral 

agents consider as important in making decisions in ethical matters generated by two 

different marketing research techniques and an understanding of their interaction in 

marketing research. The purpose for doing so is formulated around the aspiration to 

provide normative implications for the MR researchers when considering adopting 

research techniques that generate ethical issues and dilemmas. The European Society 

for Opinion and Marketing Research (ESOMAR) has also highlighted that the 

evolving marketing research environment needs an update in ethical considerations 

for the practice of good marketing research (ESOMAR, 2011). The current study 

thus, is of particular importance as it can present information for the above 

considerations, by providing insight and a holistic conceptualisation of EDM of 

salient moral agents responsible for marketing research conduct (i.e. MR 

researchers). Therefore, the present study’s aim is to investigate MR researchers’
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(un) willingness to practise marketing research techniques that trigger ethical 

issues in a social setting, with implications fo r norm generation in marketing 

research practice. For this purpose, MR respondents’ EDM is also taken into 

account. Ultimately, this study aims to investigate EDM in marketing research 

considering different moral agents’ perspectives in the same social setting. Thus, this 

aim is constructed around three research objectives:

Objective 1: To develop a theoretical understanding of MR researchers’ decision

making process in an ethical context.

Objective 2: To investigate the social implications (i.e. as reflected by the 

considerations of the MR respondents) of MR researchers’ decisions in ethical 

situations.

Objective 3: To investigate individual, situational and contextual factors that 

influence the formulation of decisions made in ethical matters in marketing research.

In order to achieve the aforementioned research objectives, and ultimately the 

research aim, this study aims to answer the following research questions in order to 

shed light to three areas a) the behavioural, cognitive and emotional 

conceptualisations to be made, b) social conceptualisations to be made and c) 

contextual conceptualisations to be made. There are outlined below:

Research Question 1: How does a MR The answer to this question sheds light

researcher make a decision on whether to on the holistic conceptualisation and

adopt, or not, a particular technique that theorisation of EDM as a process, by

raises ethical dilemmas/issues? examining behavioural, cognitive and

------------------------------------------- .--------------- .-----------------------------------------------------------------

emotional conceptualisations.
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Research Question 2: How is the MR

researcher’s EDM process 

conceptualised when influenced by other 

moral agents, such as the MR 

respondents?

The answer to this question sheds light 

on the conceptualisations and 

theorisations of the social influences and 

the social context in EDM process.

Research Question 3: What other The answer to this question maps the

factors influence, and in what way, the exploratory individual, contextual and

MR researcher’s behavioural intention situational influences over the

whether to adopt a particular techniques behavioural intentions as the core

that raises ethical dilemmas/issues? construct in EDM.

In order for the researcher to achieve the above research objectives and be able to 

answer the research questions, a particular research design has been employed. The 

next section elaborates on this.

1.3 Overview of the research design and methodology

This research adopted a realism research philosophy to explore the decisions made in 

marketing research in ethical matters as captured from two different marketing 

research moral agents; the MR researchers and the MR respondents. This suggested 

the use o f qualitative research methods to achieve the objectives of the study. Thus, 

semi-structured in-depth interviews were used to explore the richness of EDM in 

marketing research. In addition, the use of semi-structured interviews was 

appropriate to uncover gaps in the conceptualisation o f EDM theorisation and 

practice. As a result, a deeper and richer understanding of the nature of EDM in 

marketing research was gained. In this research eleven MR researchers and ten MR
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respondents, all in the UK, were interviewed. Furthermore, the researcher of this 

study developed marketing research scenarios for the interviews and employed 

dialectic inquiry and indirect questioning during the interviews. Lastly, the analysis 

of the data collected was conducted through thematic analysis, leading to a 

synthesised picture of EDM in marketing research.

1.4 The structure of the thesis

The thesis consists of nine chapters in total, eight of which follow after this chapter. 

The content of these chapters is summarised as follow:

Chapter Two: Investigates the evolution of the marketing research industry and the 

marketing research practice. It examines the ethical issues raised and intensified in 

the current marketing research conduct by focusing on two research techniques (i.e. 

neuromarketing and autoethnography), paving the way to the contextualisation and 

the operationalisation of the current study.

Chapter Three: Reviews the literature on the philosophical underpinnings of ethics 

in the marketplace, the literature on ethical decision making models in business, 

marketing and marketing research. In addition, core factors and constructs affecting 

and forming decisions in ethical situations are also reviewed as presented through 

the empirical literature.

Chapter Four: Reviews and syntheses the literature in the behavioural theorisations 

of ethical decision making. It synthesises the contextualisations and presents the 

theoretical foundations and the gaps deriving from the review of the particular 

scholarly literature. The final section of the chapter represents the initial themes that 

theoretically operationalise the investigation of this study.
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Chapter Five: Discusses the methodology adopted in this research. It begins by 

presenting the main research paradigms and approaches. These are followed by a 

clear justification for the qualitative research approach and the strategy adopted in 

this study. Research sampling, data collection and data analysis are thoroughly 

considered. Finally, the research credibility issues are highlighted.

Chapter Six: Presents the research findings from the interviews conducted with the 

MR researchers with regard to the understanding of their EDM. The particular 

chapter sets the foundations in understanding EDM from a social setting perspective, 

while it presents the complexity and the non-linearity of EDM.

Chapter Seven: Presents the research findings from the interviews conducted with 

the MR respondents with regard to the understanding of their EDM and how it fits to 

the MR researchers’ ethical judgements and behavioural intentions in marketing 

research. This chapter sheds light on the normative considerations in marketing 

research conduct.

Chapter Eight: Summarises and synthesises the main findings, while it discusses 

them in relation to the literature review. It also considers revising the initial 

conceptual framework in the light of the research findings. The revised conceptual 

framework reflects on the conceptualisation of EDM in marketing research and 

identifies the factors that have an impact on behavioural intentions’ formulation in 

ethical considerations as derived from the research findings. The chapter concludes 

with a synthesised picture of EDM in marketing research as captured by the two 

interdependent and interacting moral agents in marketing research; the researcher 

and the respondent.
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Chapter Nine: Provides the research conclusions. It presents the research 

contributions to EDM theorisation, methodology and practice and the normative 

propositions to be made in marketing research. It also presents a reflection on the 

research questions based on the findings. It also highlights the research limitations 

and recommendations for future research in the field of marketing research, but not 

limited to.

1.5 Summary

This chapter highlighted the importance of this research by identifying the main 

reasons for conducting the study. It identified that there is a lack of research depth on 

Ethical Decision Making (EDM) theorisation in marketing research due to the 

absence o f inductive inference in the field and the lack of insight in the evolving 

nature of marketing research. Most importantly, this chapter drew attention to the 

paucity o f research on a holistic investigation of EDM premises. Therefore, this 

thesis will focus on investigating in-depth the understanding and conceptualisation 

of EDM in the context of marketing research in the UK, and its role in developing 

over normative ethics considerations. In other words, this thesis attempts to gain an 

understanding of the nature of EDM in marketing research in an in-depth holistic 

manner by incorporating the perspectives of two interrelated moral agents in the 

aforementioned social setting. Also presented in this chapter are a brief description 

of the research methodology and an outline of the structure of the thesis, based on 

the research questions and the research objectives introduced.
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Chapter 2: The context of the present study - 
The evolution of marketing research 

techniques and reconsiderations for ethics
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2.1 Introduction

During the last four decades, research in marketing has evolved (Kimmel, 1998; 

Proctor, 2005; Schmidt & Hollensen, 2006; Malhotra & Birks, 2007; Wierenga, 

2008). The most crucial influential factor to this evolution is the insertion of a) 

theoretical constructs and elements, b) methods and methodologies from different 

disciplines into the research in marketing, and c) the changes in technology. Such 

evolutions in marketing research together with new insights have imposed questions 

on the ethics of marketing research, thus creating a topical marketing research 

context. Considering this, the present chapter reviews and presents the new arena in 

marketing research practice and conduct.

Theoretical elements and constructs, as well as methods and methodologies from 

disciplines such as anthropology and sociology, cognitive psychology and 

psychophysiology, and more recently cognitive neuroscience, have made their 

presence noticeable in the marketing research domain and in the marketing field in 

general (Wierenga, 2008). Nowadays, this evolution is emphasised through the 

interdisciplinary nature of marketing research (Wierenga, 2008). While this 

interdisciplinary research in marketing has the potential to offer great findings and 

achievements, to date; it has generated questions and debates in respect of 

methodological and ethical concerns (Kimmel, 1998; Wierenga, 2008, Aggarwal, 

Vaidyanathan & Castleberry, 2012). In particular, ethical concerns are arising from 

the complexity o f current practices of marketing research and the unknown 

consequences brought about by such practices, while methodological concerns are 

generated around the reliability and validity of new marketing research techniques.

In turn, these ethical and methodological concerns in research in marketing impose
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threats to the idea of what good and responsible marketing research practice is 

(Malhorta & Miller, 1998; Malhotra & Birks, 2007). These threats, in turn, may 

create uncertainties or even generate controversies regarding the sustainability and 

the ethicality of the interdisciplinary research conducted in the marketing field. As a 

result, any knowledge produced, either theoretical or empirical, may appear dubious.

The present research aims to shed light on the aforementioned concerns in the 

evolving marketing research by providing an in-depth understanding of what 

different moral agents consider as important in making decisions in ethical matters 

generated in contemporary marketing research. At the same time this study aspires to 

provide normative contributions and propositions in marketing research ethical 

guidelines. Particularly ESOMAR (The European Society for Opinion and Market 

Research) has identified the evolving marketing research environment and the need 

for an update in ethical guidelines, and for that reason they have published a 

document of 36 questions raised1 for the use of neuroscience for marketing research 

purposes (ESOMAR, 2011). The current study will provide information for 

answering such questions, by providing insight into the issues raised in contemporary 

marketing research and into the influences on the decisions made in a topical context 

such as ethical decision making in marketing research.

Specifically, it is widely accepted that marketing is an ethically sensitive field

(Baumhart, 1961; Hunt, Chonko & Wilcox, 1984; Akaah & Riordan, 1989;

Michaelides & Gibbs, 2006), since its predominant purpose is persuasion, which in

1 The questions were developed on the evolving marketing research using neuroscientific 
techniques. The questions were raised on industry's and company's profile, the research setting, the 
experience and the education of the staff, the techniques portfolio, sampling implications, ethical 
considerations, restrictions and constraints, compliance with law and marketing industry standards, 
reliability, credibility and validity.
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turn may impose threats to free-will. Marketing research ‘serves’ this persuasive 

nature o f marketing by providing information as to how people can be persuaded and 

which specific criteria people might be persuaded by. Moreover, the ethically 

sensitive nature of marketing partially derives from the ethical issues in marketing 

research that are associated with the stakeholders involved in or affected by 

marketing practices (Lund, 2001). Specifically, in the case of basic2 marketing 

research, the ethical issues are mainly generated in the relationship between 

experimenter/interviewer and subject/respondent (Kimmel, 1996). In contrast, in the 

case of applied3 marketing research, the ethical issues extend to a range of 

relationships, such as researcher-client firm/user, or researcher-the general 

community/society (Kimmel, 1996; Malhotra &Miller, 1998). The present study 

aims to tackle both basic and applied interdisciplinary marketing research issues and 

for this reason the focus is on two marketing research scenarios, one representing 

qualitative basic marketing research (autoethnography) and the other quantitative 

applied marketing research (neuromarketing). For both scenarios, the relation 

between researcher/interviewer/experimenter and subject/respondent coming from 

the general community/society is investigated.

Furthermore, the ethical intensity in marketing research is increased even more when 

new dilemmas from other fields enter the marketing domain (e.g. ethical dilemmas 

that are linked to medical ethics) or when existing ones become more intense (e.g. 

not fully informed consent, and pressures to design a research technique for 

particular marketing decision or to enhance a political position). Therefore, in the 

current evolving marketing environment (Wierenga, 2008) both the ethical dilemmas

2 The research carried out to increase understanding of fundamental principles (Kimmel, 1996).
3 The systematic research inquiry that involves the practical application of science (Kimmel, 1996).
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that arise and the existing ones, question the permissibility of the contemporary 

marketing research practice. For the above reasons, the following sections (2.2 & 2.3) 

review the most recent evolutions in marketing research methodology deriving from 

a) anthropology and sociology (mainly qualitative), and b) neuroscience (mainly 

quantitative) presenting in detail the two marketing research techniques utilised, for 

contextualisation purposes, in the present study. After that, section 2.4 reviews the 

ethical issues and dilemmas deriving from the combination of marketing and the 

aforementioned scientific domains, regarding the key stakeholders that practice, 

either actively or passively, research for marketing 

researcher/interviewer/experimenter and respondent/subject/public/society.

For over a decade, marketing has been seen to adopt an increasingly consumer

centric approach and a market-orientated philosophy (Wierenga, 2008). As a result, 

numerous methods and methodologies, which derive from other fields, have been 

engaged for research that can provide better insight into the consumers' changing 

needs and wants. Better insight offers a competitive edge, thus companies in a highly 

competitive market will tend to experiment towards marketing research techniques 

that can increase their competitiveness towards their competitors offerings. The next 

section elaborates on two research techniques chosen to be utilised for the 

contextualisation of the present study; autoethnography and neuromarketing. The 

two techniques were chosen as they are methodologically on the either side of 

qualitative and quantitative studies, while each one represents an example o f basic 

marketing research technique and an example of applied marketing research 

technique. In addition they are both interdisciplinary, as one has roots in social
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anthropology and the other one has roots on neurophysiology and neuroscience, 

while at the same both techniques generate ethical issues that overlap.

2.2 Contemporary qualitative influences in marketing research

Sociology and anthropology have been two of the main fields to offer instruments 

and tools for qualitative research in marketing (Proctor, 2005). Qualitative marketing 

research techniques, such as focus groups (that have roots in sociology), observation 

and ethnographic research (that have roots in anthropology) have widely been used 

for drawing promotional strategies and advertising techniques (Proctor, 2005; 

Malhotra & Birks, 2008). More recently, another trend in qualitative research in 

marketing under the term ‘autoethnography’ has emerged (Hackley, 2007; Tolich, 

2010). Autoethnography is a narrative research technique in which the researcher's 

personal subjective experience is explored. It differs from ethnography in that it 

focuses on the researcher’s experience rather than in the observation of others’ 

experiences (Hackley, 2007; Tolich, 2010), and the researcher becomes the 

researcher and the respondent of the research concurrently (Figure 1 ).

17



Figure 1: Autoethnographic and other forms of marketing research

Lastly, autoethnography is considered an ethically challenging research technique in 

general (Clandinin and Connelly, 2000; Chang, 2008; Tolich, 2010), as well as for 

research in marketing (Hackley, 2007). Issues such as the ethical awareness o f the 

researcher, the agenda and the unclear goals of the study (Ellis & Bochner, 2006), the 

commitment of the researcher, question the ethical hypostasis (Anderson, 2006a; 

2006b) of autoethnography. O f more concern is the fact that there is ‘little consistent 

ethical guidance for novice autoethnographers’ (Tolich, 2010, p. 1600), and
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marketing researchers can fall into this categorisation (Hackley, 2007). Additionally, 

ethical issues in the case of autoethnography, are generated towards the impact of the 

research on the autoethnographer. However other issues can also be raised related to 

the informed consent, the consultation provisions and the level of participant’s 

vulnerability. To address these issues Tolich (2010) published ten guidelines for 

autoethnographers. These guidelines are summarised in the Table 1.

Table 1: Ten Foundational Guidelines for Autoethnographers (Adopted from
Tolich (2010) p. 1607-1608).

C onsent 1. R e sp e c t  p a r tic ip a n ts ' a u to n o m y  a n d  v o lu n ta r y  n a tu r e  o f  
p a r tic ip a tio n , a n d  d o c u m e n t  th e  in fo r m e d  c o n se n t  p r o c e s s e s  th a t  
a r e  fo u n d a tio n a l to  q u a lita t iv e  in q u ir y  (C o n g ress  o f  Q u a lita tiv e  
Inquiry', 2 0 0 7 ) .
2. P ra c tise  'p ro cess  c o n se n t' ch eck in g  a t  ea ch  s ta g e  to  m a k e  su r e  
p a r t ic ip a n ts  s t ill  w a n t  to  p a r t  o f  th e  p r o je c t  (E llis, 2 0 0 7 ) .
3. R eco g n ize  th e  con flic t o f  in te r e s t  or c o e r c iv e  in flu e n c e  w h e n  
s e e k in g  in fo r m ed  c o n se n t  a fter  w r it in g  th e  m a n u s c r ip t  (Jago, 2 0 0 2 ;  
R am bo, 2 0 0 7 )

C onsultation 1. C o n su lt  w ith  o th e r s  (e.g . In s titu tio n a l R e v ie w  B oard  or R e se a r c h  
E th ics B oard ) (C hang, 2 0 0 8 ;  C o n g ress o f  Q u a lita tiv e  Inquiry', 2 0 0 7 ) .
2 . S h o u ld  n o t p u b lis h  a n y th in g  y o u  w o u ld  n o t  s h o w  t h e  p e r s o n s  
m e n tio n e d  in  th e  r e p o r t  (M edford , 2 0 0 6 ) .

V ulnerability 1. B e w a r e  o f  in te r n a l co n fid e n tia lity ;  th e  r e la t io n sh ip  a t  r isk  is  n o t  
w ith  th e  r e s e a r c h e r  e x p o s in g  c o n f id e n c e s  to  o th e r s , b u t  
c o n fid e n c e s  e x p o se d  a m o n g  th e  p a r t ic ip a n ts  or  fa m ily  m e m b e r s  
t h e m s e lv e s  (T olich , 2 0 0 4 )
2. T r ea t a n y  a u to e th n o g r a p h y  a s  an  in k ed  ta t to o  b y  a n t ic ip a t in g  th e  
a u th o r ’s fu tu r e  v u ln e r a b ility .
3 . P h o to v o iv e  a n tic ip a to r y  e th ic s  c la im s  t h a t  n o t  p h o to  is  w o r th  
h a r m in g  o th e rs , In a s im ila r  w a y , n o  s to r y  sh o u ld  h a rm  o th e r s , a n d  
if  h a rm  is  u n a v o id a b le , th e n  tr y  to  m in im iz e  it.
4 . T h o se  u n a b le  to  m in im ise  r isk  to  s e l f  or o th e r s  sh o u ld  u s e  a n om  
d e  p lu m e  (M orse, 2 0 0 2 )  a s  d e fa u lt .
5 . A s su m e  th a t  a ll p e o p le  m e n tio n e d  in  t h e  t e x t  w il l  r e a d  it  o n e  d a y  
(E llis, 1 9 9 5 )
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2.3 Contemporary quantitative influences in marketing research

The ‘unsettled norms and lagging legislation guiding the use o f  new technologies 

present organisations and individuals with ethical dilemmas ' and o f  general in 

nature ambiguities. (Winter, Stylianou & Giacalone, 2004, p.285).

The use of neuroscientific tools, techniques and skills has introduced a new era in 

marketing research. The use of fMRI (functional Magnetic Resonance Imaging) 

brain scans for monitoring brain activities and the neurophysiology of the brain 

during market-related decision-making processes has offered significant advances in 

exploring and predicting consumer behaviour as well as marketing-related activities 

(Wierenga, 2008). Terms such as ‘Direct-To-Consumer Advertising’ (files & Bird, 

2006, p.515; Farah, 2005), and more interestingly, ‘neuromarketing’ refer to the use 

of neuroscience, technology and findings for marketing research purposes, such as 

market research and examination of consumer behaviour (Lee, Broderick and 

Chamberlain, 2006). ‘Neuromarketing’, in the literature is defined as the application 

and utilisation o f neuroscientific techniques in marketing research, for examining 

how the human brain reacts to different marketing stimuli such as brands, logos, 

advertising campaigns, and prices (Ibid). Specifically, the idea, and not the term, of 

‘neuromarketing’ has existed for almost 60 years (Sutherland, 2007), when Packard 

(1957) published his work “The Hidden Persuaders”, in which he explored, in depth, 

consumers persuasion through psychology. However, the term was first invented by 

Ale Smidsts in 2002 (Ibid) and later numerous attempts to define it appeared. One of 

the most neutral definitions, in terms of not emphasising only the commercial side of 

the term, is the one that Lee, Broderick and Chamberlain (2006) provide, as being
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‘the application of neuroscientific methods to analyse and understand human 

behaviour in relation to markets and marketing exchanges’ (p. 200).

The use of neuroscientific technologies for marketing research purposes stems from 

university laboratories and has made itself significantly present in academic 

scholarship (the amount of literature that refers to neuromarketing studies has 

increased from six in 1993 to 2,471 in 2007 (Garcia & Saad, 2008) and keeps 

increasing (Eser, Isin, Tolon, 2011)). Specifically, Penn (2008) claims that 

neuromarketing was invented through a market research study (known as ‘Pepsi 

Challenge’) conducted in the Baylor Institute (Baylor College o f Medicine) in 

Houston in 2003, where neuroscientific technology was used to find out the different 

brain activities caused by taste and brand preferences for ‘Coca-Cola’ and ‘Pepsi’ 

beverages. Afterwards, numerous other theoretical or empirical works used it as a 

starting point or as a reference (e.g. Lewis & Bridger, 2005; Schabner, n.d.; Nature 

Neuroscience, 2004; Fugate, 2007;2008; ‘Neuromarketing: beyond branding’, 2004, 

accessed 20.02.2009; Lee et al, 2006; McClure, Li, Tomlin, Cypert, Montague L. & 

Montague P., 2004; Blakeslee, 2004; Garcia & Saad, 2008; Penn, 2008).

The focal idea o f this interdisciplinary research technique (i.e. neuromarketing) is the 

explanation of consumer’s decisions regarding consumption (Fugate, 2007; 2008) as 

depicted from consumers’ brain activity and physiology. Neuromarketing is believed 

to result in a more precise understanding of how consumers’ minds respond to 

marketing stimuli. Hence, this technique can minimise biases appearing in the 

traditional marketing research tools (e.g. surveys, focus groups) (Nature 

Neuroscience, 2004; Garcia & Saad, 2008). However, it has raised many concerns 

about its questionable ethical hypostasis (Murphy, files & Reiner, 2008; Wilson, 

Gaines & Hill, 2008). And since it is a combination of two sciences (neuroscience
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O f particular interest in the scholarly literature are the ethical issues generated by the 

usage of neuroscience. In response, a specific area that deals with ethics in 

neuroscience arose -  neuroethics (files &Bird, 2006). In addition, the ethical issues 

generated from neuroscience when combined with marketing deal with the control of 

power, the imbalance in information flow (asymmetric information), the 

management of medical information in case it reveals a medical condition that is not 

known by the participant, privacy, researchers’ obligations and responsibility 

towards their subjects, consequences and impact in society, confidentiality (Lewis, 

2007; Eser, Isin & Tolon, 2011; Walker, 2010; Racine & files, 2005; Tovino, 2005; 

files & Bird, 2006; files, De Vries, Cho & Schraedley-Desmand, 2006;Raikka, 

2010;Vincent, 2009; Alpert, 2008; Fuchs, 2006) and safety and free-will (Wilson, 

Gaines & Hill, 2008). Murphy, files and Reiner (2008) investigated the ethical issues 

generated by the usage of neuroscience in marketing and categorised them into two 

major groups:

a) issues related to harming and exploiting different groups, and

b) issues related to jeopardising individual autonomy.

Consequently, all ethical issues listed concern about the consequences of the usage of 

neuroscience in marketing research and not about the actual use o f  neuroscience for 

marketing research purposes.

Finally, the fact that both the literature body and the empirical research are 

extensively expanding in the field of neuromarketing (Garcia & Saad, 2008; Eser, 

Isin, Tolon, 2011), and the fact that the marketing field has, more than ever, moved

an d  m a rk e tin g ) , it g e n e ra te s  e th ica l d ile m m a s  re la te d  to  b o th  o f  th e m , m a k in g  th e

issu e  o f  th e  n e u ro m a rk e tin g ’s e th ica l h y p o s ta s is  ‘e d g y ’.
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away from the traditional marketing terrain, the exploration, examination and 

conceptualisation of EDM in marketing research becomes even more prominent. 

While appreciating that, the first step for investigating EDM in such an environment 

is to consider the main ethical issues documented by the usage of the aforementioned 

research methodologies. The next section elaborates on those.

2.4 Interdisciplinary marketing research practices - Ethical issues 

and the stakeholders

‘Ethical issues are ever present in uncertain conditions where multiple stakeholders ’ 

interests and values are in conflict and laws are unclear. (Trevino, 1986, p. 601)

The ethical issues generated in contemporary marketing research can be found in the 

literature as the following: a) researchers’ obligation towards human subjects 

(Alsmadi, 2008); b) buying and selling research; c) handling confidential 

information; d) handling competitive assignments; e) violation of free choice; f) 

safety (Fugate, 2008; Pirouz, 2004), g) anonymity; h) subject stress (Racine & files, 

2005); i) deception; j) debriefing and k) withholding and dissemination of research 

findings (Malhotra & Miller, 1998; Frazier 2007). Even though some of these issues 

are common in traditional marketing research, in the evolving marketing 

environment they appear to be more intense (Malhorta & Birks, 2007). Thus, the first 

point to consider for the context of the present study is that it examines EDM in a 

potentially ethically intensive marketing research environment.

Moreover, the ethical dilemmas encountered by traditional marketing research 

appear to be researcher-centric in that they refer to what a researcher should consider 

to make an ethical decision. On the contrary ethical issues encountered in 

interdisciplinary marketing research are switching to a participant-centric approach.
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This emphasises not only the role of the researcher (academic and professional) and 

the client/research user in the conceptualisation o f EDM, but also includes marketing 

research respondents and the general public. The aforementioned groups, either 

passive or active, are the marketing research moral agents in both basic and applied 

marketing while they are both the primary stakeholders in conducting research for 

marketing. Ultimately, these two stakeholders are the main focus of investigation in 

the present study.

The current study appreciates the new trends in marketing research and the benefits 

they brought. At the same time this investigation has identified that the application of 

new marketing research techniques has not been without ethical implications. Thus, 

this study adopts a participant-centric approach of EDM investigation in marketing 

research. Considering this, research respondents from the general public are 

considered in the conceptualisation of EDM in marketing research as essential 

considerations of MR researchers’ decisions in ethical situations. This is mainly 

based on the fact that ‘without the respondent there would be no research at all, since 

there would be no one from whom to collect data’ (Malhotra & Miller, 1998, p. 264). 

Lastly, the MR researchers are the ‘heart’ in this holistic conceptualisation of EDM 

in marketing research since, apart from their obligation to protect the MR 

respondent, and the general public, the MR researcher also has the right to expect to 

be treated ethically in return (Malhotra & Miller, 1998; Malhotra & Birks, 2007). 

Thus, MR researchers are the active practitioners of marketing research, while the 

MR respondents are the passive ones.
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2.5 Conclusion

This section examined the interdisciplinary nature of the advances in marketing 

research. Two contemporary marketing research techniques were examined, one 

qualitative in nature and purpose, and another of quantitative in nature but not in 

purpose (Eser, Isin & Tolon, 2010) -  autoethnography and neuromarketing 

respectively. These two techniques were presented in order to show how current 

research in marketing is shaped by the influence of other fields that are either part of 

the social sciences (i.e. anthropology) or a division of the medical sciences (i.e. 

neuroscience). The reason for presenting these two techniques and the ethical issues 

generated or intensified by contemporary marketing research (summarised in Table 

2) is primarily to contextualise the decision making process investigated in the 

present study, and to emphasise why EDM in marketing research needs, now more 

than ever, to be explored and understood in depth. To highlight that the decision- 

making process investigated in the present study is concerned with the MR 

researchers’ (nn)willingness to practice the two marketing research techniques 

presented above (i.e. autoethnography and neuromarketing), in the light o f  the MR 

respondents’ (un)willingness to participate in them when common ethical issues 

are apparent.

Thus, after reviewing the scholar literature the following ethical issues are 

summarised and investigated in the present thesis. Table 2 outlines these:
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Table 2: The ethical issues generated by autoethnography and neuromarketing.

Authors Ethical issues in 
neuromarketing

Authors Ethical 
issues in 
autoethnogr 
aphy

L e w is ,  2 0 0 7 ;  E s e r ,  l s in  &  T o lo n ,  2 0 1 1 ;  
W a lk e r ,  2 0 1 0 ;  R a c in e  &  H ies , 2 0 0 5 ;  
T o v in o ,  2 0 0 5 ;  l l l c s  &  B ir d ,  2 0 0 6 ;  I lle s ,  
D e  V r ie s ,  C h o  &  S c h r a e d le y - D e s m a n d ,  

2 0 0 6 ; R a ik k a ,  2 0 l 0 ; V i n c c n t ,  2 0 0 9 ;  

A lp c r t ,  2 0 0 8 ; F u c h s ,  2 0 0 6

C o n tr o l  o f  p o w e r  a n d  
im b a la n c e d  in f o r m a t io n  ( e .g . 
d e c e p t io n )

E ll is ,  2 0 0 7 I n f o r m e d  c o n s e n t

L e w is ,  2 0 0 7 ;  E s e r ,  I s in  &  T o lo n ,  2 0 1 1 ;  

W a lk e r ,  2 0 1 0 ;  R a c in e  &  I l le s ,  2 0 0 5 ;  

T o v in o ,  2 0 0 5 ;  l l l c s  &  B ir d ,  2 0 0 6 ;  I l le s ,  
D e  V r ie s ,  C h o  &  S c h r a e d lc y - D e s m a n d ,  
2 0 0 6 ; R a ik k a ,  2 0 l ( ) ; V in c c n t ,  2 0 0 9 ;  
A lp e r l ,  2 0 0 8 ; F u c h s ,  2 0 0 6

J e o p a r d i s in g  p r iv a c y  a n d  

a u to n o m y

C o n g r e s s  o f  

Q u a l i t a t iv e  

I n q u ir y ,  2 0 0 7 ;  

E ll is ,  2 0 0 7

A u to n o m y  a n d  
p r iv a c y

L e w is ,  2 0 0 7 ;  E s c r ,  I s in  &  T o lo n ,  2 0 1 1 ;  
W a lk e r ,  2 0 1 0 ;  R a c in e  &  l l l c s ,  2 0 0 5 ;  
T o v in o ,  2 0 0 5 ;  l l l c s  &  B ir d ,  2 0 0 6 ;  I lle s ,  
l ) e  V r ie s ,  C h o  &  S c h r a e d le y - D e s m a n d ,  
2 0 0 6 ; R a ik k a ,  2 0 1 0 ;  V in c e n t ,  2 0 0 9 ;  
A lp e r t ,  2 0 0 8 ; F u c h s ,  2 0 0 6 ;  A ls m a d i ,  
2 0 0 8

R e s e a r c h e r s ’ o b l ig a t io n s  a n d  
r e s p o n s ib i l i ty  to w a r d s  th e i r  

s u b je c ts

E ll is ,  2 0 0 7 R e s e a r c h e r ’s 
o b l ig a t io n  a n d  
r e s p o n s ib i l i ty  

to w a r d s  t h e m s e lv e s  
a n d  o th e r s  w h o  m a y  
e x p o s e

L e w is ,  2 0 0 7 ;  E s e r ,  I s in  &  T o lo n ,  2 0 1 1 ;  

W a lk e r ,  2 0 1 0 ;  R a c in e  &  H ies , 2 0 0 5 ;  

T o v in o ,  2 0 0 5 ;  l l l c s  &  B ir d ,  2 0 0 6 ;  I lle s ,  
D e  V r ie s ,  C h o  &  S c h r a e d le y - D c s m a n d ,  
2 0 0 6 ; R a ik k a ,  2 0 1 0 ; V in e c n t ,  2 0 0 9 ;  
A lp c r t ,  2 0 0 8 ; F u c h s ,  2 0 0 6

C o n f id e n t ia l i t y T o l i c h ,  2 0 0 4 C o n f id e n t ia l i t y

W il s o n ,  G a i n e s  &  H ill ,  2 0 0 8 V io la t io n  o f  f r e e -w il l

F u g a t e ,  2 0 0 8 ;  P ir o u z ,  2 0 0 4 ;  R a c in e  &  

I l le s ,  2 0 0 5

S a f e ty  ( e .g . p h y s ic a l  o r  m e n ta l  

h a r m , s t r e s s )

T o l i c l i ,  2 0 1 0 ;  E ll is ,  
2 0 0 7 ;  C la n d in in  
a n d  C o n n e l ly ,  
2 0 0 0 ;  C h a n g ,  2 0 0 8

V u ln e r a b i l i ty  a n d  
h a r m  o f  th e  a u to e th n o

M a lh o t r a  &  M i l le r ,  1 9 9 8 ;  F r a z ie r  2 0 0 7 W ith h o ld in g  a n d  d is s e m in a t io n  

o f  r e s e a r c h  f in d in g s

T o l i c h ,  2 0 1 0 ;  E ll is ,  
2 0 0 7 ;  C la n d in in  
a n d  C o n n e l ly ,  
2 0 0 0 ;  C h a n g ,  2 0 0 8

W i th h o ld i n g  o f  i n f o m

Another reason for presenting some of the evolutions in marketing research in this 

way is to emphasise that marketing research ethics are switching from both 

researcher-centric and respondent-centric to being multi-moral agent-centric. 

Therefore, this is believed to impact upon the conceptualisation ol EDM within the 

field of market research. For this reason, the present study does not focus on one 

stakeholder in isolation, but examines the relation of the MR researchers with their 

respondents from the general public.

Lastly, this section underlines that the evolution in marketing research has, now more 

than ever, shaped the nature of ethics in marketing research towards the 

consequences brought about by the marketing research techniques. This is based on

26



the fact that emphasis has been given to the consequences of and the intentions for 

using contemporary techniques, rather than on the ethicality of the techniques per se. 

Finally, the ethical issues generated or intensified put emphasis on the importance of 

exploring in depth how the moral intensity of these issues shapes EDM in marketing 

research. The next stop in preparing the operationalization of the present study is the 

need for a detailed review of the literature in the field of EDM in the general 

marketplace, in marketing and in marketing research more precisely when 

considering the evolving nature of marketing research. The next chapter presents a 

detailed review o f the literature and concludes with an initial conceptual model that 

sets the foundations for the empirical part oi this study.
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Chapter 3: Literature review
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3.1 Introduction

Since this study investigates EDM conceptualisation in a particular context, a review 

of the theoretical underpinnings needs to be conducted. Thus, the present chapter 

provides the review of EDM literature so as to draw the theoretical foundations of 

this study. The first sections of this chapter review the importance and the evolution 

of ethics in the market place, while they present how EDM is approached and 

conceptualised in marketing and marketing research through previous theoretical 

models of EDM. The last sections present the theoretical domains deriving from the 

review of the literature, concluding to the themes that drive the operationalisation of 

the study.

3.2 Ethics in the marketplace - Theoretical developments and 

considerations in EDM

This section o f the chapter examines the business ethics literature and presents the 

initial elements o f the paradigm in which EDM is investigated. For this reason, the 

literature of ethics in the marketplace is reviewed. The literature on ethical issues in 

marketplaces has moved along two lines o f inquiry using two main approaches -  

normative ethics, which resides largely in the realm of moral philosophy and 

theology, and guides individuals as to how they should behave, and descriptive (or 

empirical) ethics, which resides largely in the realm of management and business, 

and is concerned with explaining and predicting individuals' actual behaviour 

(O’Fallon & Butterfield, 2005) (e.g., Donaldson & Dunfee, 1994; Trevino and 

Weaver, 1994; Weaver and Trevino, 1994).While descriptive theories explain how 

decision makers (i.e. how MR researchers make decisions in practicing a given 

marketing research technique when ethical issues are apparent) tend to make 

decisions, normative theories propose how ethical decisions should be made

29



(Whittier, Williams and Dewett, 2006) (i.e. help with norm generation/development 

that would guide decision makers). In this section, normative ethics and descriptive 

ethics are presented and discussed regarding their contribution in EDM in the 

business environment. The reason for doing so is to set the foundations o f the 

empirical research agenda of the current study, as well as to provide some initial 

implications for the methodology of this study.

The following parts of this section examine, in sequence, nonnative ethics and 

descriptive ethics in the marketplace. Both approaches contribute differently in the 

conceptualisation of EDM and for this reason they both have to be considered. On 

the one hand, normative ethics conceptualise how ethical decisions should be made 

and provide guidelines for the decision makers in the marketplace. In the context of 

the present study, these are considerations for the MR researchers and their decisions 

on whether to practice particular marketing research technique or not. On the other 

hand, descriptive ethics focus upon understanding and explaining EDM in the 

marketplace. In terms of the present study, descriptive ethics are utilised to formulate 

an initial framework of EDM in marketing research in order to identify the influential 

factors driving decision making processes in ethical situations, with the ultimate 

objective to prepare normative ground for the practitioners in the field. Moreover, 

another reason for reviewing the normative ethics is grounded to the understanding 

of the nature of ethical judgements made by the MR moral agents investigated in this 

study and the relevant normative propositions to be made by the end o f this 

investigation. Considering these, the next sections explain in detail the distinction 

between normative and descriptive ethics, as well as their importance in EDM.
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3.2.1 Normative ethics

Nonnative ethics are either a branch of philosophical ethics or products of 

philosophical theories and traditions. The main concern o f normative approaches is 

‘what ought to be done’ in order to ‘better evaluate and improve ethical behaviour’ 

(Laczniak & Murphy, 2006, p. 156). Nonnative approaches try to impose the most 

ethical way of behaving, either by trying to solve any ethical conflicts or by setting 

principles, codes and guidelines of ethical behaviour. Particularly, the normative 

approaches refer to concepts of obligation, duty, right and wrong as derivatives of 

particular rules and maxims (Ferrell, Gresham &Fraedrich, 1989). Furthermore, 

normative approaches are keener to generalisation. Considering this, Harrison (2005) 

mentioned, that normative approaches are proposing general guidelines and rules of 

right behaviour, while in the mean time they distinguish that from the wrong 

behaviour by proposing ways to develop particular virtues. Therefore, particular 

generalisations might not be applicable to all contexts universally, while a 

generalisation of what is right now and in this context might be different of what is 

right tomorrow in a different setting. Therefore, ethical guidelines should be subject 

to review if they are not applicable anymore or if new ethical dilemmas and lack of 

direction exist.

Under the normative ethics domain, three main schools of thought exist. These 

schools are: a) teleology (the consequences of an action), b) deontology (the action 

itself) and c) hybrid ethical theories (a combination of teleology and deontology). All 

three schools of thought are scrutinised in the following sections with regards to the 

understanding of the normative implications in the conceptualisation o f EDM in 

marketing research.
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Teleological ethics main concerns are the consequences o f an action and ‘an act’s 

rightness or wrongness is determined solely by the act’s consequences and not by 

any feature of the act itself (Frederick, 1999, p. 17). For this reason, teleological 

ethical approaches are also named consequential ethics. Under teleological 

approaches, the consequences towards the ends, rather than the means, of an action 

determine the action’s ethicality (Ibid).

Under teleological approach to ethics utilitarianism is grounded. Utilitarianism 

stands for the notion that an ethical action is the one that generates more benefits 

than harms for all parties associated with the action (Frederick, 1999). Consequently, 

utilitarianism measures an action’s ethicality by weighing the overall benefit against 

the overall harm for every stakeholder. Up to this point, utilitarianism can be 

considered to be too rigid, idealistic and difficult to achieve in reality, since most of 

the time it is difficult to identify all the parties in accordance with a particular action 

or group of actions. However, what utilitarianism proposes is having a choice of 

actions in order to measure the overall satisfaction for each option (Harrison, 2005). 

Ultimately, the action that generates the highest overall satisfaction for all groups is 

the most ethical one. The problem that arises here is that the standards of satisfaction 

of each individual are subject to change. For example, changes in the needs, 

motivations, social interactions or economic variables can shift the levels of 

satisfaction from time to time.

Another point to add is that there may be some ambiguity in the relationship between 

the ends and the means in utilitarianism. Tsalikis and Fritzsche (1989) argue that in 

utilitarianism ‘the ends justify the means which sometimes can be unethical and the 

principle of duty may come into conflict with that of justice’ (p.697). In other words

3.2.2.1 Teleological ethics

32



the actions themselves can be unethical but may produce positive outcomes and may 

have positive consequences. A classic example o f this, from legend, is Robin Hood, 

who stole from the wealthy to help the poor. However, can this always be the case? 

How applicable is this when a human being dies in order to save the lives of other 

human beings? In cases such as this, things are not as simple as utilitarianism 

proposes. Parameters, such as the unquantifiable value of human life, makes the 

judgement of the ethicality of an action a complex process anyway and difficult to 

undertake a detailed quantification of the benefits and harm, even when the 

quantifications of the benefits and harms are measured and centred on the decision 

maker. In the next section, a different approach within normative ethics, that may 

address issues of this kind, is presented.

3.2.2.2 Deontological ethics

Deontological ethics is focused on the ethicality of the action itself and is 

uninterested in the consequences of this action (Tsalikis and Fritzsche, 1989; 

Frederick, 1999; Harrison, 2005). In other words, deontological approaches are non- 

consequential normative approaches. In deontology, attention is given to the nature 

o f an action (Frederick, 1999) not to the outcome of the action. What interests 

deontologists is ‘the feature of an action, and not the value it brings’ in evaluating its 

overall ethicality (Hunt & Vitell, 2006, p.2). By using the example of Robin Hood 

again, deontology sees stealing as unethical, regardless of the benefits it offered to 

the poor ones. Therefore, in deontological approaches the means justify the ends for 

their ethicality.

The main deontological approaches are: a) The Golden Rule, and b) Kantian Ethics. 

These approaches are labelled by Tsalikis and Fritzsche (1989) as “single-rule non- 

consequential” normative approaches. The reasons for this, is that both ‘The Golden
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Role’ and Kantian ethics: a) do not consider consequences as the means of evaluation 

for ethical action and b) support the ‘good will’ and the intentions behind an action 

are what entitles an action to be seen as ethical or unethical.

‘The Golden Rule’ approach is described by Tsalikis and Fritzsche (1989) as a 

command which holds the notion to ‘treat others as you want to be treated’ and is 

grounded in the notion of reciprocity. In this approach a potential “victimiser” of 

unethical action is urged to put themselves in the “victim's shoes”, in order to 

prevent them from going ahead with the action. If they still choose to do so then they 

are immoral; if not then they have done the right thing. Thus based on the ‘Golden 

Rule’ one should treat others as one would like others to treat oneself (directive 

form), and one should not treat others in ways that one would not like to be treated 

(cautionary form) (Flew, 1970).

Kantian ethics are named after their main theorist and the creator of the ‘categorical 

imperative theory’- Immanuel Kant. Kantian ethics do not consider consequences as 

the means of evaluation for ethical action, whereas the ‘good will’ and the intentions 

behind an action, are the ones that entitle an action to be seen as ethical or unethical. 

Kant underlines the importance of duties in the ethical evaluation process, since he 

supports that it is our duty to act in the right way and only when we act rightly, 

because it is our duty to do so, do our action have ‘moral worth’ (Tsalikis and 

Fritzsche, 1989, p 698). Kantianism focuses on the duties and intentions to act in the 

right way and is bounded to the ‘Golden Rule’ and the social dimension of ethics. 

He excludes the consequences from the evaluation process (Frederick, 1999), and he 

aims for universality through his ‘categorical imperatives’. Tsalikis and Fritzsche 

(1989) refer to them as being the obligations of our actions to create principles and 

maxims that can become universal (Frederick, 1999). Finally, the main principle of
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the Kantian approach is the respect towards others, as well as respect for the ‘free 

will’ (Frederick, 1999). This principle is a very important one since it “invests” in the 

human’s ability to respect others, and it therefore considers human beings to be the 

core element of the EDM process. However, the Kantian approach on EDM is free 

from the consequences of an action, while it appreciates the presence of an 

obligatory universality in the principles or maxims of the moral action.

3.2.2.3 Hybrid ethics

Hybrid approaches to ethics can be imagined as the common area between teleology 

and deontology in a Venn diagram (Figure 2). By definition, the judgment as to 

whether a decision is ethical according to those two approaches is independent of 

each other. Thus, an action might be both teleologically and deontologically sound. If 

this occurs, it just means that in a particular instance the means and the ends are both 

ethical to an extent. Consequently, if a decision is ethically sound according to 

hybrid theories, then it will be sound according to both teleology and deontology.

Hybrid ethics can also be embedded approaches of teleology and deontology, 

meaning that they may have one of the two ethical approaches as the main element 

and the other one as a subsidiary. They may even utilise elements oi one school of 

thought to correct any weaknesses and fill any omissions that the other may appear to 

have. Moreover, it is implied that both teleology and deontology, in the frame of 

hybrid approaches, are complementary. Hybrid approaches are less strict and more 

flexible than deontology and teleology, as they are more neutral and 

multidimensional, while they are not oversimplified, having roots to relativism 

(Laczniak and Murphy 1993; Malhorta and Miller 1998; Dunfee et al 1999). 

According to Bartels (1967) hybrid ethics have a relative rather than an absolute
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character; therefore hybrid approaches may be more suitable for the evaluation of 

ethical situations that are complex in nature, like business-related situations.

Figure 2: Hybrid Normative Ethical Approaches

Teleology Deontology
A

Hybrid
Normative Ethics

Hybrid ethics are closer to reality, while they consider the grey areas ol ethics 

(Laczniak and Murphy 1993; Malhorta and Miller 1998; Dunfee et al 1999). Hybrid 

approaches are also named as ‘multi-rule non-consequential theories’ (Walton, 

1980). While, Laczniak (1983) argues that these theories are interested in the action 

as well as the consequences', however, not always equally. Some ot these approaches 

are: a) Ross’ prima facie duties, b) the proportionality framework, c) social contract 

approaches and the Rawlsian justice, and d) relativism and pragmatism (extreme 

relativism).

Both Ross’ Prima Facie duties and the Garrett’s Proportionality Framework are 

attempts to combine utilitarianism and deontology (Nantel & Weeks, 1996). 

Laczniak (1983) states that Ross’ approach combines ‘the underpinnings of 

utilitarianism with certain aspects of Kantian philosophical theory’ (p. 11). The
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author also argues that Garrett’s framework recognises the importance of the means 

in determining the greatest good. However, Ross’ and Garrett’s frameworks differ as 

to their main elements. Ross’ main elements are six prima facie  ( ‘at first sight’) 

duties that the individual should comply with in order to consider an action as 

completely ethical. Garrett’s framework suggests a balance and proportionality of 

good intentions and actions, and considers equally the means and the ends. In other 

words, the proportionality approach evaluates an action as ethical if and only if, it is 

driven by good intentions, the means are treated as the ends and vice versa, and it 

leads to the overall benefit. Whereas the Prima Facie duties are listed duties that an 

individual ought to do in order to generate the greatest good through their actions 

(Laczniak, 1983; Laczniak & Murphy, 1993; Harrison, 2005).

The next hybrid approaches to be considered are the social contract approaches and 

the Rawlsian justice. Social contract approaches combine the Kantian principle of 

respect toward others with the idea of the overall benefit of all the parties involved, 

directly or indirectly, pointing towards the notion of reciprocity. Rawls, in his ethical 

approach, tries to combine the strengths from the teleological approaches and the 

deontological approaches, and proposes principles to ensure justice of actions that 

lead to right outcomes, the equality in liberty and the difference (Harrison, 2005).

In conclusion, the normative approaches, either teleological, deontological or hybrid, 

intend to explain principles and rules to determine what ought to be done, and try to 

assess the ethicality of an action or a course o f actions. The reason for reviewing the 

normative ethics is grounded on understanding of nature of the ethical judgements 

made by the marketing research moral agents investigated in this study and the 

relevant nonnative propositions to be made by the end of this investigation. This is in 

line with the objectives and the aim of this study which is under the rubric
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‘Investigating Ethical Decision Making in Marketing Research -  An exploratory’ 

study towards the interaction o f  different moral agents in marketing research ’. Thus 

the next section explains in detail the importance of nonnative ethics in EDM.

3.2.2.4 Normative ethics contribution to EDM

Normative ethics, while important, serve as a starting point to explain, examine and 

understand ethical decisions. Regarding the contribution of nonnative ethics to 

EDM, they offer the baseline for explaining and understanding, as well as predicting, 

ethical/unethical decisions through nonns and maxims established by moral 

philosophy (Ferrell, Gresham and Fraedrich, 1989) that the decision maker 

applies/adopts in decision making process.

A common link between normative ethics and most EDM models is the inclusion of 

the two major normative schools o f ethics offered by moral philosophy - deontology 

and teleology - as forming the ethical beliefs that determine EDM (e.g. Hunt and 

Vitell, 1986; 1993;2006; Ferrell, Gresham &Fraedrich, 1989; Malhotra & Miller, 

1998). Some of these models include only deontology and teleology, while others 

add more ethical philosophies to their equation (i.e. Malhotra & Miller’s (1998) 

model that includes relativism, justice, objectivism, teleology [egoism and 

utilitarianism], deontology and hybrid approaches). However, it is argued by Murphy 

and Lasczniak (1981) that virtually all of the normative ethical theories in moral 

philosophy can be classified into the two typologies o f deontology and teleology. 

Just to reaffirm, deontological theories focus on rule-based behaviour and specify the 

righteousness o f certain types of actions, while teleological theories tend to judge the 

goodness or badness of behaviour on the consequences o f the act (Harris & Sutton 

1995); thus they are act-based.
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Finally, a number of the theoretical treatises on EDM have taken a normative 

approach in order to offer guidelines on how individuals/organisations should 

ethically behave/decide (e.g. Rest’s (1986) EDM model). However, a need for 

explaining and understanding why individuals behave/decide, or fail to 

behave/decide, in an ethical manner has resulted in the creation o f a second school of 

thought in business ethics; descriptive ethics. Notwithstanding those normative 

approaches contribute to the development o f descriptive approaches (to be 

scrutinized in the following section) they act as the starting point for examining 

EDM in the business environment. Evidence for this is provided by the fact that a 

number of EDM models have incorporated normative ethical theories, despite being 

descriptive in nature and purpose. These models can be found in the literature as 

hybrid EDM models and three o f most important ones (the ’General Theory of 

Marketing Ethics’ or H-V model by Hunt and Vitell (1986, 1993, 2006), the 

‘Synthesised Model of EDM in Business’ by Ferrell, Gresham and Fraedrich (1989), 

and the ‘Integrated Model for Ethical Decisions in Marketing Research’ by Malhotra 

and Miller (1998)) are discussed in sections 3.3.2.2, 3.3.2.3 and 3.3.3.1. However, 

prior to analysing the various EDM models, what descriptive ethics are and how they 

are related to EDM has to be clarified and reviewed.

3.2.2 Descriptive ethics

Descriptive ethics focus on the process of decision-making, in order to identify what 

influences an individual to make a decision within an ethical context. Descriptive 

approaches in ethics focus on ethical behaviour, mainly by exploring the process of 

EDM (Harrison, 2005). Unlike the nonnative approaches (where principles and rules 

guide ethical behaviour so that the understanding of these rules and principles should 

provide us with an understanding of ethical behaviour) descriptive ethics also pay
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attention to other factors that guide EDM (i.e. environmental, situational or 

organisational) rather than just rules and principles. In particular, descriptive ethics 

focus on the description and the explanation of an individual’s actual behaviour in 

ethical situations or in an ethical situation where the individual is called on to make a 

decision.

Descriptive approaches are labelled by Tsalikis and Fritzsche (1989) as the ‘positive 

perspective of ethics’ (p.696), since their main concern is the understanding and 

explanation of EDM as it happens in its physical environment (Eiser & Plight, 1988). 

This positivistic nature of descriptive ethics is also emphasised by Hunt and Vitell 

(2006), since they support that descriptive approaches add methodical analysis in 

ethical situations. While they link this to EDM in the marketing field through their 

work known as the ‘General Theory of Marketing Ethics’ or the H-V model (Hunt & 

Vitell, 1896, 1993, 2006), introduced in a later section of this chapter and discussed 

in greater detail later in section 4.3 of Chapter 4. What also derives from the 

literature is that the descriptive approaches are mainly established by studies that link 

positive theory o f ethics to marketing ethics. Tsalikis and Fritzsche, (1989), and 

Ferell, Larry and Gresham (1985) underline the importance oi descriptive ethics in 

marketing science, while Michaelides and Gibbs (2006) and Lund (2001) emphasise 

the importance of descriptive ethical approaches in marketing research.

Broadly speaking, descriptive ethics are “products” of psychology; either with a 

personal, behavioural or social basis (Fukukawa, 2003). Consequently, their roots are 

more scientific and less theoretical or philosophical. This does not mean that they are 

not based on theoretical or philosophical foundations. Descriptive ethics move a step 

further from theory and ethical philosophy in achieving the optimum or the most 

ethical behaviour. The main element of descriptive approaches is the explanation and
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the understanding o f EDM as a process, as it happens in reality, by considering the 

potential factors that may affect the decision-making process in ethical 

considerations. Lastly, descriptive approaches can broadly be divided into 

approaches that are based in the social learning processes, and those that are based in 

the moral development, either of the individual or the organisation as a whole.

3.2.2.1 Moral development approach

The moral development approach is framed by Kohlberg’s model (1969). His model 

proposes six stages that the individual has to pass in order to increase and mature 

their morality (Harrison, 2005; Ferell, Gresham & Fraedrich, 1989; Tsalikis and 

Fritzsche, 1989). Each stage of ethical maturity is related to the probability that the 

individual has to act ethically. Once an individual has reached a particular stage of 

ethical maturity, the tendency of an individual’s ability to act ethically, based on their 

ethical maturity, can be predicted. Consequently, it can be claimed that an individual 

who has reached the last stage of Kohlberg’s taxonomy of moral development will 

find it easier to adopt an absolutistic normative approach in the evaluation of ethical 

issues, in that they would easily not compromise their established principles. In terms 

o f EDM, a person is more likely to make an ethical rule-based decision in the last 

stages o f their moral development. Lastly, Reidenbach and Robin (1991) (Webley, 

1997; Harrison, 2005) have applied Kohlberg’s six stages of moral development in 

an organisational setting. The argument, at this point, can be made on the fact that 

this model may either accidentally or intentionally hint that young organisations act 

unethically compared to the older ones. In line with Kohlberg’s model, Reidenbach 

and Robin’s (1991) state that moral development incorporates the element o f time in 

the achievement of ethical behaviour and decision-making since the more time that 

passes, the more ethically an individual or an organisation may behave. Lastly, both
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individual and corporate moral development approaches come under the sphere of 

cognitive descriptive approaches (Webley, 1997; Harrison, 2005) which may limit 

the holistic understanding of EDM. Finally, the last group of descriptive approaches, 

that are of great importance in the case of the present study, are the social learning 

approach, and this is discussed in the next section.

3.2.2.2 Social learning approach

In social learning approaches, individual differences and the social settings are the 

elements that influence the overall decision-making procedure (Fukukawa, 2003). A 

social learning approach to EDM can be considered as complementary to the 

cognitive descriptive approaches (individual and corporate moral development), 

since it introduces external influences in decision-making processes, an element that 

is not considered in the previously discussed approaches. In the social learning 

approach, individuals’ differences together with their social settings are the elements 

that influence the overall decision-making procedure. It can be claimed that the 

ethicality of the decision-making process, in this approach, is linked to the 

relationship between an individual’s moral development stage and societal influences 

that interact with the individual. Consequently, it can be argued that the social 

learning approach recognises the complexity of EDM, as the present study does and 

it is thus reflected to the research design adopted.

In summary, in the previous sections the main philosophical and descriptive ethical 

approaches were presented for their relationship with and contribution to EDM. 

Teleology, deontology and hybrid ethics have been established as the fundamental 

philosophical approaches of EDM, while descriptive approaches to ethics can assist 

with the conceptualisation and the explanation of how EDM is influenced by internal 

and external determinants, such as the moral development of the decision-maker and
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the social influences to EDM process, respectively. An examination of normative 

ethics has been completed in order to determine what an ethical decision or 

behaviour is, as approached by different perspectives; consequential, non- 

consequential, or both based on principles and rules o f the right behaviour. Finally, 

an introduction to descriptive ethics paves the way for conceptualising EDM in 

marketing research, through a holistic approach. Thus, the next section examines 

EDM through an assessment of existing descriptive EDM models, as well as through 

the theoretical constructs that determine EDM -  ethical evaluations, ethical 

judgements and intentions of behaviour in ethical situations. Thus this section of the 

chapter assists by setting the foundation for answering the following research 

questions:

• How are ethical judgements formulated in contemporary marketing research 

practice (as presented in Chapters 6, 7 & 8 of this thesis)?

• Which are the nonnative propositions to be made in contemporary marketing 

practice (as presented in Chapter 9, section 9.3 of this thesis)?

However, in order to address these questions in more detail, the review of the 

literature needs to be contextualised. For this reason the following sections review 

the literature of EDM within marketing, followed by marketing research. This gives 

a more in-depth, while holistic understanding of the relevant literature. The next 

sections elaborate on this.
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3.3 Describing EDM in marketing and marketing research

To effectively enhance ethical and socially responsible practices in marketing, it is

important to have a better understanding o f  marketers ' decision processes in 

situations involving ethics and social responsibility ’

(Vitell, Bakir, Paolillo, Hidalgo and Al-Khatiband, Rawwas, 2003, p. 151 )

This section of the chapter reviews mainstream models of EDM since 1984 and 

presents the most relevant (regarding the context and the purpose of the present 

study) and a recent model proposed by Malhotra and Miller (1998). The purpose of 

this review is to show how models o f EDM have evolved by integrating elements of 

behavioural models of decision-making and considering the needs o f the different 

contexts to which they refer. Furthermore, this review highlights the fact that, to date, 

the conceptualisation of EDM does not appear to be holistic, while the operation of 

existing EDM models appears to be fragmented. Moreover, in evolving contexts, 

such as marketing research, the exploration of EDM remains vague (Malhotra & 

Miller, 1998). For these reasons, this section follows a general-to-specific structure 

of presenting the EDM models to be examined. Hence, EDM models applicable to 

the general business environment are followed by those applicable to the marketing 

field, leading to the only existing EDM model in the marketing research domain -  

Malhotra and Miller’s (1998) ‘Integrated Model oi Ethical Decisions in Marketing 

Research’. After the examination of existing EDM models (3.3.2, 3.3.3, 3.3.4), their 

main constructs describing EDM and their derivation are investigated, these are 

ethical evaluations and judgements, and the intentions to behave or decide in ethical 

matters (3.3.5, 3.3.6, 3.3.7).
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3.3.1 EDM models in the business environment

3.3.1.1 Rest's (1984; 1986) model

Rest’s (1984, 1986) framework of EDM describes EDM as a four-component model 

in which ethical judgement is the focal construct (Nguyen & Biderman, 2008). 

Rest’s (1986) framework is based on Kohlberg’s (1969) model of moral 

development; it proposes a four-component framework for ethical decisions, 

whereby a moral agent4 must: 1) recognize the moral issue, 2) make a moral 

judgment, 3) establish moral intentions, and 4) act on moral concerns (Figure 3). 

Behind the four constructs Rest sees four components of ethical behaviour: a) moral 

sensitivity (recognition), b) moral judgement, c) moral motivation and d) moral 

character. Through his model, Rest (1986) tries to answer the following question: 

‘When a person is behaving morally, what must we suppose has happened 

psychologically to produce that behavior?’ (p. 3).

Rest’s four-component model is based on a four-part division lor studying ethical 

behaviour: moral character, moral thought, moral emotion, and moral behaviour 

(Rest, 1984). Therefore, his model recognises the importance ol cognition and affect 

in decision-making in ethical matters, without though including them in a process 

model. Moreover, the author argues that each component ol the model is 

conceptually distinct, and the success from one stage does not imply success at any 

other stage (i.e. linearity). In the case where all stages are followed, the 

action/decision is ethical. Rest’s (1986) work presented a theory of individual EDM 

that can easily be generalised in an organisational context.

4 The person who is involved in the ethical situation
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Figure 3: Rest’s four-component EDM model (Rest, 1986)

Despite the fact that Rest’s framework attempts to address the components of EDM, 

it can be argued that is not purely descriptive in nature. It is a framework for  ethical 

decisions. In other words this framework’s aim is not mainly to understand, explain 

and examine the process of EDM, but to establish an action in moral concerns. 

Rest’s framework is driven towards a normative purpose, as its final stage 

presupposes that the action is morally right. Besides, two of the model’s elements are 

determined by purely ethical norms - moral judgement and recognition ol the moral 

issues.

Rest’s framework adds some important theoretical knowledge in the understanding 

and explanation o f individual EDM process. Therefore, this framework can be 

considered as the starting point for the remaining descriptive models o f EDM that 

attempt to understand and explain EDM as a process. Nevertheless, an important 

element is missing from Rest’s framework; societal parameters. Rest’s framework 

excludes the social learning approach from EDM, and the absence o f this element 

leaves the explanation of EDM incomplete.
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3.3.1.2 Trevino’s (1986) model

Linda Trevino (1986) proposed a ‘person-situation interactionist model’ to explain 

EDM behaviour in organisations. Citing the lack of a comprehensive theory to guide 

empirical research in organisational ethics, Trevino proposed a model that posits the 

cognitive moral development of an individual as the critical variable in explaining 

ethical/unethical behaviour. However, improving on previous models that 

emphasised either individual or organisational variables, Trevino proposes an 

interactionist model that posits individual variables (e.g. locus of control, ego 

strength, field dependence) and situational variables (e.g. reinforcement 

contingencies, organisational culture) as moderating an individual's level of moral 

development in explaining ethical-decision making.

Trevino's theory is important for several reasons. First, it clearly recognises the 

complexity of EDM and the numerous factors affecting decision-making in 

managerial contexts. Second, while recognising complexity, her model is 

illuminating by simplifying and grouping the expected influences on EDM (i.e. 

individual and organisational factors). Third, while the theory offers a behavioural 

model, it clearly recognises the importance of cognitive processes in explaining 

ethical behaviour. However, Trevino’s model is still approaching EDM from the 

individual’s perspective, overlooking the social influences on EDM.

3.3.1.3 Jones (1991) model

Models of the EDM process developed prior to 1991 include a wide variety of 

personal and situational variables in a number of different configurations, but none 

included variables related to the issue itself (McMahon & Harvey, 2007). In 1991 

Jones developed the ‘Issue-Contingent Model of EDM’ (Figure 3). First, the criteria 

suggested by Jones (1991) include the explicit consideration of the moral issue itself
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(e.g. moral intensity) (Whittier, Williams and Dewett, 2006). Jones (1991) argues 

that moral issues are multidimensional. He includes the notion of moral intensity in 

his synthesised model of EDM, while he claims that moral intensity may vary 

significantly from one issue to another (Harris & Sutton, 1995).

Jones (1991) proposes that an EDM model must be “issue-contingent” in order to 

consider in detail the characteristics of the ethical issue itself. The notion of moral 

intensity plays a major role in his model and is comprised o f six components: 1) 

Magnitude of consequences, 2) Social consensus, 3) Probability of effect, 4) 

Temporal immediacy, 5) Proximity, and 6) Concentration of effect (Figure 4).

Figure 4: Jones’ issue-contingent model of EDM (adopted from Jones, 1991, p.
379)

The first step of Jones’ model is ethical awareness. Ethical awareness occurs when 

the individual recognises an ethical issue in an action. Ethical awareness is 

stimulated by the interaction o f the individual and the environment. The next step is 

the ethical judgement, followed by the intentions established regarding which action 

to take. Ethical intention in this model’s context is defined by McMahon and Harvey 

(2007) as ‘giving priority to what is morally right over other consideration’ (p. 353). 

Finally, ethical behaviour is the last step in the decision making process. A point to
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consider is that without the first step o f Jones’ model (i.e. ethical awareness), the 

next steps cannot occur. The model follows a linear format progressing from ethical 

awareness, to ethical judgement, to ethical intent and finally to ethical behaviour, 

moderated by the characteristics of the ethical issues (moral intensity). The fact that 

without an ethical awareness the next construct cannot occur is a fundamental 

disadvantage of the model; since ethical issues exist even if we are not aware of 

them, or even if we have an awareness of them but cannot do anything about them. 

The current study appreciates this and by questioning the linearity o f EDM, it 

explores decisions to be made in marketing research where the ethical issues are 

apparent rather than solely exploring the nature of ethical decisions in a linear 

manner.

The contribution of Jones’ (1991) model is the additional construct of ‘moral 

intensity’ into behaviour models of EDM, along with the introduction of the 

importance of the characteristics o f the moral issue itself. He argues that EDM 

outcomes are contingent to the character of the issue itself, as well as the factors or 

characteristics of the individual or the environment. Finally, Jones model 

conceptualises EDM as a process influenced by the characteristics of the ethical 

issue, the environmental factors and other individual moderators. Jones model 

recognises both internal and external determinants of decisions, but the main element 

of the model (i.e. ethical intensity) does not occur in the literature concerning 

marketing research contexts, which is an issue to be taken forward.

Even if the EDM models in the general business context may appear to fall short in 

the holistic conceptualisation of EDM in marketing research, the fact that some of
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them have conceptualised EDM as to be both internally and externally driven is the 

point to be taken on board in this study. However, EDM models that are developed to 

be applicable in the marketing context, have the potentiality to add more pieces to the 

puzzle of the EDM conceptualised in this study. Therefore, the next section presents 

and examines the EDM models that have been developed and conceptualised in the 

marketing domain.

3.3.2 EDM models in marketing

3.3.2.1 Ferrell and Gresham’s (1985) model

The ‘Contingency Model of EDM in Marketing’ (Ferrell & Gresham, 1985) is the 

first significant EDM model contextualised in the marketing field. This model 

investigates the behavioural effects of (un)ethical decisions or actions in marketing 

activities. In this model, an ethical issue or dilemma emerges from social or cultural 

environment, while the important factors that determine ethical or unethical 

behaviours are: a) the individual’s cognitive structure (such as values, attitudes and 

intentions); b) the existing organisational environment c) the opportunity for action 

(such as rewards, corporate policy and professional codes); and d) the significant 

others construct, which refers to differential association and role-set configuration 

(Figure 5).
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Figure 5: Contingency model of EDM (from Ferrell & Gresham, 1985, p. 89)

Based on these factors it can be claimed that Ferrell and Gresham s model mainly 

conceptualises EDM within a social learning descriptive ethics setting. This means 

that Ferrell and Gresham attempt to describe, explain and understand EDM mainly in 

a societal environment. While their model covers factors that affect EDM at a micro

level (significant others and opportunity), a macro-level (ethical issues that derive 

from cultural and societal forces) and an individual level (individual factors), it is 

rather macro-level orientated.

3.3.2.2 Hunt and Vitell’s (1986) model5

Hunt and Vitell’s (1986; 1993; 2006) ‘General Theory of Marketing Ethics’ (also 

known as the H-V model) aims to explain how the individual makes decisions in 

marketing, in relation to ethics. Their model follows a descriptive approach but it 

adopts some normative elements. The authors are trying to understand EDM

5 To note that in this section the H-V model is described only to introduce how EDM process is 
theoretically conceptualised by the developers of the model. A detailed examination of the model is 
presented later on in the next chapter.
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processes, with a focus on the individual’s decision-making tendency. However, they 

rely on absolute principles (deontology) and also take into account teleological 

elements. This reveals that the H-V model not only aspires to explore the EDM 

process, but also to explore how ethical principles and normative-ruled processes 

guide ethical behaviour.

Hunt and Vitell’s starting point is an individual’s perception of an ethical issue. Once 

the individual has perceived ethical content in a situation, then the next step is the 

examination of the alternatives that exist in order to solve the ethical issue. What 

follows, is the deontological and the teleological evaluations of the alternatives. 

These two types of evaluations are based on sets of ethical norms which reflect 

‘personal beliefs or rules of moral behaviour’ (Hunt & Vitell, 2006, p. 3). The sum of 

the teleological and deontological evaluations of an action and its outcomes, will 

give the ethical judgement of the particular action. At this point it has to be 

mentioned that the understanding of EDM, in the H-V model, derives from processes 

that originate in normative ethics. What needs to be added is the important role of 

intentions in the ethical evaluation process, which consequently affects the ethical 

judgement process. Lastly, once the ethical judgement is made, decisions that are 

related to ethical issues will occur. Hunt and Vitell (1986; 1993; 2006) mention three 

groups of factors that influence EDM: a) cultural, b) organisational and c) personal- 

individual. Hunt and Vitell’s model is presented in Figure 6.
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Figure 6: The updated version of the H-V model (adopted from Hunt & Vitell, 
1993; 2006)

Harris and Sutton (1995) describe the H-V model as a model of EDM which includes 

‘environmental, experiential, and individual attributes which are said to impact 

ethical judgments’ (p.806). After an examination of the H-V model, Harris and 

Sutton (1995) argue that it ‘reveals the basic paradigm found in most models of the 

decision-making process’ and ‘it logically flows from problem recognition to search 

to evaluation to choice and then to outcome’ (p.806).

Compared to previous theoretical models in EDM, (such as Trevino (1986) and Rest 

(1986)) the H-V model is a positivistic EDM model that uses normative ethical 

theory (Hunt & Vitell, 2006). Therefore, the H-V model is hybrid in nature, but not 

in purpose as its ultimate goal is not to guide normative propositions o f ethical 

behaviour. These characteristics of the H-V model contribute to our knowledge of 

EDM by offering, at that time, a relatively complete picture of the EDM process in 

the marketing context. They support that all ethical judgments are made through
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norms of behaviour (Hunt & Vitell, 1986). They add that ethical judgements are 

products of the evaluation of the sum total of “goodness” versus “badness” of each 

perceived alternative set of actions. Hunt and Vitell (1986) caution that individuals 

may arrive at different ethical judgments while using the same ethical framework. 

Conversely, individuals may reach the same conclusion to an ethical dilemma yet use 

a different ethical framework in making the decision. Even though the original H-V 

model did not include any individual attributes or social learning elements as 

influencing factors in their modelling process, its developers recognised this 

weakness and updated the model in 1993 by including internal and external 

influences on EDM.

At an empirical level, in 1997 Vitell and Ho reviewed the EDM literature that refers 

to empirical findings of the H-V model. They covered the period 1981 to 1993. They 

examined variables from ethical norms and ethical judgements/evaluations to ethical 

behaviours. O f those groups represented in the literature of this period, those that 

were lacking in comment were the marketing researchers (i.e. .Mayo & Marks, 1990; 

Kelley, Ferrell & Skinner, 1990). Therefore, further research in the field of EDM 

within the marketing research context by marketing researchers was sought. Other 

than Vitell and Ho’s (1997) review of the EDM literature, there are only eight other 

studies of EDM in marketing research during the period 1981 to 1993. The most 

representative are Akaah and Riordan (1989), Akaah (1989), Akaah and Riordan 

(1990), and Akaah (1993). The authors focused on the factors that affect EDM in 

marketing research and they examined only professional marketing researchers about 

their individual factors. After 1993, five studies (i.e. Akaah, 1996; Akaah, 1997; 

Sparks & Hunt, 1998; Lund, 2001) are found in the area o f EDM in marketing
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research. Still, the main focus of these studies is the factors that influence the EDM 

of individual marketing professionals.

In particular, Lund (2001) reviewed the literature of marketing research ethics, and 

found that the issue of ethics in marketing research ‘revolves around a researcher’s 

relationship with four parties in the research process, namely, the general public, 

respondent, client, and the researcher....and in fulfilling his/her duties and 

responsibilities to these constituents, the marketing researcher encounters many 

ethical dilemmas’ (p. 6). Therefore, EDM in marketing research should be 

considered as a multiple-stakeholder-centric from a social contract approach. Social 

contract theory is the view that a person’s implicit moral obligations are reliant on an 

arrangement among them to structure the society in which they coexist (Gough, 

1963; Ross, 2003). Thus, moral agents are somehow engaged in an implicit 

agreement formed by the moral principles they all abide by. To mention that, the 

studies before Lund’s (2001) work have mainly approached EDM from a business 

perspective focusing on individual EDM.

Covering the period 1981 to 2001, only fourteen papers that deal with EDM in 

marketing research and are based on the H-V model exist. Most of them look at the 

factors that affect the EDM of professional marketing researchers, while four looked 

at academic marketing researchers. After 2001 only one study is found to examine 

marketing researchers. In particular, Alsmadi (2008) looked at academic marketing 

researchers’ obligations towards their subjects, but still did not focus on their EDM 

as a process.

Up to date, there has not been any attempt to empirically test the H-V model as a 

whole. This is emphasised by Vitell and Ho’s (1997) work that reviews all the
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empirical studies based on the H-V model, where only partial testing of the H-V 

model exist (Harris & Sutton, 1995). This reveals a disadvantage of the model since 

it lacks practicality and it appears to be too complex to operationalise and test as a 

whole. However, the H-V model offers a general theory o f marketing ethics, and 

therefore it makes an important theoretical contribution to the current study. For this 

reason the H-V model is reviewed in more detail later on in this chapter, regarding its 

theoretical foundations, its contributions in the current study and its limitations.

To sum up, Hunt and Vitell (1986) proposed a general theory of marketing ethics that 

consists of several stages. Similar to Jones (1991) model, the H-V model’s starting 

point is ethical awareness (i.e. a perceived ethical problem). Moreover, Hunt and 

Vitell (2006) claim their model to be a ‘positive ethical theory’ (p.7), nevertheless 

they include normative processes in it. The authors recognise no causality in their 

model, even though they present it and test it as a casual model, as they support their 

model to be the theoretical foundation for all empirical, causality-based attempts to 

follow. However, the H-V model provides good theoretical foundations for 

understanding EDM, based on how ethical principles and normative-grounded 

processes guide behaviour. For this reason, the H-V model is re-examined later in 

this chapter to establish why the H-V model is important for this study, as well as 

why it falls short to assist with an in-depth understanding of EDM.

3.3.2.3 Ferrell, Gresham and Fraedrich (1989) model

In 1989 Ferrell, Gresham and Fraedrich developed an updated framework of their 

initial model presented previously. The reason for creating this updated version can 

be attributed to the gaps that their original model presented. In their synthesised 

framework they actually integrate elements from Kohlberg’s (1969) (i.e. stage of 

cognitive moral development) framework and the H-V model (e.g. awareness, ethical
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evaluations and intentions) into their model. This synthesised framework uses other 

models and concepts as tools of thinking. It provides a more complete theoretical 

knowledge of the EDM process. Ferrell, Gresham and Fraedrich’s synthesised 

framework consists of five stages. Awareness (of ethical issues), cognition 

(perceptions which are theorised as related to stage o f cognitive moral development, 

i.e. whether one perceives a situation as an ethical dilemma will depend on one's 

level of moral development), moral evaluations (deontological and teleological 

judgments), determination (intentions), and actions (ethical or unethical behaviour) 

constitute the sequential order of their model (Figure 7).

Figure 7: The synthesized framework of Ferrell, Gresham and Fraedrich (1989,
p.60 )

Awareness Cognitions Moral Evaluations Determination Action

The authors conclude that EDM is influenced by both internal and external 

constructs. In other words EDM is affected by both the individuals’ moral

development along with societal and organisational factors. More recently Ferrell,

Gresham and Fraedrich (2002) offer a model in which ethical/unethical behaviour is

a product o f ethical evaluation and intentions, a process that is affected by the
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intensity of the ethical issue, individual factors (e.g. moral development), and the 

organisational culture (e.g. opportunity and the behaviour of significant others in the 

organisation). However, Ferrell, Gresham and Fraedrich’s synthesised framework 

(1989) shares the same disadvantage as Jones (1991) and Hunt and Vitell’s (1986; 

1993) models: the assumption that EDM modelling begins with the awareness of an 

ethical issue and it follows a sequential process, that is the result of rational 

reasoning.

The next step in identifying gaps in the knowledge presented within the literature on 

EDM is to review the models of EDM in the context that is under investigation in the 

present study; marketing research. This provides a more customised identification of 

gaps in the literature deriving for the theorisation of EDM in a more precise, natural 

environment. As Bartlett (2003) stated ‘ethical decision making models should have 

a focus on real-world applicability or ecological validity, should explicitly consider 

the situation and/or context in which the decision is being made, and integrate 

individual and organisational factors involved in the decision-making process’ (p. 

224).The next section reviews EDM within marketing research.

3.3.3 EDM models in marketing research

3.3.3.1 Malhotra and Miller (1998) ‘Integrated Model for Ethical Decisions in 

Marketing Research’

A significant attempt to holistically conceptualise EDM in marketing research has 

been offered by Malhorta and Miller (1998), who proposed a theoretical hybrid EDM 

model that adopts a holistic stance trying to capture the phenomenon in a natural 

setting rather than in a controlled artificial environment. Their model combines
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constructs from Ferrell and Gresham’s (1985) ‘Contingency Framework’, Hunt and 

Vitell’s (1986) ‘General Theory of Marketing Ethics’, Trevino’s (1986) 

‘Interactionist Model’, and the ‘Synthesis Model o f EDM’ (Ferrell et al., 1989) and 

proposes a holistic framework for conceptualising EDM in marketing research, 

named as the ‘Integrated Model for Ethical Decisions in Marketing Research’ 

(Figure 8).

Figure 8: An integrated model for ethical decisions in marketing research’ 
(adopted from Malhotra & Miller, 1998, p. 272)

C U L T U R E
R E S P O N D E N T

Awareness
Perception of 
Dilemma

Ethical
Judgment Determination Actions

M A R K E T I N G  R E S E A R C H  F I R M

M A R K E T I N G  R E S E A R C H  I N D U S T R Y  V A R I A B L E S

Malhotra and Miller (1998) conceptualise EDM in marketing research in the light of 

moral philosophy (i.e. ethical relativism, justice, ethical objectivism, teleology, 

deontology and hybrid ethics) and descriptive models from a multiple-stakeholder 

perspective. They move away from a practitioner-centric (and thus moving away
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from a strictly utilitarian analysis of the decision maker that can be very subjective 

and high in biases) conceptualisation of EDM to a multiple-stakeholder approach 

(i.e. respondent, client, public and marketing research firm). Moreover, while most 

EDM models take a purely business perspective by assuming that the decision maker 

is a business or an individual acting on behalf of a business (Malhotra & Miller, 

1998), Malhorta and Miller support that stakeholders such as the public and the 

respondent should not be excluded from the EDM puzzle, as they are important for 

guiding the norms of right behaviour in marketing research. They also argue that all 

positions/perspectives should be considered in the conceptualisation of EDM in 

marketing research and the generation of norms behaviour in the field.

Malhotra and Miller’s model conceptualises EDM as a sequential process though, 

starting with the awareness of an ethical issue, the perception of an ethical issue 

based on the moral development stage, the ethical judgement based on moral 

principles, the determination through intentions and finally the consequences of 

ethical or unethical behaviours. Their model emphasises that each stage in marketing 

research (i.e. problem definition, developing an approach, formulation of the 

research design, field work, data analysis, report preparation and presentation) can 

shape the decision-making process through creating, or not creating, awareness, 

while the decision made in light of ethical concerns imposes consequences on the 

marketing research process (Malhotra & Miller, 1998; Carrigan & Kirkup, 2001).

The main theoretical contribution of Malhotra and Miller’s model is that EDM in 

marketing research is framed by the stakeholders involved in and affected by (thus 

including their view in the conceptualisation of EDM), cultural, situational, industry- 

related, and individual variables. However, no empirical evidence was found for their 

model. This is explained by the fact that the purpose o f their work was to trigger
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research for marketing research ethics, and not to develop a testable model. Finally, 

even if Malhotra and Miller’s framework offers some important theoretical 

considerations, it is not made clear how key constructs (i.e. intentions in ethical 

considerations) are conceptualised apart from the fact that they are presented to 

follow a sequential process. Therefore, the knowledge of marketing research in 

relation to EDM still remains deficient.

Prior to Malhotra and Miller’s work, some empirical studies regarding EDM in 

marketing research can be found. The most important one was conducted by Akaah 

(1993). His study is based on an organisational basis in relation to cultural aspects of 

the marketing research. He focuses on the bureaucratic, the supportive and the 

innovative organisational cultures and their influence on EDM in marketing research. 

He found that marketing researchers in organisations that are bureaucratic, 

supportive and innovative behave and decide more ethically in marketing research, 

while marketing researchers in supportive-only, innovative-only or bureaucratic-only 

organizations behave and decide less ethically. This can be explained by the fact that 

organisations that have all three cultural characteristics have better formal training in 

ethics, follow stricter ethical codes of conduct, have better communication tools and 

processes, and utilise more contemporary assessment processes.

Later on, Sparks and Hunt (1998) recognised the need for empirical research in 

marketing research regarding EDM, and they published their work on the ethical 

sensitivity of MR researchers (i.e. how sensitive MR researchers are in the presence 

of an ethical issue). They found that high levels of ethical sensitivity in marketing 

researchers has a positive function for organisations’ socialisation, but a negative 

function for relativism and ethical, formal training procedures. Both Akaah (1993) 

and Sparks and Hunt’s (1998) works have some interesting elements to be taken on
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board. However, both studies are researcher-centric rather than multi-stakeholder

centric (i.e. including researcher, respondent/public and client firm/participant), 

which is what the current study aims to explore.

In conclusion, descriptive EDM models offer important theoretical considerations 

(Table 3) for the current study as well as important conclusions to be drawn, either 

from a business ethics or a marketing research ethics perspective. What follows is a 

detailed examination of those constructs that were found within the theoretical 

modelling literature to influence EDM. However, their conceptualisation, 

functionality and applicability in a marketing research context are still unknown. The 

next section attempts to partially address this by reviewing the existing literature.

62



Table 3: Summarising EDM models' theoretical contributions.

O E m t r i b u t i o n s  

M o d e l  \ .

N o r m a t i v e D e s c r i p t i v e H y b r id C o n t e x t A t t r i b u t e s  o f  e t h i c a l  

j u d g e m e n t s

A p p r o a c h  t o  E D M

R e s t  ( 1 9 8 4 ;  1 9 8 6 ) ✓ B u s in e s s M o r a l  c h a r a c t e r  

M o r a l  m o t i v a t i o n  

M o r a l  m o t i v a t i o n  

M o r a l  s e n s i t i v i t y

A  n o r m a t i v e  a p p r o a c h  f r o m  a n  

i n d i v i d u a l  p e r s p e c t i v e .

T r e v i n o  ( 1 9 8 6 ) V B u s i n e s s P e r s o n - s i t u a t i o n

i n t e r a c t i o n

A  b e h a v i o u r a l  a p p r o a c h  t h a t  

a p p r e c i a t e s  t h e  r o l e  o f  c o g n i t i o n  

a n d  t h e  c o m p l e x i t y  i n  E D M  

b e c a u s e  o f  t h e  i n d i v i d u a l  a n d  

s i t u a t i o n  i n t e r a c t i v e  i n f l u e n c e s  in  

E D M .

J o n e s ( 1 9 9 1 ) ✓ B u s in e s s M o r a l  i n t e n s i t y  o f  a n  

i s s u e .

A  b e h a v i o u r a l  a p p r o a c h  f r o m  a n  

i n d i v id u a l  p e r s p e c t i v e .

F e r r e l l  a n d  

G r e s h a m  ( 1 9 8 5 )

M a r k e t i n g M i c r o - l e v e l ,  m a c r o 

l e v e l ,  a n d  i n d i v id u a l  

i n f l u e n c e s

A  s o c i a l  l e a r n i n g  a p p r o a c h  f r o m  

a  i n d i v id u a l  p e r s p e c t i v e .

H u n t  a n d  V i t e l l  

( 1 9 8 6 ;  1 9 9 3 )

✓ M a r k e t i n g T e l e o l o g i c a l

e v a l u a t i o n s

D e o n t o l o g i c a l

e v a l u a t i o n s

A  b e h a v i o u r a l  a p p r o a c h  

i n c o r p o r a t i n g  n o r m a t i v e  

e l e m e n t s  f r o m  a n  i n d i v i d u a l  

p e r s p e c t i v e  a p p r e c i a t i n g  

e n v i r o n m e n t a l ,  e x p e r i e n t i a l  a n d  

i n d i v id u a l  a t t r i b u t e s  t o  e t h i c a l  

j u d g e m e n t s .

F e r r e l l ,  G r e s h a m  

a n d  F r a e d r i c h  

( 1 9 8 9 )

✓ M a r k e t i n g I n t e r n a l  a n d  e x t e r n a l  

i n f l u e n c e s  o n  m o r a l  

e v a l u a t i o n s

A  b e h a v i o u r a l  a p p r o a c h  

i n c o r p o r a t i n g  n o r m a t i v e  

e l e m e n t s  f r o m  a n  i n d i v i d u a l  

p e r s p e c t i v e  a p p r e c i a t i n g  

e n v i r o n m e n t a l ,  i n d i v i d u a l  a n d  

o r g a n i s a t i o n a l  a t t r i b u t e s  t o  m o r a l  

e v a l u a t i o n s .

M a l h o t r a  a n d  

M i l l e r  ( 1 9 9 8 )

✓ M a r k e t i n g

r e s e a r c h

M o r a l  b e l i e f s  

S t a g e  o f  c o g n i t i v e  

m o r a l  d e v e l o p m e n t

A  b e h a v i o u r a l  a p p r o a c h  f r o m  a  

m u l t i p l e -  s t a k e h o l d e r  

p e r s p e c t i v e .

Lastly, this section presented the existing theoretical conceptualisations of EDM in 

the marketplace made in the literature, by investigating the context they utilised, the
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ethical approach they identified and their operationalization. So this section assisted 

with the review of the literature in EDM conceptualisation as a whole description of 

the phenomenon. However, the key constructs describing the phenomenon and its 

derivation have not been investigated. To reiterate that, the purpose o f this review 

has been to show how models of EDM have evolved by integrating elements of 

behavioural models of decision-making and considering the needs o f the different 

contexts to which they refer. Furthermore, this review highlights the fact that, to date, 

the conceptualisation of EDM does not appear to be holistic, while the operation of 

existing EDM models appears to be fragmented. After the examination of existing 

EDM models, their main constructs describing EDM and their derivation (i.e. 

influencing factors) are investigated, these are ethical evaluations and judgements, 

and the intentions to behave or decide in ethical matters. The next sections of this 

chapter (3.3.4, 3.3.5, 3.3.6) elaborate on these.

3.3.4 Factors affecting EDM

‘Within the descriptive ethics li tend are, there are a number ot individual, 

situational, and issue-related variables that are garnering increased attention and 

m ay reflect new  research trends’( O ’Fallon & Butterfield, 2005, p.400).

This section reviews the factors that have been found within the literature to either 

influence EDM or determine decisions in ethical matters, moving from the general 

business environment to the more specific; marketing. The reason for reviewing and 

presenting results from the empirical literature on the factors that affect EDM, is 

firstly to provide a foundation for the present study regarding the constructs o f EDM, 

and secondly to reveal that EDM should be considered both internally and externally
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driven, while the internal and external weightings may vary from one case to another, 

from situation to another or even from one ethical dilemma to another.

3.3.4.1 Individual factors - Internally-driven EDM

We should uncover those ethics that are built into our brains, identify them and live 

more fu lly by them ' (Leben, 2010, p. 1).

3.3.4.1.1 Personal values

Personal values can be defined as ‘concepts or beliefs about desirable end states or 

behaviours that transcend specific situations, guide selection or evaluation of 

behaviour and events, and are ordered by relative importance’ (Schwartz & Bilsky, 

1987, p. 551). They are verbal expressions of fundamental motivations, in a socially 

approved manner (Rokeach, 1973; Schwartz, 1992). Values express what is 

important to us in our lives. Each person has several values, while each value’s 

degree of importance varies from one person to another (Steenhaut & Kenhove, 

2006). For example, a specific personal value may be very important to one person, 

but insignificant to another. Moreover, personal values are ‘presumed to encompass 

the range of motivationally distinct values recognised across cultures’ (Steenhaut & 

Kenhove, 2006, p. 138). ‘Modem marketing ethics theories generally recognise an 

individual’s value system as an important determinant of his/her ethical decision 

process’ (Singhapakdi, Rallapalli, Rao & Vitell, 1995, p. 66). To date, the EDM 

literature has overwhelmingly examined individual factors as influencers o f EDM 

(O’Fallon & Butterfield, 2005).

The first attempt to address personal values as influences on EDM is the ‘List of 

Values’ (LOV) scale developed by Kahle (1983) and reviewed by Homer and Kahle
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in 1988 (Singhapakdi, Rallapalli, Rao &ViteII, 1995; Kopanidis, 2009). The LOV 

divides a number of personal values into three dimensions (Table 4):

a) Internal Values: self-fulfilment, excitement, sense o f accomplishment, self-respect

b) External Values: sense of belonging, sense of security, being well respected

c) Interpersonal Values: fun and enjoyment in life, warm relationships.

The LOV is important since it serves to measure these values (Singhapakdi, 

Rallapalli, Rao &Vitell, 1995) and therefore their influential role in EDM.

Table 4: Homer and Kahle’s (1988) list of values (Singhapakdi, Rallapalli, Rao
&Vitell, 1995, p.2).

Dimensions

Interna) Values External Values Interpersonal Values

lal Sell tHI 111 nie ill Id) Sense of Security (hi Fun and enjoyment in life

(hi Self respect (e i Sense of belonging (fl Warm relationships

(cl Sense of accomplishment (gl Being well respected

< i > Excitement

More recently, Steenhaut and Kenhove (2006) identified ten personal values that 

influence EDM (Table 5). These values are organised in four higher-order-value 

domains and form two basic bipolar dimensions (Figure 9).

Table 5: Steenhaut and Kenhove’s (2006) Personal values (p.139).

Val uc Definition and Items

Power

Achievement

I ledonism
Stimulation
Self-direction

Univcrsalism

Benevolence

Tradition

Conformity

Security

Social status and prestige, control or dominance over people and resources 
(Social power, authority, wealth)

Personal success through demonstrating competence according to social standards 
(Successful, capable, ambitious, influential)

Pleasure and sensuous gratification for oneself (Pleasure, enjoying life)
Excitement, novelty, and challenge in life (Daring, a varied life, an exciting life)
Independent thought and action-choosing, creating, exploring 
(Creativity, freedom, independent, curious, choosing own goals)

Understanding, appreciation, tolerance and protection of the welfare of all people and of nature 
(Broadminded, wisdom, social justice, equality, a world at peace, a world of beauty, 
unity with nature, protecting the environment)

Preservation and enhancement of the welfare of people with whom one is in frequent personal contact 
(Helpful, honest, forgiving, loyal, responsible)

Respect, commitment and acceptance of the customs and ideas that traditional culture or religion 
provide the self (I lumble, accepting my portion of life, devout, respect for tradition, moderate) 

Restraint of actions, inclinations, and impulses likely to upset or harm others and violate social 
expectations or norms (Politeness, obedient, self-discipline, honoring parents and ciders)

Safety, harmony and stability of society, of relationships, and of sell (Family security, national security, 
social order, clean, reciprocation of favors)
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Figure 9: Steenhaut and Kenhove’s (2006) domains of personal values (p.140)

O p e n n e s s  
to c h a n g e

S e lf -tra n s c e n d e n c e

The next internal influence of EDM to be examined is ethical orientations. The next 

section addresses what ethical orientations are and what their role in EDM is.

3.3.4.1.2 Ethical orientations

Extensive research has been conducted into the area of ethical orientation, as well as 

in ethical beliefs. Ethical orientations and ethical beliefs were found to be similar in 

the literature. Most studies had idealism versus relativism in ethical considerations 

as core elements. However, egoism is a remarkable behavioural orientation that has 

generated extensive empirical research into EDM in marketing. This section 

addresses relativism, idealism and egoism as behavioural orientations in EDM in 

marketing.

To start with, relativism in ethics was defined by Singhapakdi, Rallapalli, Rao and 

Vitell (1995) as ‘the degree to which an individual rejects universal moral rules when 

making ethical judgements’ (p. 74). In another words, based on relativism, no
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universal ethical rules exist that apply to everyone (Robertson, Gilley & Street, 

2003). Additionally, Forsyth (1980) elaborates in relativism by adding that relativists 

‘reject the possibility of formulating or relying on universal moral rules when 

drawing conclusions about moral questions’ (p. 175). Nguyen and Biderman (2008) 

enrich the above definitions by adding that ‘relativism refers to an action based on 

guidelines/parameters embedded in the social/cultural system, rather than individual 

considerations’ (p. 628). Another interesting definition of relativism is the one given 

by Reidenbach and Robin (1990), in which relativism is defined ‘as perception of 

what is right versus wrong based on guidelines/parameters embedded in the 

social/cultural system, rather than individual considerations’ (Nguyen & Biderman, 

2008, p.628). Furthermore, based on relativists, all normative beliefs are a function 

of a culture or individual. For example culture can be a determinant of ethical norms, 

and therefore norms and values will differ from one culture to another. These 

differences arise from the variance in the volume of focus on the standards of peers 

in assessing the ethicality o f situations (Beekun, Westerman & Barghouti, 2005). 

Assuming that culture is the most important differential factor of ethical norms, and 

therefore ethics are relativistic in nature, Robertson and Crittenden (2003) suggest 

that relativism is likely to be the dominant moral ideology in Western-leaning 

cultures with moderately Socialist economic systems. However, the results of their 

study indicated that multiple moral philosophies were being used in assessing the 

ethics of a situation (Beekun, Westerman & Barghouti, 2005). Moreover, based on 

Beekun, Westerman and Barghouti (2005) relativists recognise the economic factors 

as parameters that differentiate ethical norms. Therefore, based on relativism, ethics 

are not the same for everyone. Moreover, relativists recognise different values within 

the same culture and the same economic system. Finally, relativistic individuals base
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their evaluation on scepticism and consider situations in terms of something other 

than ethical norms (Forsyth, 1992). For relativists, standards of what is right and 

wrong are related to particular situations, and vary from one situation to another 

(Park, 2005). In other words, ethical behaviour from a relativistic point o f view is 

issue-contingent and situation related.

On the other side, idealists care about others’ welfare. In general, idealists tend to 

support that harming others can always be avoided (Forsyth, 1992). Idealistic 

individuals consider as the absolute value of ethical standards; the selfless care for 

others (Park, 2005), ‘ethical judgments are morally absolute in terms of moral 

principles, norms or laws’ (Park, 2005, p.83). Relativism together with idealism has 

displayed its explanatory power of EDM in a business context (Forsyth, 1980; Marta, 

Singhapakdi & Higgs-Kleyn, 2001; Singhapakdi, Vitell & Franke, 1999). Based on 

this, relativism and idealism predominantly prevail in business ethics literature. 

Moreover, according to Forsyth (1980), idealism and relativism’s distinctive 

differences shape moral judgments on ethical issues (Park, 2005).

On an empirical level, Sparks and Hunt (1998) published their work on relativism 

and the ethical sensitivity of marketing researchers in relation to their ethical 

orientations. They found that high ethical sensitivity of marketing researchers is a 

positive function of organisation socialisation, but is a negative function of relativism 

and formal ethical training procedures. Based on this, it can be argued that relativistic 

marketing researchers may generate time consuming decision-making processes due 

to the nature of their ethical orientation, and therefore they may end up engaging in 

unethical behaviours in order to be productive, as well as cost-effective. This is also 

implied in the findings of Vitell, Rallapalli and Singhapakdi’s (1993) study. 

Specifically, the authors examined personal, moral philosophies and organisational
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culture in relation to marketing norms. Their study looked at the relation between 

personal and organisational ethical orientation, and particular marketing norms. They 

found that moral philosophies of relativism and idealism were found to be significant 

predictors of marketers’ honesty and ethical integrity. In more detail, the more 

idealistic (less relativistic) ethically orientated respondent tends to show evidence of 

higher honesty and integrity levels than those with less idealistic (more relativistic) 

ethical orientation. This finding leads to the next behavioural orientation that has 

drawn a lot of attention in EDM in marketing; that of egoism.

Egoism refers to ‘acting in a manner that only promotes one’s long-term self- 

interests’ (Nguyen & Biderman, 2008, p.628). For example, passing a weak student 

in his/her exams only because that promotes tutor’s long-term interests (because that 

student happens to be school Director’s child) is ethical egoism. An extreme form of 

egoism is ‘Machiavellianism’. Machiavellianism can be equal to extreme 

manipulation and the “sacrifice” o f the many for the self (Singhapakdi & Vitell, 

1990; Hunt & Chonko, 1984, as cited in Shome & Rao, 2009). Despite its negative 

nature, Machiavellianism plays an important role in measuring ethicality and 

predicting immorality since it is a suitable indicator of one’s tendency to engage in 

unethical behaviours in order to promote self-interests (Rawwas & Singhapakdi, 

1998, as cited in Shome & Rao (2009)). In the studies conducted by Hegarty (1978) 

and Sims (1979), it was found that people with a high Machiavellian point of view 

behaved less ethically than the ones with low Machiavellian perspectives. This 

means that people with highly ethical egoistic orientations (Machiavellians) are more 

prone to engage into more ethically questionable activities. Lastly, O ’Fallon and 

Butterfield (2005) acknowledged Machiavellianism as a personality trait and 

analysed the results of ten studies on Machiavellianism in relation to EDM. Seven
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out of ten studies reported the negative relation between Machiavellianism and 

ethically made decisions (e.g. Hegarty, 1978, Sims, 1979; Ross and Robertson, 

2003), while the other three studies reported no significant results.

Finally, since the present study takes a holistic perspective, internally-driven 

decisions in ethical concerns are only one piece of the puzzle. The next piece of the 

puzzle is the externally-driven decisions in ethical matters. These are factors deriving 

from the external environment, the professional environment as well as the 

characteristics o f the ethical issue in a given situation, and are all together grouped as 

situational factors.

3.3.4.2 Situational factors -  Externally-driven EDM

Belk (1975) defines situational factors as ‘all those factors particular to a time and 

place of observation which do not follow from a knowledge of personal 

(intraindividual) and stimulus (choice alternative) that have a demonstrable and 

systematic effect on current behaviour’ (p. 158). Ross and Robertson (2003) define 

situational factors as the attributes o f decision setting which affect the decision

making process and results. The authors differentiate situational factors from the 

characteristics of the decision-maker or the decision itself. They additionally state 

that ‘each ethical issue is at least somewhat different because of the situational 

differences that surround i f  (p. 228). This statement is taken on board in the current 

study, since the conceptualisation o f EDM is approached from multiple-stakeholder 

perspectives, and therefore this implies situational differences concerning even 

similar ethical matters.

Situational factors include all factors that are not related to the decision-maker as an 

individual (i.e. personal values) or to the decision options. Ross and Robertson
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(2003) examine two dimensions o f situational factors. They examine sales 

representatives, in relation to universal versus particular, and direct versus indirect 

situational factors. The authors support that these differentiations are essential in 

EDM, theoretically, methodologically, and managerially. While their results confirm 

this, their study appears to be very narrow in scope, as only the sales context was 

used.

Trevino (1986) does not clearly define situational factors, and individual variables 

appear to be interrelated with situational factors, and Ross and Robertson’s (2003) 

work supports that individual factors interact with situational factors, and it is their 

interaction that influences EDM. This is a point to be considered and investigated in 

the present study.

In addition, Trevino (1986) placed situational factors in a professional setting. The 

author did so because professional factors are factors that affect an ethical decision in 

a situation related to someone’s profession. Considering this, the next section focuses 

on the professional variables that impose situational influences in the decision

making process; these are the professional values and issues-related variables.

3.3.4.2.1 Professional values

Professional values can be defined as “values relating to one’s professional conduct 

that are commonly shared by the members of a particular profession" (Singhapakdi 

& Vitell, 1993, p. 528). Professional ethics ‘consists of those morally permissible 

standards of conduct each member of a group wants the others to follow even if their 

following them would mean he/she too has to follow them’ (Davis, 1988, as cited in 

Singhapakdi, Rallapalli, Rao, Vitell, 1995, p.67). According to social learning theory 

an individual would shape their values, norms and behaviours for their profession via
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professional socialisation (Singhapakdi, Rallapalli, Rao & Vitell, 1995). 

Signhapakdi, Rallapalli, Rao and Vitell (1995) claim that professional values are the 

key factors which influence marketers' decisions in ethics-related situations. The 

values that are created in a professional environment (and might differ from 

individual’s values) are very important in affecting the EDM, since they may either 

constrain or drive behaviour. Specifically, EDM in a business environment is widely 

affected by the type of management, the system of communication and the control 

system adopted (Verbeke, Ouwerkek and Peelen, 1996), as well as, the regulatory 

bodies such as the Marketing Research Society (MRS). Consequently, in a business 

environment, individuals may constrain their personal values and adapt them to the 

businesses’ values. However, this is under investigation in the present study.

Kelley and Elm (2003) have identified an increased interest in professional factors 

that affect decision-makers’ perceptions o f ethical issues. Jones (1991, p. 391) asserts 

that organisational factors affect ‘moral decision making and behaviour at two 

points: establishing moral intent and engaging in moral behaviour’. However, Kelley 

and Elm (2003) argue that this assertion reduces the influence of professional factors 

on the perception of the ethical issue. Their findings suggest an indirect impact of 

professional values on the moral behaviour o f the decision-maker (as cited in 

Whittier, Williams & Dewett, 2006). Interestingly, Higgs-Kleyn and Kapelianis 

(1999) found that during conflict, professionals were driven by their professional 

values above others factors (such as personal values). The authors also found that the 

organisational environment is a determinant of EDM. This can be explained by the 

fact that the organisational environment affects professional values, which in turn 

affect EDM. Last but not least, Loe, Ferrell, and Mansfield (2000) reviewed
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empirical studies of EDM in business and identified five organisational factors that 

have received the greatest research attention:

a) opportunity (to engage in unethical behaviour),

b) codes of ethics,

c) rewards and sanctions,

d) culture and climate, and

e) significant others. (Ross & Robertson, 2003, p.228).

The aforementioned organisational influences are under investigation in the 

presented study as they are relevant to the context under investigation. In particular, 

within the context of the present study:

■ Opportunity> derives from the evolving and interdisciplinary nature o f the 

current marketing research environment,

■ codes o f  conduct appear to be out-dated or incomplete lor interdisciplinary 

marketing research,

■ rewards and sanctions refer to the positive and negative reinlorcement towards 

the MR researchers,

■ culture and climate is linked to the tendency or avoidance over new marketing 

research methodologies adoption, while

■ significant others refers to the impact of other salient relerent groups on MR 

researchers’ EDM.

3.3A.2.2 Issue-related influences

Issue-related (or issue-contingent) influences are part of the factors that influence 

EDM process (Jones, 1991; Goles, White, Beebe, Dorantes & Hewitt, 2006). These 

issue-related factors are attributed to Jones’ (1991) ‘Issue-Contingent EDM Model’
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discussed earlier in this chapter. These factors are related to the level of moral 

intensity an ethical issue generates, based on the:

■ Magnitude o f consequences: the sum of the harms (or benefits) done to victims 

(or beneficiaries) of the moral act in question.

■ Social consensus: the degree of social agreement that a proposed act is evil (or 

good).

■ Probability o f  effect: The probability of effect of the moral act in question is a 

joint function of the probability that the act in question will actually take place and 

the act in question will actually cause the harm (benefit) predicted.

■ Temporal immediacy: the length of time between the present and the onset of 

consequences o f the moral act in question (shorter length of time implies greater 

immediacy.

■ Proximity, the feeling of nearness (social, cultural, psychological, or physical) 

that the moral agent has for victims (beneficiaries) of the evil (beneficial) act in 

question.

■ Concentration o f effect: an inverse function of the number of people affected 

by an act of given magnitude. (Jones, 1991; Vitell, Bakir, Paolillo, Hidalgo, Al- 

Khatiband & Rawwas, 2003; Whittier, Williams & Dewett, 2006).

The concept of moral intensity partially originates from ‘the normative arguments of 

moral philosophers who differentiate levels of moral responsibility based on 

proportionality’ (Jones, 1991, p.373). Moral intensity ‘captures the extent o f issue- 

related moral imperative in a situation’ (Jones, 1991, p. 372) and is based on ‘the 

supposition that situations vary in terms of the moral imperative present in that 

situation’ (Goles, White, Beebe, Dorantes & Hewitt, 2006, p. 86). It is
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multidimensional, and its components characterise how morally intensive an issue is. 

Moral intensity excludes ‘traits of moral decision makers, such as moral 

development (Kohlberg, 1976); ego strength, field dependence, or locus of control 

(Trevino, 1986); or knowledge or values (Ferrell & Gresham, 1985)’ (Jones, 1991, 

p.372). Additionally, moral intensity does not include professional values (Jones. 

1991). In sum, moral intensity focuses on the moral issue, not on the moral agent or 

the organisational context. Moral intensity may vary significantly from one issue to 

another (Jones, 1991), and therefore the perception of an ethical issue will vary 

accordingly. However, the reliability and stability of moral intensity still remains 

under-researched, offering ground for further empirical research.

Finally, an interesting thing to consider is the fact that most of the factors that 

influence EDM are conceptualised as direct influences on the ethical evaluations and 

judgements, while issue-related factors have an impact on every construct of the 

decision-making process (ethical evaluations, ethical judgements and behavioural 

intentions). Considering this, the role o f ethical evaluations and judgements, as well 

as the role o f the behavioural intensions on ethical matters, needs to be addressed for 

the conceptualisation of EDM in marketing research. The following sections deal 

with the role o f ethical evaluation and ethical judgements, as well as, the behaviour 

intentions, as being empirically investigated by the EDM models discussed earlier in 

this section.

3.3.5 Ethical evaluations as ethical beliefs - The determinants of 

attitudes in ethical considerations

In most o f the descriptive EDM models discussed earlier, with roots in behavioural 

cognitive decision-making models (i.e. the H-V model (1986; 1993), Trevino’s 

(1986) model, Ferell, Grasham and Fraedrish’s (1989) model, Jones’ (1991), and
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Malhotra and Miller’s (1998) model), ethical evaluations are conceptualised as 

determinants of ethical judgements. Hunt and Vitell (1986) originally identified a 

relation between ethical evaluation and ethical judgment, and they support that the 

final ethical judgement (expressed as attitude) is the product of ethical evaluations. In 

most of these models, ethical evaluations are made based on normative 

considerations (e.g. teleology, deontology, ethical orientations), except that of Jones’ 

model that conceptualises ethical evaluations as influenced by the moral intensity of 

a given issue.

At an empirical level, the oldest endeavour to explore ethical evaluation in the 

marketing context was Crawford (1970). His study examined the ethical evaluation 

in marketing research. He examined marketing executives and researchers and found 

that these two groups have similar ethical standards/orientations, and therefore they 

make similar ethical evaluations in the marketing research context. Additionally, 

ethical evaluation (in a professional marketing research environment) and ethical 

judgements were explored in the light of moral philosophies by Reidenbach and 

Robin (1988). They used five a priori normative scales and three scenarios (used for 

elicitations). They found that marketing professionals do not purely use only one of 

the five normative approaches to ethically evaluate marketing activities; on the 

contrary, they embrace and combine elements of each of these five approaches, and 

interestingly, they do it differently in different situations. This emphasises the 

importance o f situational factors (e.g. professional factors, moral intensity o f an 

issue) when making evaluations on ethical considerations. The authors conclude that 

marketing professionals have the tendency to combine elements from different 

nonnative approaches. However, they rely mostly on one (that changes dependent on 

the situation) to formulate their attitudes ( i.e. make ethical judgements).
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Lastly, in the literature regarding EDM, decisions in ethical considerations are 

conceptualised as driven by behavioural intentions (BI) in a progressive manner. 

Therefore, the next part of this section examines the role o f intentions in EDM to 

provide the foundation for understanding the importance o f behavioural intentions.

3.3.6 Intentions and EDM in marketing

In this section, intentions are discussed as part of the EDM process. Their role is 

underlined in most of the theoretical models and the empirical studies in the field. 

Within EDM literature, the ‘intention is the motive for which a person commits a 

good or evil act’ (Arjoon, 2007, p.398). It is stated in the literature that when forming 

an intention it is not only a matter of having an internal feeling, but also a matter of 

setting oneself to do something (Arjoon, 2007). Regarding the relation o f intentions 

and decisions in ethical matters, Jones (1991) argues that a decision about what is 

morally correct (i.e. an ethical judgment) is not the same as moral intentions, since 

the moral agent balances moral factors against other factors, notably including self- 

interest (Rest, 1986; Jones, 1991) and situational constraints. However, the 

establishment o f moral intention is important to the EDM prediction (Jones, 1991) 

since ‘the best predictor of a person's behaviour is his intention to perform the 

behaviour’ (Fishbein & Ajzen, 1975, p.381). Consistent to this, Dubinsky and Loken 

(1989) emphasised the importance of intentions on the establishment of decisions in 

ethical matters. The present study, up to a point, appreciates this. However the 

conceptualisation and the operationalization of the link between ethical evaluations, 

ethical judgements, and behavioural intentions needs to be further investigated. For 

this reason their relation is further explored in depth in section 3.4 of this chapter in 

the light of marketing research, and in greater depth in the analysis chapters 

(Chapters 6 & 7) of the present study’s findings.
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In summary, the sections above presented the most prominent EDM models in 

business, marketing and marketing research contexts. Some of the models offer 

important theoretical contributions for conceptualising EDM (e.g. the H-V model, 

Ferell, Grasham and Fraedrish (1989) model, Jones (1991) model, and Malhotra & 

Miller (1998) framework), while others fall short, due to the perspective or the 

approach they adopted (e.g. Rest’s (1986) model, Trevino’s (1986) model, and 

Ferrell & Gresham, (1985)). In the area of EDM in marketing, in general, Hunt and 

Vitell’s work (1986; 1993; 2006) is typical. Their original model was the most 

important contribution in theorising and conceptualising EDM in marketing, as it 

approached EDM from a hybrid ethical perspective, from a behavioural 

operationalization assigning environmental, experiential and individual influences to 

EDM (Harris & Sutton, 1995). This section also points out that most of the studies 

that empirically examined EDM in marketing research contexts were based on works 

from EDM in the area of marketing. Supporting this, most of these empirical studies 

utilised the H-V model to do so by testing it partially, but not as a whole.

The reason for reviewing particular EDM models, as well as their fundamental 

constructs (i.e. ethical evaluations, ethical judgements and behavioural intentions), 

was to underline what these models missed out, what they overemphasised and what 

approach and assumptions they used, to set the agenda for what needs to be 

understood in more depth for holistically conceptualising EDM, and to point out that 

marketing research ethics, and therefore EDM in the field, remains under-researched.

In order though to get a more detailed investigation on the existing 

conceptualisations o f EDM, a further investigation towards the roots of the 

operationalization of the key constructs needs to be undertaken. Given the nature of
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the context under investigation in this study this in-depth investigation appears to be 

a matter of urgency.

3.3.7 Conclusion

Particularly, now more than ever, marketing research ethics appear to be in the 

spotlight, since the marketing research agenda is rapidly changing. In particular, 

Aggarwal, Vaidyanathan and Castleberry (2012) and Phillips (2010) have recently 

agreed that the ethicality of various marketing research practices and the misuse of 

data obtained for marketing purposes are in the press, while the environment of 

marketing research is the most troubling with regards to ethical conduct and honesty. 

In addition, Ibrahim. Angelidis and Tomic (2009) stated that there have been changes 

in the ethical standards and the social responsibility of marketing research 

practitioners, thus an in-depth investigation into their EDM can provide clearer and 

deeper implications for normative considerations in the field. This becomes more 

important nowadays since ‘the marketing research process has been dramatically 

affected by changes in technology used by marketing researchers for data collection’ 

(Aggarwal, Vaidyanathan and Castleberry, 2012, p. 464).

Considering all the above, the chapter elaborates on the in-depth conceptualisation 

and operationalization of existing EDM models in the light of a rapidly evolving 

context (i.e. marketing research), concluding with the accumulated findings from the 

EDM conceptualisation and operationalization literature as presented by an initial 

conceptual framework to be utilised in the present study.
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Chapter 4: The theoretical foundations of 
the present study
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4.1 Introduction

The focus of the present study is to investigate EDM processes in the marketing 

research context, and therefore it is interested in behaviours that are o f substantial 

importance in the field. Behaviours such as participating in (with relevance to the 

MR respondent), and practising (with relevance to the MR researcher) particular 

marketing research techniques are the ones explored in the current study. Thus in 

such situations, the understanding and the formation of behavioural intentions have 

to be explored in depth as they are proxies of behaviours (Beck & Azjen, 1991). The 

present study does not examine behaviours per se, rather than that, behavioural 

intentions about engaging or not in the behaviours in question are of interest towards 

understanding and exploring EDM in the evolving marketing research context.

EDM in marketing, as discussed earlier, has generated a lot of empirical research and 

theoretical models that aim to capture ethical decisions or the process of EDM (i.e. 

Rest, 1986; Hunt & Vitell, 1986; Trevino, 1986; Ferrell, Gresham & Fraedrich, 1989; 

Jones, 1991). The focal point of those studies and their models are ethical 

judgements (i.e. attitudes) towards marketing decisions. Therefore, according to 

those studies the most prominent determinant of intentions, and ultimately 

behaviours, are attitudes generated by ethical beliefs (i.e. ethical judgements). Even 

though the present study embraces this, it does not restrict the determination of 

behavioural intentions to ethical judgements as the linearity ol their relation is under 

investigation. The most important reason for doing so is based on the fact the ethical 

judgements, even though important, cannot be the one and only determinant of 

behavioural intentions since there are cases when this is not genuine. For example, a 

marketing research technique can be judged as ‘unethical' but because of particular
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preferred outcomes generated, the decision-maker expresses a positive intention 

towards applying it. This very simply explains how the ethical judgments and 

behavioural intentions linearity can be disconnected in specific situations. For this 

reason, in the present study, one o f the EDM models introduced earlier in Chapter 3 

is revisited in this chapter. This is the ‘General Theory o f Marketing Ethics’ (i.e. H-V 

model) developed by Hunt and Vitell, 1986; and revised in 1993. This model is 

chosen to be revised on the basis o f one o f the most extensively tested behavioural 

models o f decision-making; the ‘Theory o f Planned Behaviour’ TPB (Ajzen, 1985; 

1991).

The EDM model investigated for the purpose o f the current study (H-V model) is 

based on the predecessor of the ‘Theory o f Planned Behaviour’ (TPB); the ‘Theory 

of Reasoned Action’ (Fishbein & Ajzen, 1975; 1980) (TRA). The H-V model is a 

reasoned-action based model based on the intraindividual cognition. It hypothesises 

that the attitudes (i.e. ethical judgements) formed about behaviours and generated by 

ethical issues are not only determined by the evaluation o f behaviour’s consequence 

(likewise the TRA) but also by established ethical norms and values. In addition, it 

proposes that behavioural intentions are determined by ethical judgements (i.e. 

attitudes) which are formed through the combination of two types o f ethical 

evaluations; deontological and teleological evaluation. In general the model proposes 

that behavioural intentions in ethical concerns can be predicted by attitudes (i.e. 

ethical judgements) that are formed based on ethical norms and/or evaluations of 

consequences. Its theoretical foundation (i.e. TRA), however, postulates that 

behavioural intentions are determined by attitudes and social influences (i.e. 

subjective norms), questioning the conceptualisation o f behavioural intentions in the 

H-V model (Celuch & Dill, 2011).

83



Moreover, the theoretical foundations o f the H-V model (i.e. the TRA model) were 

found to have particular limitations regarding particular situations and contexts. One 

of the most important limitations is that the TRA model cannot capture behaviours 

which are not entirely under one’s control, since it is based on the proposition that 

behaviours are completely under one’s volitional control (Fishbein & Ajzen, 1975; 

1980). Consequently, since the H-V model is theoretically based on the TRA, it has 

inherited this fundamental assumption. Particularly, in the context and the behaviours 

(e.g. marketing activities are not made entirely under volitional control) in which the 

H-V model refers, the situational controls imposed on the subsequent behaviour are 

important (e.g. professional constraints and values in the case o f the marketing 

researchers). Consider, for example, a marketing researcher who expresses positive 

attitudes towards using a particular marketing research technique with the imposed 

positive social pressures towards it, but does not have the adequate resources and 

skills to implement it. In such cases control beliefs play an important role both in 

underpinning and determining intentions, as well as final behaviours.

The current study is interested in the behavioural intentions (but not in the 

behaviours per se) in ethical situations, for the holistic conceptualisation o f EDM in 

the marketing research context. Thus it is argued that ethical judgements and 

behavioural intentions’ formation have to be investigated and their link has to be 

further understood, for future normative considerations in marketing research 

practice. For this reason, the core o f the H-V model has been chosen to be revised 

based on the successor o f the TRA; the Theory of Planned Behaviour in order to 

pave the way towards a holistic investiga tion  of EDM in marketing research, by 

considering situations when the decisions are to be made not entirely under one’s 

complete control.
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In the following parts of this section, the theoretical foundation of the ‘General 

Theory of Marketing Ethics’ (H-V model) (i.e. TRA) are briefly explained, followed 

by a detailed examination of the H-V model and the ‘Theory of Planned Behaviour’ 

(TPB). The purpose of including the TRA in the discussions presented in this section 

is to explain and justify why the investigation o f additional constructs from the TPB 

can assist with the in-depth exploration of EDM in marketing research. In addition, 

the theoretical foundation of the H-V model and the TPB formulate the initial 

conceptual framework that serves as the theoretical foundation of the current study as 

well.

4 .2  T he ‘T h eo ry  o f  R ea so n ed  A ction ' (TRA) an d  its  im p a ct on  EDM

The ‘Theory o f Reasoned Action’ (TRA) is one of the most prominent, descriptive 

and positive, models o f decision-making that dominates the literature in the field. Its 

significance derives from the fact that the TRA has extensively been empirically 

applied in different fields, varying from finance (e.g. Presholdt, Lane & Matthew, 

1987), education (e.g. Frederick & Dossett, 1983), medicine (e.g. Timko, 1987), 

marketing and consumer research (i.e. Buchan, 2005; Carpenter & Reimers, 2005; 

Cherry, 2006; Dubinsky & Loken, 1989; Gibson & Frakes, 1997; Sheppard, 

Hartwick & Warshaw, 1988;01iver & Bearden, 1985), and ethics(e.g. Celuch & Dill, 

2011). The main proposition o f the TRA is that behaviours are determined, and 

therefore can be predicted, by the behavioural intentions (BI) towards performing the 

behaviour in question (Fishbein &Ajzen, 1975; Ajzen & Fishbein, 1980). Moreover, 

according to the TRA, behavioural intention is a function of two constructs: a) 

Attitudes (A) and b) Subjective Norms (SN). The intent to perform a given behaviour 

depends upon the product o f the measures o f attitude and subjective norms. A 

positive product indicates behavioural intent towards performing the behaviour in
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question; while the opposite is also true (Glanz, Lewis, & Rimer, 1997). The TRA is 

depicted in Figure 10 and it progresses from left to right, by proposing a sequential 

representation o f the decision-making process based on the individual’s cognitive 

reasoning.

Attitude, in the TRA, is defined as the general favourable or unfavourable 

expressions towards performing the behaviour in question. According to the TRA, 

attitude is the product o f someone’s behavioural beliefs (B) about certain outcomes 

brought about by the behaviour in question, and one’s evaluation (E) o f the 

behavioural outcomes. On the other hand, subjective norms (SN) are the perceptions 

formulated by social pressure imposed on performing or not the behaviour in 

question. The subjective norms are products of nonnative beliefs (NB), which are the 

beliefs related to what people important to the decision-maker think they should or 

should not do, and the decision maker’s tendency to comply with what their salient 

referents think about performing the behaviour. This is the motivation to comply 

(MC) with their salient referents’ beliefs about the behaviour (Fishbein &Ajzen, 

1975; Ajzen & Fishbein, 1980) (Figure 10). Even though attitudes and subjective 

norms are presented as two independent determinants of behavioural intentions, 

several empirical studies have found a strong relation between the two elements (i.e. 

Sheperd & O’Keefe, 1984; Shimp & Kavas, 1984, Vallerand et al, 1992). Therefore, 

the interaction o f attitudes and subjective norms should be considered for an in-depth 

understanding of EDM (Figure 11).
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Figure 10: The original TRA (Fishbein & Ajzen, 1975; Ajzen & Fishbein, 1980)

Figure 11: The interaction of attitudes and the subjective norms in the light of
the TRA.

Apart from the constructs, and their relations, included in the model o f the TRA, 

there are some important underlying hypotheses that the model is built on. According 

to the TRA, hum an beings a re  ra tio n a l and make systematic use o f information 

available to them when making a decision, and the decisions are made en tire ly  under  

o n e ’s vo litio n a l con tro l (Fishbein &Ajzen, 1975; Ajzen & Fishbein, 1980). This 

means that the decision-maker has the absolute control over the decision-making
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process and the decision is made of their own will. Moreover, what guides the TRA 

is the underlying concept of making the decision under the right conditions. This 

means that the decision-maker should be fully informed of the behaviour in question 

and everything related to it, while nothing can stop them from deciding about it. 

Even though these assumptions were proved to be adequate in predicting particular 

behaviours when using the TRA, there are cases in which the TRA’s predictive 

validity becomes problematic (Sheppard et al, 1988). In the case o f EDM the picture 

may be left incomplete as emotional influences might disrupt this picture. What is of 

particular interest in the current study is how the TRA has proved insufficient in fully 

explaining the EDM and the behavioural intentions in an ethical content, particularly 

in the marketing field (Kurland, 1995; Celuch & Dill, 2010).

Undoubtedly, the TRA played a tremendous role in the conceptualisation o f EDM, 

since most o f the EDM models are either theoretically based on the TRA or have 

extensively been influenced by it. Several studies have applied the TRA in the EDM 

context (e.g. Celuch & Dill, 2011; Buchan, 2005; Carpenter & Reimers, 2005; 

Cherry, 2006; Dubinsky & Loken, 1989; Gibson & Frakes, 1997), while others used 

the TRA as the theoretical foundation to build their models on (e.g. Hunt & Vitell, 

1986; Rest, 1986; Ferrell, Gresham & Fraedrich, 1989; Jones, 1991). However, by 

utilising the case o f the ‘General Theory o f Marketing Ethics’ (i.e. H-V model) it is 

argued that the TRA is not enough to: a) explain EDM and b) fully understand 

behavioural intentions in ethical situations in the marketing research field. In order 

to support this, the “core” of the ‘General Theory o f Marketing Ethics’ needs 

revisiting, along with an examination of how far the TRA was applied in its 

development.
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4 .3  R ev is it in g  th e  'G eneral T h eo ry  o f  M ark etin g  E th ics’

The most important study in the field o f EDM conceptualisation in marketing was 

performed by Hunt and Vitell (1986), and it provided the theoretical basis for most of 

the studies that followed (i.e. Ferrell, Gresham & Fraedrich’s (1989) ‘Synthesis 

Integrated Model o f EDM in Business’ and Jones’ (1991) ‘Issue-Contingent Model 

of EDM’). Hunt and Vitell’s (1986) ‘General Theory o f Marketing Ethics’, (i.e. H-V 

model) was revised in 1993, and here the ‘core’ o f the revised model is presented. 

Hunt and Vitell’s (1986; 1993; 2006) work aims to explain how the individual makes 

decisions with ethical content in the marketing context. Their model espouses a 

descriptive6 approach since they are trying to understand and explain the decision

making process, while focusing on individual’s decision-making tendency to rely on 

absolute ethical principles7 when taking into account other factors, such as the 

consequences o f the behaviours in question and the social influences. Thus the model 

is descriptive in nature, but it utilises normative elements to guide behaviour in 

marketing. The H-V model is theoretically based on the ‘Theory o f Reasoned 

Action’ (TRA) developed by Fishbein and Ajzen (1975). Even though Hunt and 

Vitell do not state this clearly in their 1986 and 1993 works, they mention, in a recent 

work, that their model is ‘consistent with general theories in consumer behaviour and 

the Fishbein and Ajzen (1975) model’ (Hunt & Vitell, 2006, p.3). Thus, their model 

is based on the same assumption with the TRA, that:

a) hum an beings a re  ra tion a l and make systematic use of information available to 

them when making a decision, and

6 Descriptive approaches focus on the process of decision-making as it happens, identifying what 
influences one to make a decision and how the decision are actually made in their physical 
environment (Eiser & Plight, 1988). The descriptive ethical approaches go alongside with this 
proposition.
7 These derive from deontology as discussed by normative ethics. An example of an absolute ethical 
principle in marketing research is that of 'No-harm'.
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b) decisions are made en tire ly  under o n e ’s  vo litio n a l con tro l (Fishbein & Ajzen, 

1975; Ajzen & Fishbein, 1980).

c) decision-making is conceptualised as a sequential process in line with

o
connectionist approaches o f behaviour.

In the present study, these assumptions are questioned and their relevance in today’s 

EDM in marketing research is under investigation. This is discussed in more detail 

below.

In line with the above assumptions associated with the TRA, the H-V model’s main 

postulation is the consistency o f behaviour and the judgments preceding it (Nguyen 

& Biderman, 2008). Based on the H-V model this helps alleviate the stress and 

anxiety of the decision-maker, resulting from the conflict o f having an ethical 

judgement (i.e attitude) -  behaviour inconsistency (Festinger, 1957). For example, 

based on H-V model, if  an action is judged as ethical, one is more likely to form an 

intention to perform it. Conversely, if  an action is judged as unethical, one is less 

likely to form an intention to engage in the action. However, this is not always true, 

since an inconsistency between ethical judgements (i.e. attitudes) and behavioural 

intentions may exist (Fraus, 1995). In reality an action may be judged as unethical 

but because particular consequences, situational factors or behavioural constraints 

may impose greater influence on the final decision, the decision-maker may express 

the intention to perform the action in question.

Hunt and Vitell (1986) originally identified a relation between ethical evaluation and 

ethical judgment. They support that the final ethical judgement (i.e. attitudes) is the 8

8 An approach of decision making and behaviour based on cognitive psychology, cognitive 
science, neuroscience, and philosophy of mind, that models mental or behavioural phenomena as 
the emergent processes of interconnected networks of simple units (Pinker & Jacques, 1998; Elman, 
Bates, Johnson, Karmiloff-Smith, Parisi & Plankett, 1996)
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product o f two types o f evaluation - deontological9 and teleological10 evaluations. 

They argue that ethical judgments are determined by applying norms of behaviour 

and by evaluating the sum total of “goodness” versus “badness” brought about by 

each perceived alternative action. Through this proposition they approach ethical 

judgement from a normative11 ethical perspective, while they embrace it in a 

descriptive behavioural model o f EDM in marketing. Hunt and Vitell (1986; 1993; 

2006; Hunt, 2003) contend that people’s ethical judgments (EJ) differ because of 

differences in deontological evaluation (DE) (affected by the deontological norms) 

and teleological evaluation (TE) (affected by the probabilities of consequences, 

desirability o f consequences and importance o f stakeholders) (Figure 12). 

Conversely, individuals may reach the same conclusion about an ethical dilemma, 

yet use different ethical frameworks when making the decision. The two types of 

evaluations proposed in the H-V model are based on sets of ethical norms which 

reflect ‘personal beliefs or rules o f moral behaviour’ (Hunt & Vitell, 2006, p. 3). 

Therefore, ethical judgements are based on behavioural beliefs and the tendency to 

comply with particular behavioural norms. Moreover, the authors propose that 

ethical judgement is a function of both deontological and teleological evaluations and 

is given by a mathematical formula which reflects the core assumption of the model, 

that the decision maker in ethical situations is a rational human being who will go 

through detailed steps o f calculating good and bad consequences based on 

established norms, values and principles of ethical behaviour.

9 Ethical evaluations based on deontology, which is interested on the ethicality of the behaviour in 
question perse (Frederick, 1999).
10 Ethical evaluation based on the teleology, which is not interested on the features of the behaviour 
in question, but on the consequences brought about by the behaviour (Frederick, 1999)
11 Normative perspectives are concerned with establishing norms of how people should make 
decisions (Eiser & Plight, 1988), and normative ethical perspectives are concerned with the 
establishment of norms of ethical behaviour.
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Furthermore, in the H-V model, as in the TRA, behavioural intentions are the 

antecedents o f behaviours. Specifically, the H-V model emphasises the importance 

of the relation of ethical judgements (attitudes) and intentions for the prediction of 

behaviour when ethical concerns occur. However, this has generated debates in the 

EDM literature in line with the fact that the predictive capabilities o f  the H-V model 

still remain in dispute (Chang, 1998, Celuch & Dill, 2010). One explanation comes 

from the reasoned-action origins o f the H-V model and the second comes from the 

context o f the behaviours which the H-V model refers to -  marketing. These two are 

explained in more detail in the subsequent parts of this section. In particular, in the 

following part o f this section the core elements of the H-V model are analysed and 

discussed. These are deontological evaluation, teleological evaluation, and ethical 

judgement. The reason for examining the core elements of the H-V model serves the 

purpose of deconstructing EDM so as to be able to holistically conceptualise it in 

marketing research from a multiple-moral agent perspective.

Figure 12: The “core” of the H-V model (Hunt & Vitell, 1993; 2006; Hunt, 2003)

4.3.1 Deontological evaluation

In the process o f deontological evaluation the individual evaluates the behaviour, or a 

set o f alternative behaviours, based on the application of norms of behaviour to the 

behaviour in question or its perceived alternatives (Hunt & Vitell, 1986; 1993; 2006;
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Ferell, Gresham & Fraedrich, 1989). Deontological evaluation is based on the 

rightness or wrongness o f the behaviour in question determined by prescribed norms 

o f behaviour. These norms can either deontological norms (ethical principles and 

maxims that are interested in the ethicality o f the behaviour per se, not o f its 

consequences) or personal and situation-specific values. According to the H-V 

model, deontological evaluation takes the form of either general beliefs or issue- 

specific beliefs that derive from particular values or norms, and it is indirectly related 

to behavioural intentions through the ethical judgement (Hunt & Vitell, 1993; 2006).

Deontological evaluation and its role in ethical judgement have triggered a lot of 

attention in the marketing literature. The majority o f studies examining ethical 

evaluation and ethical judgements in marketing have focused on deontological 

evaluations (e.g. Reidenbach & Robin, 1988; Mayo & Marks, 1990; Reidenbach & 

Robin, 1990; Vitell & Hunt, 1990; Reidenbach, Robin & Dawson, 1991; Fraedrich & 

Ferrell, 1992; Hansen, 1992; Henthome, Robin & Reidenbach, 1992; Cohen, Pant & 

Sharp, 1993; Hunt & Vasquez-Parraga, 1993; Fraedrich, 1993; Akaah, 1997) and 

most o f them have concluded that marketing professionals’ (researchers and 

practitioners) ethical judgements are primarily based on deontological evaluations. 

This finding is reinforced by the fact that the factors examined differed from one 

study to another while the overall finding was the same in most o f them -  marketing 

professionals ’ ethical judgments are primarily based on the deontological 

evaluations. This can be explained by the fact that all marketing professionals have 

to abide by specific norms o f behaviour such as professional codes or codes of 

conduct; such as the ICC/ESOMAR (European Society for Opinion and Market 

Research) Code on Market and Social Research or the Marketing Research Society 

Code of Conduct. Though, apart from marketing professionals, how do other groups

93



(i.e. marketing research respondents and the general public) judge ethical issues 

within the marketing context? The current study aims to shed detailed light on this 

issue.

Furthermore, according to the H-V model, individuals’ ethical evaluations may 

differ, and, as a result their ethical judgements. Particularly, based on deontological 

evaluation, ethical judgement differences may result from people’s differences in: a) 

deontological norm s, b) relative im portance  o f particular norms, c) rules for 

resolving conflicts among norms, and/or d) rules for interpreting the a p p lica b ility  of 

norms (Hunt, 2003). On this basis, the differences in deontological evaluations 

between “active” (i.e. marketing researchers and practitioners) and “passive” (i.e. 

marketing research respondents and the general public) groups in marketing research 

may be significant. This has not thoroughly been examined in the literature, and 

therefore a gap exists. This gap is worth examining since EDM of the passi ve groups 

(i.e. respondents) in marketing has a direct impact on good marketing practice, 

education and implementation, while it directly affects the quality o f the marketing 

research (Malhotra & Birks, 2007). As Brass, Butterfield and Skaggs’s (1998) have 

identified, EDM in marketing is subject to the relationships o f the stakeholders 

involved in the decision making process and is affected by its outcomes, which 

coincides with the underpinnings of the H-V model. Lastly, based on the H-V model, 

apart from deontological evaluation, a second type of evaluation is also responsible 

for the differences in individual’s ethical judgements; this is teleological evaluation. 

In the next section the importance o f teleological evaluation in ethical judgements 

and EDM process is presented.

94



4.3.2 Teleological evaluation

Teleological evaluation refers to the general beliefs about the relative “goodness” or 

“badness” brought about by the behaviour in question, or by each perceived 

alternative, for various groups of stakeholders (Hunt & Vitell, 1986; 1993; 2003; 

2006; Ferell, Gresham & Fraedrich, 1989). Teleological evaluation focuses on the 

consequences o f the behaviour in question. In the process o f teleological evaluation 

the decision-maker evaluates the consequences o f the action in question and the 

consequences o f alternative actions, therefore they judge (i.e. forms an attitude) the 

behaviour in question based on the preferred set o f consequences brought about.

In the core o f the H-V model, the process o f teleological evaluation is influenced by 

three constructs: a) the desirability o f consequences, b) the probability of 

consequences, and c) the importance of stakeholders (Hunt & Vitell, 1986; 1993; 

2003; 2006) (Figure 13). Compared to the volume o f the empirical research in 

deontological evaluation, teleological evaluation and its determinants have received 

limited empirical research. This is illustrated by the fact that only one study was 

found that empirically examined the ‘desirability o f consequences’ construct (i.e. 

Mayo & Mark’s (1990) study) in relation to ethical judgements, but it used a single 

item to measure this construct, which raises questions about the reliability o f Mayo 

and Mark’s (1990) study. Vitell & Singhapakdi’s (1991), examined the factors that 

affect the ‘importance o f stakeholders’ construct, while the ‘probability of 

consequences’ construct has been left unexplored so far. The limited research in the 

three aforementioned determinants o f the teleological evaluation process reveals very 

little information in understanding the role of teleological evaluation in ethical 

judgement formulation, while it questions whether the TRA was correctly applied in 

this part o f the H-V model. If one recalls, based on the TRA, the evaluations o f
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behavioural outcomes and the social influences (salient referents’ influences) are 

independent determinants of intentions, while in some cases the social influences can 

influence evaluations of behavioural outcomes. In spite o f this, the developers of the 

H-V model neglect to embrace this direct influence o f the importance o f stakeholders 

on behavioural intentions, which is something that the current study considers worth 

investigating.

Figure 13: As teleological evaluation and its determinants are presented by the 
H-V model (Hunt & Vitell, 1986; 1993; 2006; Hunt, 2003)

Nevertheless, in accordance with the H-V model, the teleological evaluation is 

determined by both the behavioural consequences (which are part of the ethical 

judgements formulation) and the influence of salient stakeholders (which are part of 

the subjective norms) (Hunt & Vitell, 1986; 1993; 2006; Hunt, 2003; Ferell, 

Gresham & Fraedrich, 1989). Obviously this is not in accordance with what the 

TRA hypothesises, as the TRA proposes a direct link between behavioural intentions 

and subjective norms. Therefore, at this point two initial conclusions can be drawn:

I) The TRA was partially applied in the development of the teleological 

evaluation - ethical judgement part of the H-V model.
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II) The developers of the H-V model identified and empirically proved only an 

indirect, rather than a direct (like in the TRA), relation between social 

influences (importance of stakeholders) and intentions.

However, the relationship between teleological evaluations and intentions needs to 

be carefully examined, as the aforementioned conclusions need to be conceptualised 

in specific context and for the specific behaviours that are under investigation in the 

present study. To reiterate that the present study is interested in the MR researchers’ 

(un)willingness to practice the two marketing research techniques presented in 

Chapter 2 (i.e. autoethnography and neuromarketing), in the light o f the MR 

respondents’ (un)willingness to participate in them when common ethical issues are 

apparent.

In the H-V model, the teleological evaluations are presented to be both directly and 

indirectly related to the intentions construct of the model (Figure 13). The Hunt and 

Vitell model (1986; 1993; 2006) postulates that when teleological evaluations are 

related directly to the ethical judgements; ethical judgements, intentions and 

behaviours are consistent. In contrast, in cases where teleological evaluations are 

directly related to intentions, the ethical judgements-intentions relationship is 

attenuated (Mayo & Marks, 1990; Vitell & Ho, 1997), because o f particular 

preferences on specific behavioural outcomes (consequences), and the decision

maker feels guilty (Hunt & Vitell, 2006). Moreover, the developers o f the model 

support the fact that the positive consequences o f behaviour are responsible for 

disconnecting the relationship between ethical judgments and intentions. For 

example, some marketers may judge the use of neuroscience for marketing research 

purposes as an unethical marketing practice because it jeopardises respondents’ 

autonomy and safety. However, they may believe that this technique brings about
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advanced knowledge o f the marketing domain and that it minimises the biases of 

questionnaire/interview research techniques (positive consequences). Therefore, they 

may express the intent to apply it. In this case there is an obvious 

conflict/inconsistency between the behavioural intention and the ethical judgement.

Alongside this, particular empirical studies support that the direct relation of 

teleological evaluation and intentions result from the evaluation of consequences by 

overshadowing the ethical judgment based on ethical norms (deontological 

evaluation) (i.e. Mayo & Marks, 1990; Vasquez-Parraga, 1990; Dohoro et al, 1999). 

However, what must be mentioned is the fact that none of these studies has examined 

the importance o f stakeholders as a determinant o f teleological evaluation. Therefore, 

both the prepositions o f the model and the absence o f empirical findings on this part 

of the model do not illustrate the direct relationship between teleological évaluations- 

intentions to the importance o f stakeholders. This means, there is no evidence, at this 

point, to enable the rejection of conclusions (I) and (II) drawn previously, in this 

section. On the contrary, social influences (i.e. importance o f stakeholders) have 

empirically been proved to have a direct influence on behavioural intentions, 

represented by a relatively strong average correlation of 0.44 taken from twelve 

studies12 that tested the relations of these constructs using the TRA model. Therefore, 

the current study is built on the assumption that TRA was not fully applied through 

the teleological evaluation construct o f  the H-V model, which ignores the direct 

influence o f  the importance o f stakeholders on behavioural intentions. However, for 

the purpose o f this study the direct relationship between the importance of 

stakeholders and intentions is examined in depth, as MR researchers’ willingness to

12van Ryn & Vinokur (1990), Doll & Ajzen (1990), Schlegel et al (1990), Netemeyer, Burton & Johnston 
(1990), Schifter & Ajzen (1985), Ajzen & Driver (n.d), Madden, Ellen & Ajzen (n.d), Beck & Ajzen (n.d), 
Netemeyer, Andrews & Durvasula (1990), Parker et al (1990), Beale & Manstead (1991), Otis, Godin 
& Lambert (n.d)
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practice (i.e. behavioural intentions) the two marketing research techniques presented 

in Chapter 2 (i.e. autoethnography and neuromarketing) is investigated in the light of 

the MR respondents’ willingness to participate in them when common ethical issues 

are apparent. Thus the next step is the investigation o f the formation o f behavioural 

intentions, as mapped through the existing literature. The next section elaborates on 

this.

4.3.3 Ethical judgements and their role in behavioural intentions formulation

In the previous sections, it has been explained, in detail, that the H-V model 

appreciates the importance of ethical evaluations in the establishment o f an ethical 

judgement. What still needs to be examined is the relationship between ethical 

judgements and intentions, considering the fact that ethical judgement’s predictive 

capability has extensively been criticised in the literature (Kurland, 1995; Celuch & 

Dill, 2010). Nevertheless, the term ju d g em en t needs to be clarified in order to better 

understand ethical judgements.

Judgements are similar in nature to decisions, but Lonergan (2000) distinguishes 
them in the following way: a judgement is a reflective insight expressed as an 
attitude, while a decision is a practical insight expressed through behaviour. That is 
why judgments have been used as the most common indicator o f an attitude and a 
determinant of subsequent behavioural intentions (Festinger, 1957; Ajzen and 
Fishbein, 1980; Ajzen, 1991; Armitage and Conner, 2001). While ethical judgement 
in the H-V model support this, the model’s conceptualisation of behavioural 
intentions still remains blurred (Kurland, 1995; Celuch & Dill, 2010). This results 
from the fact that social influences (importance of stakeholders) have conceptually 
and empirically been disregarded as determinants of behavioural intentions, whilst 
they have been considered as an influencer solely for ethical judgements. Therefore, 
based on the H-V model, the prediction of behavioural intentions is left solely on 
ethical judgements that derive from deontological evaluations and the perceived 
evaluation of the behaviour’s consequences, which means that the conceptualisation 
of behavioural intentions is solely based on attitudes. Partially, the reason for this 
pitfall in the model is attributed to the theoretical foundation that its developers used 
for its formation (i.e. TRA), and the way it was interpreted by them (as discussed 
above). In addtion, the nature and the context o f the behaviours which the H-V model 
examines are also responsible for proving a incomplete conceptualisation o f EDM 
processes. This is further detailed below.
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4.3.4 The nature and the context of the behaviours which the H-V model refers to

Another issue that has to be taken into consideration regarding the conceptualisation 

of EDM based through the H-V model is the nature and the context o f behaviours 

which the H-V model refers to. The H-V model was developed in the context of 

marketing. This means that the behaviours in which the H-V model refers to are not 

entirely under an individual’s volitional control13. In contrast, for example, marketing 

managers or marketing researchers cannot decide about a marketing strategy or a 

marketing research technique under their own, entire volitional control (i.e. things 

such as potential opportunities and risks, as well as availability or shortage of 

resources and skills to facilitate specific marketing activities or even lack o f authority 

may impose constraints on their decision-making process or may make their 

decision-making process more straightforward). However, the theoretical foundation 

on which the H-V model is built only refers to behaviours that are entirely under 

one’s volitional control (i.e. TRA). Therefore, there is a mismatch in the type of 

behaviours examined by the H-V model (due to the nature of the context in which it 

refers to) and the theoretical foundation used for the model development. At this 

point, the H-V model shares the same limitations (i.e. incomplete conceptualisation 

of decision-making processes when decisions are not made under one’s own control) 

with its antecedent, TRA. For this reason and for the purpose o f the current study, the 

H-V model is revised based on the extended version o f TRA, the ‘Theory o f Planned 

Behaviour’ (TPB) which addresses these limitations. In the following section the 

‘Theory o f Planned Behaviour’ is discussed in the light o f EDM in marketing 

research.

13 One's own will or power over making a decision.
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4 .4  T he 'T h eory  o f  P la n n ed  B eh av iou r' (TPB) a s  a su c c e sso r  o f  th e  

TRA m o d e l

Even though TRA has received extensive empirical research in the decision-making 

and EDM literature, offering impressive findings and results about predicting 

particular behaviours, its operationalisation weakens when the decisions examined 

are not completely under an individual’s volitional control. Therefore, the model 

appears to have limitations when predicting such behaviours. Some of the greatest 

limitations o f the TRA appear in:

a) cases where people have little, or feel they have little, power over their behaviours 

and attitudes (for example an opportunity exists but the individual does not exploit it 

due to financial constraints), and

b) particular situations and contexts where the individual has incomplete volitional 

control ( e.g. when there is asymmetric or imbalanced information or power).

In response to this, one of the developers of the TRA revised and extended the TRA 

model, resulting in the ‘Theory of Planned Behaviour’ (TPB) (Ajzen, 1985; 1991).

The TPB model (Ajzen, 1985; 1991), as well as the TRA model (Fishbein & Ajzen, 

1975), posits that behavioural intentions are predicted by attitudes and subjective 

norms. What differentiates the two models, predominantly, is the new variable 

introduced in the TPB -  namely Perceived Behavioural Control (PBC). Therefore, 

the TPB consists o f three main determinants of behavioural intentions: a) Attitudes 

(A), b) Subjective (social) Norms (SN), c) Perceived Behavioural Control (PBC), 

which in turn are based on three types of beliefs: a) behavioural beliefs, b) normative 

beliefs, and c) control beliefs, respectively (Figure 14).
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Figure 14: The Theory of Planned Behaviour (Ajzen, 1985;1991)

It can be argued that among the three aforementioned determinants o f behavioural

intentions, the most important one is perceived behavioural control since together 

with behavioural intentions it can directly drive behaviours. However, Ajzen (1985;

1991) points out that the relative importance of each determinant relies on the nature

of the context of the subsequent behaviours, as well as on the situations that

accompany those behaviours (Ajzen, 1985; 1991).

Since 1975 the TRA alongside the TBP have resulted in over a thousand empirical 

studies, and in 2009 Fishbein and Ajzen published their latest version of the TPB 

(Figure 15). The TPB model was updated to attempt to present an integrated model 

that could respond to the criticism that the TPB ignores internal pressures to the 

individual (such as feelings, emotions and ethics, which can act as determinants of 

behavioural intentions in given situations) (Gorsuch & Ortberg, 1983; Kurland, 

1995; Celuch & Dill, 2011). The updated version of the TPB appreciates the 

influence o f background factors (Figure 15), however their conceptualisation and 

operationalization remain vague (Celuch & Dill, 2011). However, Fishbein and 

Ajzen (2009) do appreciate the importance o f PBCs in the determinations of 

behavioural intentions.
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Figure 15: The updated TPB (Fisbein & Ajzen, 2009, p. 22)

Consequently, the PBC element is o f particular interest in the investigation of EDM 

in the current study, given the purpose of the study and the nature of the context 

under investigation (i.e. particular marketing situations that raise ethical issues). For 

this reason this construct of the TPB is examined in more detail below.

4.4.1 Perceived behavioural control

Perceived Behavioural Control (PBC) is the new element introduced by the TPB 

model in order to capture decisions which are not entirely made under an individual’s 

volitional control (non-volitional controls). In order to do so, the TPB proposes that 

perceived behavioural control is determined by two factors: a) Control beliefs (C) 

and b) perceived Power (P). According to Ajzen (1991) and Fishbein and Ajzen 

(2009), perceived behavioural control is a self-efficacy b e l i e f 4. This indicates that a 

person’s motivation is influenced by how difficult the behaviours are perceived to be, 

as well as the perception o f how successfully the individual can, or cannot, perform 

the activity (Ajzen, 1985; 1991). If a person holds strong control beliefs about the 

existence of factors that will facilitate behaviour, then the individual will have high 14

14 This is based on the Bandura's (1977, 1982) concept of how well one can execute an action in 
specific situations
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perceived control over that behaviour. Conversely, the person will have a low 

perception of control if  they hold strong control beliefs that impede the behaviour.

According to the TPB, perceived behaviour control (PBC) and behavioural intentions 

are significant predictors of subsequent behaviour. Particularly, PBC’s predictive 

power increases when the volitional control over the behaviour decreases (Ajzen, 

1991). Therefore, in situations when the volitional control is the least, PBC may 

prove to be the ultimate determinant of whether the decision-maker is going to 

engage in the behaviour in question, or not. For example, a marketing manager 

intends to utilize a novel marketing research technique in order to increase their 

company’s market share, but the amount of money needed is vast and the company 

has not made a provision for it. Therefore, most probably, the marketing manager 

will not facilitate the particular technique (even if they express a positive intention 

towards using it) because they believe that they do not have the power to facilitate 

the particular investment. In another example, a Higher Education institution is 

willing to fully fund and facilitate particular research for marketing that utilises a 

novel methodology. An academic marketing researcher who has the knowledge in 

the subject is asked to take part. As he has the resources required and also recognises 

increased opportunities to augment his academic career, he expresses his intent to 

participate, and finally he does so. Utilising the above examples, PBC can be a strong 

determinant of behaviours, as well as a strong determinant of behavioural intensions 

in specific situations; which is what the TPB proposes. Moreover, more support for 

the role o f PBC in decision-making comes from the empirical literature.

In the empirical literature of the TPB, PBCs and intentions are found to be significant 

determinants of behaviour in most studies (e.g. van Ryn & Vinokur, 1990; Doll & 

Ajzen, 1990; Schlegel et al, 1990; Locke et al, 1984; Watter, 1989; Netemeyer,
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Andrews & Durvasula, 1990; Ajzen & Madde, 1986). However, in some empirical 

studies PBC was found to be a more significant determinant o f behaviour than 

behavioural intentions (i.e. Schifter & Ajzen, 1985; Netermeyer, Bruton & Johnston, 

1990; Fishbein & Ajzen, 2009). Moreover, most o f the above studies also examined 

the role o f PBCs as determinants o f behavioural intentions and they generally found 

that there is an improvement in the conceptualisation of behavioural intentions 

compared to the conceptualisations made based on the TRA model. In the current 

study this relationship between the PBC and intentions is deconstructed so as to be 

investigated in depth, as far as ethical judgements are concerned. For this purpose the 

H-V model, discussed above, and the PBC construct of the TPB are outlined and 

merged in order to holistically explore the EDM process in particular situations, 

within a specific context -  marketing research, so as to reach an in-depth 

understanding of the phenomenon.

4.4.2 Extending the H-V model using the ‘Theory of Planned Behaviour'

In the previous sections it was highlighted that the conceptualisation o f EDM 

through of the H-V model has been disputed because o f its underpinning 

assumptions and theoretical background, hence questioning the applicability and the 

operationalization o f the model. Thus, the current study aims to revise, by 

decomposing, the core constructs o f the H-V model through the TPB. The reasons 

for doing this are based on the following:

1. The H-V model is useful for the context o f the current study (marketing 

research), but it appears to be limitations inherited from its theoretical foundations 

and assumptions (Kurland, 1995; Chang, 1998; Celuch & Dill, 2011).

2. The majority o f the works that attempt to conceptualise EDM both in 

marketing (e.g. Ferrell, Gresham & Fraedrich, 1989) and marketing research
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(Malhotra & Miller, 1998) are extensively influenced either theoretically or 

empirically by the H-V model. Therefore, the H-V model should be considered 

seriously in the theoretical conceptualisation of EDM in marketing research, even if 

there are pieces o f the puzzle missing (e.g. why the ‘importance o f stakeholder’ 

construct remains under-researched?)

3. The majority of the behaviours which the H-V model examines are not entirely 

under one’s volitional control, whilst its developers have built the whole model on an 

attitude-behaviour model which examines behaviours that are entirely under one’s 

volitional control. As a result, in cases where non-volitional decisions with ethical 

content are examined, the H-V model becomes problematic (Sheppard et al, 1988; 

Kurland, 1995; Celuch & Dill, 2011). Therefore, the successor of the TRA, the TPB, 

is believed to be the most appropriate model to revise and extend the H-V model 

with.

4. The TPB has been used in marketing decision-making (e.g. Huff & Alden, 

2000; Bhattacherjee, 2000) and it is a grounded behavioural model o f decision

making, which apart from personal influences, also captures social and situational 

influences. According to Chang (1998) the TPB is more appropriate than the TRA in 

examining behaviours with ethical concerns that are related to marketing.

5. The H-V model has given a weighting to attitudes as determinants and 

predictors o f intentions, overlooking the influence of social influences and pressure, 

while the current study does not, as it is argued that EDM in marketing research 

should be approached from social contract and social learning perspectives. Thus 

through the present study two primary moral agents in marketing research are 

examined; the MR researchers and MR respondents in order to capture the social
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dimensions of EDM in the field. Their interaction is considered as for how they 

influence each other’s decisions and to what extent this applies.

6. The TPB, as well as the TRA, ignore some internal pressures to the individual 

that can act as determinants o f intentions in specific situations (i.e. feelings, emotions 

and ethics) (Gorsuch & Ortberg, 1983; Kurland, 1995; Celuch & Dill, 2011) (please 

see section 3.3.4). Thus at this point, it is argued that these can be captured by the 

ethical judgments when influenced by affective reasoning. In line with this, many 

researchers (e.g. Casebeer & Churchland, 2003; Haidt 2001; Kagan, 1984; White, 

1994) agree that emotions are an integral part o f EDM, a point that has not been 

clearly stated nor conceptualised in the H-V model (Haidt 2001).

7. In the empirical literature of the H-V model parts and paths of the model have 

not been explored (i.e. the probability o f consequences and the importance of 

stakeholders construct). This raises many concerns in regards to its conceptualisation 

and operationalisation.

8. In order to holistically explore and understand EDM in marketing research, 

both internal and external influences in a marketing context (Malhorta & Miller, 

1998; Mallhotra & Birks, 2006), have to be examined in order to understand how 

EDM is conceptualised in a social setting that is evolving, as in the case of marketing 

research.

The above explanations provide some important information in regards to an initial 

revision o f EDM. In particular:

1. the H-V model helps to bring normative accounts to decision making

(assists with Research Objectives 1 & 3),

2. the TPB helps to introduce the notion of control in EDM making (assists 

with Research Objective 1 & 2), while
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3. both models overlook or ignore affective influences in decision making

(assist with Research Objectives 1 & 2 & 3) .

Thus, in order to deconstruct EDM towards MR researchers’ (un)willingness to 

practice the two marketing research under investigation, the above three points need 

to be taken on board for an initial holistic conceptualisation of EDM in marketing 

research. The next section of this chapter summarises all the constructs deriving from 

the literature in order to set out the initial framework for holistically conceptualising 

EDM in marketing research.

4 .5  T he fin d in g s from  th e  lite r a tu re  -  T he in itia l th e o r e tic a l  
fra m ew o rk  a s  a m a tter  o f  d eco n stru c tin g  th e  m a in  c o n stru c ts  

r e v ie w e d

In the beginning of Chapter 3, the importance of normative ethics for understanding 

and approaching EDM was emphasised. Two main approaches for ethics were 

analysed -  consequential (teleology) and non-consequential (deontology), while it 

has been hinted that the consequential approach to marketing research ethics 

appeared more relevant in the evolving marketing research environment. However, 

as this study attempts to approach EDM from a holistic perspective, the non- 

consequential approaches are not excluded from this investigation. This is in line 

with the hybrid EDM models examined in sections 3.3.2.2, 3.3.2.3, 3.3.3.1 (i.e. the 

H-V model, Ferrell, Gresham & Fraedrich’s (1989) ‘Synthesis Integrated Model of 

EDM in Business’ and Malhotra & Miller (1998) Integrated Model of Ethical 

Decisions in Marketing Research’).

Furthermore, most o f the behavioural EDM models (e.g. presented in 3.3.2.2, 3.3.1.3, 

3.3.2.3, 3.3.3.1) are developed on the assumption that an individual recognises an
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ethical issue (e.g. the H-V model, Ferrell, Gresham & Fraedrich’s (1989) ‘Synthesis 

Integrated Model o f EDM in Business’, Jones’ (1991) ‘Issue-Contingent Model of 

EDM, and Malhotra & Miller (1998) ‘Integrated Model o f Ethical Decisions in 

marketing Research) and behaves/decides in a purely rational manner. On the 

contrary, the starting point of the current study is the investigation o f decision

making from a behavioural stance by acknowledging that human beings are not 

purely rational decision-makers in all situations. Nevertheless, the contributions of 

the aforementioned behavioural EDM models are summarised as following:

V The H-V model brings normative ethical implications in the description of 

EDM.

S  Malhotra and Miller’s model provides the appreciation o f the marketing 

research context (it brings the contextual influences in EDM).

S  Jones’ model highlights the issue-contingent nature o f EDM (it brings the 

ethical issue characteristics in EDM).

S  Ferrell, Gresham & Fraedrich’s model highlights the importance of both 

internal and external influences in EDM (it brings a multidimensional perspective in 

the conceptualisation of EDM).

Based on the literature, a number of factors that influence decision-making in ethical 

matters were identified (i.e. internally-driven and externally-driven), and since the 

present study adopts a holistic approach these factors are investigated as to their 

relevance in EDM in marketing research. Furthermore, the importance o f the moral 

intensity o f an issue is also underlined as being important in EDM, since the 

contemporary marketing research not only generates new ethical dilemmas, but also 

intensifies existing ones. Therefore, this is investigated further in order to determine
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whether and/or how it influences behavioural intentions in marketing research 

context.

Furthermore, regarding their purpose, all the EDM models examined in Chapter 3 

take a business perspective only, apart from Malhotra & Miller’s (1998) model. 

While Malhotra & Miller’s (1998) model is applicable within the business 

environment, it attempts to capture how the business and all its functions (e.g. 

marketing) interact with its external environment. Even if Malhotra and Miller’s 

(1998) framework seems to address this, it fails to explain how key constructs are 

conceptualised and constructed (i.e. ethical judgements and intentions). For this 

reason, behavioural models of decision-making were examined in this chapter 

(Chapter 4) for their contribution in the conceptualisation of key constructs (i.e. 

behavioural intentions) o f EDM in marketing research. These models were the 

‘Theory o f Reasoned Action’ (TRA) and the ‘Theory of Planned Behaviour’ (TPB), 

which were both discussed as to their theoretical and empirical contribution in EDM, 

as well as for their applicability in the general marketing context. After a brief 

discussion on the ‘Theory o f Reasoned Action’ (Fishbein & Ajzen, 1975; 1980) (the 

antecedent o f the TPB and the theoretical foundation for the H-V model), it was 

concluded that the TPB is the most relevant, for the nature and the context o f the 

present study.

More to the point, arguments were raised towards the H-V regarding its 

conceptualisation and operationalization (Kurland, 1995; Chang, 1998; Celuch & 

Dill, 2011), which were attributed to: a) the indirect relation of social influences (or 

subjective norms) to behavioural intentions, b) the determination o f behavioural 

intentions solely left on attitudes, c) the nature o f the behaviours it examines, and d)
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its rational-based assumption. Therefore, the current study proposes the following, in 

order to investigate EDM in marketing research:

1) The investigation of the ‘importance of stakeholders’ construct o f the H-V model.

2) The introduction o f the perceived behavioural control (adopted from the TPB 

model) in EDM in marketing research.

3) The influence of ethical judgements (i.e. attitudes), based on ethical principles 

(normative accounts), as an additional influencer of behavioural intentions in 

situations having an ethical content, other than the consequences of a behaviour 

(from the H-V).

4) The situational factors are considered as control beliefs and therefore are 

investigated as influencers of the PBC construct (from the TPB).

5) The investigation o f the link between ethical beliefs and the societal influences.

6) The impact o f the nature o f the issues in the conceptualisation of EDM in 

marketing research.

The above inquiries (1, 2, 3, 4, 5, & 6) are in line with the research objectives o f the 

current study.

4.5.1 The context

After reviewing the relevant literatures, choosing the marketing research 

environment as the ‘platform’ to implement the current study derives from the fact 

that within the marketing discipline, marketing research activities are among the 

most ethically challenging ones (Lund, 2001; Crawford, 1970). Particularly, the 

marketing research context has evolved rapidly in the last four decades (Wierenga,
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2008), and therefore EDM in such an evolving environment is worth examining. 

Moreover, the H-V model has received very limited empirical research in marketing 

research (i.e. Akaah & Riordan, 1989; Akaah, 1989; Akaah and Riordan, 1990; 

Akaah, 1993; Akaah, 1996; Akaah, 1997; Malhotra & Miller, 1998; Sparks & Hunt, 

1998; Lund, 2001) and the findings produced are either fragmented or mixed 

(Giacobbe & Segal, 2000). Therefore, EDM in such a vital context, within 

marketing, is under-researched and remains untheorised (Malhotra & Miller, 1998). 

Next to be considered for the current study are the moral agents to be examined in 

the same social setting.

4.5.1.1 The social setting of the context
In order to holistically investigate EDM in marketing research, the social setting of 

the context as captured by the relation between the MR and the MR respondents is of 

interest. In regards to the literature, the aforementioned groups have received little or 

no research with regards to their relation. Particularly, the first group (MR 

researchers) has received very limited empirical research in EDM in marketing 

research (i.e. Mayo & Marks’ (1990) and Kelley, Ferrell & Skinner’s (1990)), while 

the second (MR respondents) has received the least empirical research in the field so 

far. Aggarwal, Vaidyanathan and Castleberry (2012) state that this group, together 

with the general public, are the ‘key stakeholders ignored in prior research on 

unethical marketing research practicing’ (p.463). In particular EDM is heavily based 

on findings o f empirical studies that examined marketing practitioners (i.e. Hunt & 

Chonko,1984; Abbasi & Hollman, 1987; Finn, Chonko & Hunt, 1988; Hunt, Wood 

& Chonko, 1989; Vitell & Davis, 1990a; 1990b; Singhapakdi & Vitell, 1991; 

Goolsby & Hunt, 1992; Vitell, Rallapalli & Singhapakdi, 1993, to name some). In 

contrast, the present study gives emphasis to the two “underresearched” groups; MR
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researchers and MR respondents. Supplementary detailed justification for examining 

these particular groups in the current study is provided in the methodology chapter 

(Chapter 5). Additionally, each group will be examined in order to serve different 

purposes within the current study.

4.5.2 The initial conceptualisation of EDM in marketing research as deriving from 
the literature

As it was previously mentioned, the ‘importance of stakeholders’ construct and the 

‘perceived behavioural controls’ to the behavioural intentions, as well as the 

influence of PBC on ethical judgement, are under investigation primarily in light of 

the H-V model and the TPB in marketing research. For this purpose, and in 

accordance with the context examined by the current study, particular 

methodological constraints (e.g. skills and resources, costs, operationalisation, and 

generalisation and quality o f data) and professional values (e.g. opportunity (to 

engage in unethical behaviour), codes o f ethics, and rewards and sanctions (Ross & 

Robertson, 2003)) are examined as some of the behavioural controls imposed on MR 

researchers behavioural intentions in ethically questionable situations towards their 

respondents. Hence, consistent with the discussions made in this chapter and the 

propositions made in earlier sections o f this chapter (4.3 & 4.4.), Figure 16 depicts 

the initial findings deriving from the literature, to be investigated.

Figure 16: Integrating the current findings from the literature review of the
descriptive behavioural models.
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With respect to the research objectives o f the present study, in the figure above (i.e. 

the considerations deriving from the literature) the red lines represent a possible 

direct link of:

■S ethical judgements (towards practising neuromarketing and autoethnography) 

based on ethical norms, principles or maxims (as ‘Deontological Evaluations’ (DE) 

in the H-V m odel),

S  evaluations of consequences of and for practising the aforementioned 

techniques (as ‘Teleological Evaluations’(TE) in the H-V model or ‘Attitudes’(A) in 

the TPB),

S  societal considerations (as ‘Social or Subjective Norms’ in the TPB), and
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•S perceived behavioural controls (PBC) over practicing the techniques 

S  to the MR researchers’ (un)willingness to practice the techniques

(behavioural intentions).

The red boxes are the possible determinants of the behavioural intentions. The black 

lines represent a possible direct link of deontological evaluation (DE), evaluation of 

consequences (TE(A)), social influences (SN) and perceived behavioural control 

(PBC) on ethical judgements. Furthermore, the dashed boxes represent the possible 

underlying factors o f ethical judgments formulations.

Lastly, the particular framework is to be investigated based on the considerations of 

MR researchers and MR respondents and their perceptions on the moral intensity o f  

the ethical issues to be examined (with respect to Jones’ (1991) model). Thus 

considering all the above, a deeper and holistic understanding o f the role o f MR 

researchers’ behavioural intentions in EDM in marketing research can be researched 

through an in-depth deconstruction and investigation of the above constructs. Hence, 

investigations o f salient beliefs that are responsible for the formation of behavioural 

intentions with ethical concerns form the focal themes of inquiry. These are:

Table 6: The four themes of inquiry
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Ethical
Judgm ents (H-V 
model and Jones

_1) E th ic a l b e lie fs  w hich arc responsible fo r attitudes exoressed based on th e

model). e th ica lity  o f  th e  behaviour in  question  (i. e. deonto log ical evaluations).

- - 2 )  B e h a v io u r a l b e lie fs  w hich are  responsible fo r th e  attitudes exnressed

based  on th e  outcom es o f  the behaviour in question (i.e. teleological
Perceived social
pressure and 
people’s

evaluations).

perceptions of the
d e g re e  to  w h ich  
they a re  ca p a b le

of, or have
- —31 S o c ia l b e lie fs  w hich are responsible for the intentions expressed based on

control over, th e  social influences (i.e. im portance o f  stakeholders), and
perform ing a 
given behaviour ■ _4) C o n tro l b e lie fs  w hich are responsible fo r the intentions expressed, based

(TPB and RAA).
o n  th e  con tro ls and  constraints im posed to  th e  decision-m aker.

C on tex t: M arketing  R esearch (M alho tra  & M iller m odel)

A n o t h e r  p o in t  t o  c o n s id e r  i s  th e  fa c t  th a t  E D M  h a s  r e c e iv e d  e x t e n s iv e  e x p la n a to r y

research, and most o f the EDM models existing are descriptive, and therefore 

explanatory in nature. As a result, the data generated, while efficient, may miss some 

contextual details and in-depth understanding. The current study, however,

a p p r e c ia te s  t h e  im p o r ta n c e  o f  c o n t e x tu a l  e f f e c t s  o n  th e  f o r m u la t io n  o f  b e l i e f s  

relevant to EDM, as it suggests that decision-making in ethical concerns is situation- 

contingent and a social phenomenon. For this reason, the role o f ethical, behavioural, 

social and control beliefs in EDM in marketing research from multiple-stakeholder 

perspectives in different marketing research scenarios is explored in greater depth 

within this current study (Figure 16).

Figure 17: A schematic representation of the scope of the current research.



Context: Marketing Research

Finally, the two reasoned-action models (the H-V model and the TPB) discussed 

previously are designed mainly for quantitative empirical research, and therefore the 

question of how  d ifferent constructs a re  lin ked  to  each o ther cannot be fully 

understood due to the lack of elicitations (Ajzen, 2013). In particular, Ajzen (2012; 

2013) supports that the TPB requires qualitative research in the elicitation and coding 

of behavioural, normative, and control beliefs. While, in the case o f the ‘General 

Theory o f Marketing Ethics’, qualitative data is required to further understand its 

questionable conceptualisation and operationalization (Kurland, 1995; Chang, 1998; 

Celuch & Dill, 2011).

4 .6  C on clu sion
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Considering all the above, the present study aims to holistically approach EDM in 

marketing research from a hybrid social contract and social learning EDM angles in 

an exploratory manner. After presenting the theoretical foundations o f the current 

study and integrating theoretical constructs into four core themes o f inquiry (Table 

6), the next step is to present the research design and methodology employed. The 

next chapter presents, in detail, the methodological approach, the research design and 

the methods adopted in order to explore and gain a deeper insight into EDM in 

marketing research, and thus pave the way towards answering the research questions 

and meeting the research objectives.
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Chapter 5: The research methodology

5.1  In tro d u ctio n



The literature chapters (Chapter 3 & 4) reviewed the academic literature on 

approaches to ethics, ethical theories and ethical decision making (EDM) in different 

contexts, while they presented EDM models and descriptive models o f behaviour, 

concluding with the themes o f inquiry to be investigated (Table 6). To reiterate that 

in the current study, the term ‘EDM’ refers to the decisions made when ethical issues 

are present. The previous chapter established the themes of inquiry o f the current 

research, the limitations, the gaps in the field (deriving from EDM modelling and 

behavioural modelling when ethics are apparent) and the need for an exploration of 

EDM in the evolving discipline o f marketing research. The current chapter describes 

how this study will be implemented. Therefore, this chapter describes the 

methodology and research design adopted for the operationalization o f this study.

The chapter begins by reiterating the research question and research objectives (5.2) 

to pave the way to the choice of the research paradigm and the research philosophy 

(5.3). Then section 5.4 presents the different types o f research design, and it 

describes the chosen research design of the current study. The chapter continues with 

the population(s) under investigation and with the methodological concerns of 

undertaking research in a sensitive field, such as ethics. Finally, the chapter describes 

the data collection and data analysis methods employed in the current study.

This chapter also links the research questions and the research objectives o f the 

current study to the samples chosen and the interviewing process undertaken. The 

choice o f the criteria for the samples’ selection and the interview themes are justified 

through a systematic explanation o f the samples and by presenting the scenarios 

developed in line with the outline of the interviews.

5 .2  T h e r e se a r c h  q u e s t io n s  an d  th e  r e se a r c h  o b jec tiv e s
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The current study focuses on holistically understanding and explaining MR 

researchers’ (un)willingness to practise two marketing research techniques, 

neuromarketing and autoethnography, in a social setting with implications for norm 

generation. For this purpose, MR respondents’ EDM is also taken into account. 

Ultimately, this study aims to conceptualise EDM in marketing research considering 

multiple-stakeholder perspectives. In order to do so, this study attempts to provide 

answers to the following research questions:

Research Question 1: How does a MR researcher make a decision on whether to 

adopt, or not, a particular technique that raises ethical dilemmas/issues?

Research Question 2: How is the MR researcher’s EDM process conceptualised 

when influenced by other moral agents, such as the MR respondents?

Research Question 3: What other factors influence, and in what way, the MR 

researcher’s behavioural intention whether to adopt a particular techniques that raises 

ethical dilemmas/issues?

Linked to the above questions are the following research objectives for this study:

Objective 1: To develop a theoretical understanding of MR researchers’ decision

making process in an ethical context.

Objective 2: To investigate the social implications (i.e. as reflected by the 

considerations o f the MR respondents) on MR researchers’ decisions in ethical 

situations.

Objective 3: To investigate individual, situational and contextual factors that 

influence the formulation of decisions made in ethical matters in marketing research.
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In order to answer the above questions and to achieve the aforementioned objectives 

the current study employs qualitative data collection instruments, utilising in-depth 

interviews with two different stakeholder groups (MR researchers and MR 

respondents). The reasoning for selecting them is scrutinised in the following 

sections. In addition, what also needs to be considered is the research paradigm and 

the research philosophy underpinning the current study. The next section elaborates 

on these.

5.3  C h oosin g  a re sea rch  p arad igm  -  T he re sea rch  p h ilo so p h y

To start with, every piece of research is based on a set, or a combination o f sets, of 

beliefs which drive the actions taken for its development and completion. These sets 

of beliefs comprise the research paradigm (Guba &. Lincoln, 2005). The research 

paradigm is the result o f the assumptions made about reality and the social world 

(ontology), the values that drive the research (axiology), the acceptable knowledge in 

a given discipline (epistemology), and the means of gaining knowledge 

(methodology) (Guba, 1990; Bryman, 2001; Guba and Lincoln, 2005). The purpose 

of each research paradigm is to encompass those research philosophies that can 

transform w h at is b e lie ved  to  b e  true  (doxology) to w h at is known to  b e  true  

(epistemology) (Gallier, 1991).

Social science research is broadly divided into two mainstream research paradigms: 

positivist and interpretive (Galliers, 1991). Both positivist and interpretive research 

paradigms accept that doxology be transformed to epistemology, but operationalise it 

differently due to differences in their philosophical assumptions o f objectivism and 

subjectivism, respectively (Burrell & Morgan, 1979) (Table 7). A third research
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paradigm, realism, combines elements from both positivism and interpretivism 

(Beaumont, 2010; Sobh & Perry, 2005).

Table 7: Types of research paradigms.

Beliefs Paradigms

Positivist Interpretive Realism

1. T h e  a ss u m p tio n s  m a d e  

a b o u t  r e a lity / th e  so c ia l  

w o r ld  (O n to lo g y )

R e a li ty  i s  o b j e c t iv e  a n d  s in g u la r , 
a p a rt fro m  th e  re se a r c h e r .

R e a li ty  i s  s u b j e c t iv e  a n d  m u lt ip le  
a s  s e e n  b y  p a r t ic ip a n ts  in  a  s tu d y .

R e a l i t y  i s  “ r e a l” 
b u t o n ly  
im p e r fe c t ly  a n d  
p r o b a b i l is t ic a lly  
a p p r e h e n s ib le  
a n d

s o  tr ia n g u la t io n  

fr o m  m a n y  

s o u r c e s
i s  r e q u ir e d  t o  try  
t o
k n o w  it

2 .T h e  a c c e p ta b le  

k n o w le d g e  in  a g iv en  

d is c ip lin e  (E p is te m o lo g y !

D u a l is t ic :  T h e  r e se a r c h e r  is  
in d e p e n d e n t  ( d e ta c h e d )  fr o m  
th a t b e in g  r e se a r c h e d .

T h e  r e se a r c h e r  in v a r ia b ly  
in te r a c ts  w ith  th a t b e in g  

r e se a r c h e d .

M o d if ie d
d u a l is m ,
f in d in g s
p r o b a b ly
tr u e  -  r e se a r c h e r
is

v a lu e -a w a r e  a n d  

n e e d s  t o  

tr ia n g u la te  

a n y  p e r c e p t io n s  
h e
o r  s h e  is  
c o l le c t in g

3 . T h e  m e a n s  o f  g a in in g  

k n o w le d g e  (M e th o d o lo g y !

E x p e r im e n ta l o r  s ta t is t ic a l  
c o n tr o l  o f  v a r ia b le s ;  t e s t in g  o f  

h y p o th e s e s ;  e x t e n s iv e  
a p p l ic a t io n  o f  q u a n t ita t iv e  

m e th o d s ,  r e p o r tin g  fa c ts .

A n a ly t ic - in d u c t iv e  ( i .e .  b u i ld in g  

o f  th e o r y );  e x t e n s iv e  a p p l ic a t io n  

o f  q u a l ita t iv e  m e th o d s  ( e .g .  
p a r tic ip a n t  o b s e r v a t io n  s tu d ie s ,  

in -d e p th  in te r v ie w s ) .
R e p o r t in g  o n  m e a n in g s  ( a s  

o p p o s e d  to  f a c t s )  b y  

u n d e r s ta n d in g  w h a t  is  h a p p e n in g .  
A n a ly s i s  i s  b a se d  o n  v e r b a l, 
a c t io n , a n d  d e s c r ip t io n .

M a in ly  

q u a l ita t iv e  

m e t h o d s  s u c h  a s  

c a s e  s tu d ie s  a n d  

c o n v e r g e n t  

in te r v ie w s ,  
h id d e n  

p o s i t iv i s m

4 . T h e  v a lu e s  (A x io lo g y ! V a lu e - f r e e  a n d  u n b ia s e d  ( e .g .  
o m it  s ta te m e n ts  a b o u t  v a lu e s  
fr o m  th e  w r it te n  r e p o r t, u s in g  
im p e r s o n a l la n g u a g e .

V a lu e - la d e n  a n d  b ia s e d  ( e .g .  
a c t iv e /v o lu n ta r y  r e p o r tin g  o f  th e  

r e se a r c h e r ’s  v a lu e s  a n d  b ia s e s ,  a s  
w e l l  a s  th e  “v a lu e  n a tu r e ”  o f  
in fo r m a t io n  g a th e r e d  fr o m  th e  

f ie ld ) .

V a lu e -a w a r e

(Sources: Denzin & Lincoln, 1994; Orlikowski & Baroudi, 2002; Creswell, 2003; 
2009; Guba & Lincoln, 1994; 2005; Henn, Weisntein & Foard, 2006; Sobh & Perry, 
2005)

Positivists believe in a stable reality that can be observed and described objectively, 

while interpretivists contend that reality can be fully understood only through 

subjective interpretation and intervention (Levin, 1988; Creswell, 2009). The two 

mainstream research paradigms (i.e. positivist and interpretive) generally adopt two
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different strategies of inquiry, quantitative strategies and qualitative strategies, 

respectively (Creswell, 2009). However, a combination o f the two forms of inquiry 

can also be adopted by both research paradigms.

In the case of realism, reality is “real” but only imperfectly and probabilistically 

apprehensible, thus the realist philosophy cannot provide absolute foundations 

(Juma’h, 2006; Guba and Lincoln, 1994; Tsoukas, 1989; Merriam, 1988). Scientific 

explanation for realists is not purely the deduction of a statement describing an event 

from a set o f other statements, but the description of the mechanisms that produced 

the event. This is in line with the objective o f the current study, which aims to 

understand the reasoning behind the decisions made in ethical matters, rather than the 

precise description o f the decision-making process. Moreover, realists build theories 

(i.e. construct) by referring to previous models (Keat & Urry, 1980) and by 

deconstructing them, as the current study does. From the realists’ viewpoint, 

theoretical models are vehicles that carry pictures o f generative and productive 

mechanisms (Stockman, 1983). These models play a key role in constructing further 

scientific inquiry. Importantly for this study, realistic research ‘is searching towards 

an understanding of the common reality o f an economic system in which many 

people operate inter-dependently. That is, realists believe that there is a “real” world 

“out there” to discover’ (Sobh, & Perry, 2005, p. 1199-1200).

What determines the choice o f the research paradigm is based on how the researcher 

views the world (Creswell, 1994; 2009), while the choice o f the form o f inquiry is 

mainly attributed to the objectives o f the research (Creswell, 1994; 2009) and the 

research questions. The current research aims to holistically understand and explain 

MR researchers’ (un)willingness to practise two marketing research techniques; 

neuromarketing and autoethnography, in a social setting when considering MR
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respondents. Therefore, multiple independent realities exist, as experienced 

independently by different moral agents (e.g. MR respondents and MR researchers) 

who interact in the same social context; marketing research. Furthermore, decision

making processes may vary from one individual to another; therefore there is no 

single reality. Considering all the above, the current study adopts a realist research 

paradigm, while it acknowledges that ‘human activity is a collection o f symbols 

expressing layers of meaning’ and that ‘interpretation comes via the understanding of 

group actions and interactions’ (Miles & Huberman, 1994, p.8; Juma’h, 2006, p.99).

The literature shows that the existing descriptive EDM models in marketing adopt a 

positivist approach (e.g. the H-V model). At the same time, these models rely 

extensively on empirically testing causal relationships between different factors and 

the behavioural intentions as a proxy of actual behaviours. However, an in-depth 

understanding of decision-making in ethical concerns remains fragmented (Hunt, 

2013). This is because existing models of EDM only partially explain EDM 

processes predominantly via a behavioural approach. Furthermore, it is also evident 

from the review o f the literature that the positivist behavioural models that focus on 

the casual relationship between intention-behaviour, overemphasise the role of 

cognition and overlook the role o f affect (i.e. the TRA and the TPB models), which 

cannot be omitted as it is part o f reality.

Undoubtedly both the positivist EDM models and the behavioural models examined 

in the literature have generated efficient data in theorising EDM. However, the data 

generated from the positivistic models cannot capture contextual and situational 

elicitations. Thus these models cannot lead to an in-depth understanding o f how 

different moral agents decide, in marketing research, when facing ethical issues and 

dilemmas. The reason for this is that a purely positivistic reasoning is too rigid and
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abstract in the understanding of reality (Hughes & Sharrock, 1997). Despite this, the 

current study utilises elements from these models only as complimentary pieces for a 

fuller understanding of reality, as this study adopts a realist research paradigm. Thus 

the advantage o f adopting a realist approach allows for a holistic understanding of 

the phenomenon of EDM in marketing research as presented and described by the 

different moral agents’ realities. Therefore, the moral agents’ perceptions o f reality 

would provide the pieces for constructing our “jigsaw puzzle” o f understanding of 

EDM as a social phenomenon. The next section elaborates on the decisions made in 

regards to the research design.

5 .4  T he r e sea rch  d es ig n

A research design brings ‘together a worldview or assumption about research, the 

specific strategies of inquiry and research methods’ (Creswell, 2009, p.20). The 

research design is the framework of a study, and it encompasses all the details 

regarding the research objectives and the data collection and analysis (Churchill, 

1999). The purpose of a research design -  a step-by-step plan -  is to answer the 

research questions in order to achieve the research objectives.

5.4.1 Types of research designs

The research designs are classified, by the nature o f the data they aim to gather and 

the strategy o f inquiry they adopt (i.e. quantitative, qualitative, and mixed methods 

(Creswell, 2003; 2009), and/or by the purpose o f the research (exploratory, 

explanatory or conclusive (Malhotra & Birks, 2007) (Table 8). However, the 

classification o f design types is not an absolute (Churchill, 1999; Creswell, 2003; 

2009), since the rationale o f a research design and its methods should serve the 

research purpose. Therefore, certain types of research designs are better suited to
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so m e  p u rp o s e s  th a n  o th e rs , w h ile  a d o p tin g  m o re  th a n  o n e  ty p e  o f  re s e a rc h  d e s ig n  ca n

serve one purpose.

Table 8: Types of research designs employed in social sciences and marketing.
E x p l o r a t i v e  D e s ig n s C o n c l u s i v e  D e s ig n s

D e s c r ip t iv e  R e s e a r c h C a s u a l  R e s e a r c h

S t r a t e g i c  i n q u i r y M a i n l y  q u a lit a tiv e M a i n l y  q u a n t it a t iv e M a i n l y  q u a n t it a t iv e

O b je c t iv e s / P u r p o s e T o  p r o v id e  in s ig h t a n d  
u n d e r s ta n d in g

T o  d e s c r ib e  th e  
c h a ra c te r is tic s  o r  th e  
fu n c tio n s  o f  th e  m a rk e t

D e te rm in e  c a u s e  a n d  
e f fe c t  re la tio n s h ip s

C h a r a c t e r is t i c s R e s e a rc h  is f le x ib le  a n d  
u n s t r u c tu r e d ,  sm all 

sa m p le s . m a in ly  
q u a li ta t iv e  d a ta  a n a ly s is

P r io r  fo rm u la t io n  o f  
sp e c if ic  re se a rc h  
q u e s tio n s  a n d  
h y p o th e s e s ,  re la tiv e ly ' 
la rg e  sa m p le s

M a n ip u la t io n  o f  o n e  o r  
m o re  in d e p e n d e n t  
v a r ia b le s
C o n tro l  o f  o th e r  
m e d ia tin g  v a r ia b le s

M e t h o d s -E x p e r t  su rv e y s  
-P ilo t su rv e y s  
-S e c o n d a ry ' d a ta  
-Q u a l ita t iv e  in te rv ie w s  
-U n s tru c tu re d  
o b se rv a tio n s
-Q u a l ita t iv e  e x p lo ra to ry  
m u lt iv a r ia te  m e th o d s

- S e c o n d a ry
-S u rv e y s
-P a n e ls
-O b s e rv a tio n a l a n d  o th e r  

d a ta

-E  x p e r im  e n t s 
-S u rv e y s

(Source: Malhotra, 1996; Malhotra & Briks, 2006, p.70-73)

5.4.2 The research design of the present study

‘ The decisions about choice o f a design are further influenced by the research 

problem or issue being studied, the personal experience o f the researcher and the 

audience for whom the researcher writes. ’ (Creswell, 2009, p. 20)

The purpose of the current study is to gain insight and a deeper understanding of the 

decision-making process in the evolving discipline of marketing research when 

ethical issues arise, in order to provide nonnative considerations for future strategic 

decision-making in marketing research. Therefore, based on the classification of the 

research design types (Table 8) the explorative research design is more applicable to 

serve this purpose. From the literature review it is evident that little is known 

regarding EDM in marketing research, both at a theoretical level (i.e. Malhotra &
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Miller (1998) model) and at an empirical level15. Furthermore, the present study aims 

to develop an understanding of EDM structure based on beliefs, attitudes, and 

feelings -  both cognition and affect — from multiple stakeholder perspectives. 

Malhotra and Birks (2007) support that explorative research is appropriate in cases 

when additional insight is needed, and the understanding o f phenomena is pivotal. 

Both the EDM models and behavioural models analysed in the literature review 

chapters (Chapter 3 & 4) follow a purely descriptive nature. Explorative research will 

enable an increased understanding of multiple factors, including: how marketing 

research EDM processes diverge/converge between different salient stakeholders; 

how different types o f beliefs interact with each other in such EDM processes; why 

different moral agents may decide differently in given ethical situations; and how the 

decisions of one group of stakeholders interacts with the EDM of other moral agents.

As discussed earlier in this section, the research design encompasses the strategy of 

inquiry, the data collection methods and the data analysis methods that serve the 

research purpose. In the research design of the current study, a qualitative inquiry is 

supported by primary data collection (i.e. semi-structured interviews) and the 

thematic data analysis, both grounded to the review of the literature.

5 .5  T h e r e se a r c h  a p p ro a ch  a n d  th e  r e sea rch  m e th o d s  o f  th e  p r e s e n t  
stu d y

5.5.1 Deductive, inductive and abductive research approaches

With deductive research the researcher seeks the ‘development o f a conceptual and 

theoretical structure prior to its testing through empirical observation’ (Gill and 

Johnson, 2002, p.34). It is the dominant research approach in the natural sciences,

“ Covering the period 1981- 2001 only thirteen empirical studies (e.g. Akaah & Riordan, 1989; Akaah, 
1989; Akaah & Riordan, 1990; Akaah, 1993; Akaah, 1996; Akaah, 1997; Sparks & Hunt, 1998; Lund, 
2001) are found to study EDM in marketing research through marketing professionals' perspective.
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where laws present the basis of explanation, allow the anticipation of phenomena 

under investigation, predict their occurrence and then permit them to be controlled 

(Collis and Hussey, 2003). Deductive research is a highly structured approach and 

associated with quantitative research methods (Saunders et al., 2007). Therefore, 

deductive research is referred to as moving from the general theoretical framework to 

the particular, as particular instances are drawn from general inferences (Hussey and 

Hussey, 1997).

In contrast, inductive research begins ‘with detailed observations o f the world, which 

moves towards more abstract generalisations and ideas’ (Neuman, 2003, p.51). When 

following an inductive approach, beginning with a topic, a researcher tends to 

develop empirical generalisations and identify preliminary relationships as he 

progresses through his research. The inductive approach starts with observations o f a 

phenomenon, then theories are formulated as a result of those observations (Goddard 

and Melville, 2004). Inductive research involves the search for pattern from 

observation and the development o f explanations -  theories -  for those patterns 

through series o f hypotheses. No theories would apply at the beginning o f the 

research in inductive studies, and the researcher would be free to alter the direction 

of the study after the research process has commenced. The inductive approach 

essentially reverses the process found in deductive research (Ibid). Specifically, no 

hypotheses can be found at the initial stages o f the research and the researcher is not 

sure about the type and nature o f the research findings until the study is completed.

Lastly, the abductive approach to research stands between induction and deduction.

In particular, abductive reasoning (also called abduction, abductive inference 

or retroduction) is a form of logical inference that goes from an observation to a 

hypothesis that accounts for the observation, ideally seeking to find the simplest and
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most likely explanation (Magnani, 2001; Josephson & Josephson, 1994; Bunt & 

Black, 2000). In abductive reasoning, unlike in deductive reasoning, the premises do 

not guarantee the conclusion. One can understand abductive reasoning as the 

inference to the best possible explanation and in order to do this, it can step from 

deduction to induction and vice versa (Sober, 2012).

5.5.2 The research approach and research design of the study

In terms o f the research approach employed, and following the distinction of 

deductive, inductive and abductive approaches to research, this study utilises all 

three approaches. Despite this, in relation to the research design and the research 

purposes not all o f them are used at an empirical 

level. To elaborate, this study aims to understand and explain EDM in a particular 

context and in principle is abductive, with a deductive strategy employed before the 

data collection stage and an inductive strategy followed during and after the data 

collection.

The factors that influence behavioural intentions are explored in an inductive 

manner, having a realist research philosophy. For example, in the semi-structured in- 

depth interviews conducted, scenarios of specific ethical dilemmas in marketing 

research were used in order to trigger and guide a more generalisable discussion on 

EDM considerations in order to map the different influences on behavioural 

intentions. The researcher was not sure about the type and nature o f the research 

findings until the study was completed. The research design was initiated based on 

established models o f EDM and behavioural models of decision making, leading to 

an initial framework which has been revised during the analysis stage and as a result 

of the research findings (abductive inference).
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During the data collection stage, four tools o f inquiry were utilised. These were:

a. the themes and the gaps that emerged from the literature review forming the 

interview template (i.e. the different constructs under exploration),

b. scenarios that were developed by the researcher o f this study incorporating 

ethical issues (in the form of dilemmas) commonly raised both in the case o f 

neuromarketing and autoethnograpgy (as summarised from the reviewed literature in 

Table 2 in section 2.5). These are:

• Imbalanced information and power

• Privacy and autonomy

• Obligations towards research subjects

• Confidentiality and anonymity

• Safety

• Withholding information

c. dialectics16, and

d. indirect questioning, as ethics is considered a sensitive topic in the literature 

(Kimmel, 1996).

Lastly, following the classification o f descriptive and normative ethics in Chapter 3, 

the former is based on deductive inquiry and the latter is based on inductive inquiry 

(Ferrell, Grittenden, Ferrell & Grittenden, 2013). The present study utilises both 

inquiries as it uses themes deriving from constructs o f descriptive behavioural 

models, while it has a normative function and purpose for the marketing research 

field towards norm generation. Moreover, this study investigates how principles are

16 A method of exploratory research focusing to discover reality and the truth through investigating 
competing ideas, approaches or arguments (Berniker, E. & McNabb, 2006; Page, 2008).
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incorporated when making a decision in marketing research. Thus descriptive and 

normative ethics are approached as complementary elements of EDM reality.

5 .6  S em i-stru ctu red  in -d ep th  in te r v ie w s

In order to answer the research questions and achieve the research objectives, a 

particular data collection method has been adopted. The present study utilises semi- 

structured face-to-face- in-depth interviews (Please note: one interview with a MR 

researcher was conducted through Skype and it was video and voice recorded given 

informed consent by the interviewee) to examine EDM in marketing research from 

two different angles, the MR researchers’ and the MR respondents’, so as to 

investigate how these moral agents are interrelated or interact. The usage of semi- 

structured interviews helps the researcher of the present study to obtain ‘descriptions 

of the life world of the interviewee in order to interpret the meaning of the described 

phenomenon’ (Kvale & Brinkman, 2009, p. 3) from their perspective.

The adoption o f semi-structured interviews was based on their appropriateness for 

achieving the research objectives. In this regard, the following key points are 

highlighted:

• A semi-structured in-depth interview is appropriate to the aim of this research 

as it allows the researcher to develop an understanding of the interviewees’ world so 

that the researcher can influence it, either independently or collaboratively 

(Easterby-Smith et al., 2002) through interaction with the interviewees during the 

interviews. This study uses semi-structured interviews in order to explore the 

meanings, and reveal an understanding, o f the ‘what’ and the ‘how’, but also to put 

more emphasis on exploring the ‘why’ (Saunders et ah, 2003) of EDM phenomenon 

in marketing research.
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• Using semi-structured in-depth interviews allowed the researcher to gain extra 

information, which would not be possible with a questionnaire (Hussey and Hussey, 

1997). Moreover, through semi-structured interviews more particular probe topics 

can be introduced after the main issues have been raised (Patton, 2002). Lastly, 

through semi-structured interviews the richness and depth o f the interviewees’ 

responses is increased (Patton, 2002).

• Semi-structured interviews have not only allowed the researcher to achieve 

the research objectives, as stated above, but have also provided the data necessary to 

understand and explain the relationships between the main constructs (Saunders et 

al., 2007) identified in the theoretical framework that from the literature. For 

instance, the data collected in this research allows sufficient understanding of the 

relationship between the ‘importance o f stakeholders’ in ethical judgements.

• Additionally, semi-structured interviews allow the researcher to set a large 

number o f questions to be answered (Easterby-Smith et al., 2002; Jankowicz, 2005). 

Also, this data collection method allows a variation in the order and logic o f the 

questions from one interview to another (Easterby-Smith et al., 2002; Jankowicz, 

2005). Therefore, the questions raised and the issues discussed and explored by 

using semi-structured interviews can differ from one interview to another (Hussey 

and Hussey, 1997) as the researcher has to direct the interview based on the issues 

raised by the interviewees. In other words, questions were not asked in the same 

order as they are presented in the interview guide, instead the questioning was based 

on the interviewees’ responses, so as to allow them to expand, elaborate, digress 

(Alam, 2005) and respond naturally to the interview questions in a form of 

discussion, rather than in a form of interrogation. Consequently, the interviewees 

were able to cover, in their own words, critical and important issues (Kvale, 1983).
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This in turn allowed an understanding of the reality o f the decision making process 

when ethical issues appear in a marketing research context.

• Semi-structured interviews allow a great deal o f flexibility in asking questions 

and produce rich and saturated data suited to the aim of this research.

Lastly, apart from the data collection techniques, the selection of the research sample 

is key in being able to answer the research question and achieve the research 

objectives in an appropriate manner.

5 .7  S am p lin g  in  q u a lita tiv e  re sea rch

5.7.1 The research population and research samples

The research population is defined as the individuals, objects or events that are 

grouped based on the same or similar criteria (McMillan & Schumacher, 2001). 

Consequently, a sample is a subgroup o f a chosen population (Ibid; Wiersma, 2000). 

Moreover, a research sample denotes the deliberate choice o f units such as 

companies, departments and people who will be providing the data that will enable 

the researcher to draw a conclusion about the population (Jankowicz, 2005).

In the present study, marketing research moral agents from the United Kingdom 

(UK) have been chosen as the research population. The main reason for choosing this 

particular geographical territory is based on the size of market research industry in 

the UK. Particularly, ‘the UK professional research and evidence market generates 

up to £3bn a year of Gross Value Added (GVA), makes a significant contribution to 

UK pic., and employs close to 60,000 highly-qualified people, according to an 

independent review by advisors PwC’ (The Market Research Society, 2013, p.l). 

Moreover, since the researcher of the current study is based in the UK, the data has

134



been more accessible in the chosen geographical territory. Furthermore, the United 

Kingdom is one o f the largest and most developed western economies, with billions 

of pounds being spent annually in the marketing industry17 (Advertising Association, 

2012).

In particular, in the current study two groups of marketing research moral agents are 

examined. These are:

1. MR researchers (Individuals who conduct research for marketing purposes) -  

As the decision makers.

2. MR respondents (The data providers of research in marketing) -  As one group 

of primary stakeholders in marketing research conduct that impacts on the decision 

makers in question.

The principle reason for selecting these groups to be the participants of the current 

study is based on the fact that they directly interact during the research process. 

Furthermore, an insight into their relationship can throw light on understanding the 

MR researchers’ EDM formation.

The current study appreciates that in marketing research there are more than two 

groups of primary moral agents (i.e. research users/clients). However, marketing MR 

researchers and MR respondents have been chosen for the current study. The first 

reason for this choice lies in the fact that EDM has been extensively examined based 

on marketing professionals (e.g. research users, marketing managers),'overlooking 

the moral agents that are engaged actively in the research process (i.e. researcher and 

respondent). Secondly, given the time and resources constraints o f the present study, 

examining all moral agent groups would have been unfeasible. Therefore, marketing

'According to the Advertising Association, UK advertising expenditure reached £16.1 billion in 2011, 
up 8.1% year-on-year.
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research respondents and marketing researchers were selected as the participants for 

the current study; as they are the ones that directly interact when research is 

conducted. Furthermore, by selecting these two groups, EDM is being examined not 

only from a business perspective but also from businesses’ external environment 

perspective. This can capture how the business agents (i.e. MR researchers) interact 

with the external environment (i.e. MR respondents), with particular emphasis on 

how the MR researchers incorporate MR respondents’ considerations in their EDM 

processes.

Apart from the aforementioned reasons, the two research moral agent groups were 

chosen for specific reasons. Specifically, MR respondents are the individuals who 

provide the data for marketing purposes (Moorman, Zaltaman & Deshpande, 1992), 

and therefore they should not be underestimated. Thus, gaining rich information 

about the reasoning behind MR respondents’ choice o f participadon/non- 

participation in marketing research studies could offer important insights about the 

decision making of MR researchers in ethical concerns. Lastly, acquiring in-depth 

information from the “passive” stakeholders (i.e. MR respondents) in marketing 

research offers normative consideration for future marketing research education, 

training and practice. On the other hand, MR researchers are the individuals 

responsible for collecting data that inform marketing and management theory and 

practice (Moorman, Zaltaman & Deshpande, 1992) and they are directly confronted 

with the new research techniques where ethical concerns are prevalent. Particularly, 

MR researchers are the individuals who are responsible for distributing knowledge 

and information in the marketing research industry (Baker, 2003). Therefore their 

importance in EDM in marketing research should be taken into consideration.
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Moreover, MR researchers are the decision makers in marketing research and the 

ones responsible for marketing research conduct.

The choice o f these moral agents as research participants serves the purpose o f the 

current study as it allows the exploration o f the interaction o f the decision maker (i.e. 

MR researchers) with the “passive” stakeholders (i.e. MR respondent) in marketing 

research when ethical issues appear. Finally, regarding the age group o f the 

examined research populations, adults o f all ages (over 18) were considered. It is 

worth noting that when considering the MR researchers’ sample, the number of years 

of experience, in the marketing research field, they had was also o f great importance, 

as it was important to ensure that the sample was reasonably representative o f the 

MR researchers population from which it was selected (Hussey and Hussey, 1997).

Finally and most importantly, the significance of the chosen moral agents and their 

decision making in ethical concerns nowadays lies on the premise o f co-creation18 in 

regards to norm generation, and no longer on the purely passive-active stakeholder 

distinction (Prahalad & Ramaswamy, 2004; Ramaswamy & Gouillart, 2010). We 

have moved away from a purely industrialised society to a knowledge society, where 

the respondents are well informed and educated, and the companies are very market- 

orientated and governed by a customer-value-creating philosophy. Therefore, both 

MR researchers and MR respondents in marketing research are believed to create 

value for the firm, themselves, their profession and their society.

18Co-creation is a form of economic strategy that emphasises the generation and ongoing realisation 
of mutual company-customer value( Wikstrom, 1996; Prahalad & Ramaswamy, 2004; Ramaswamy & 
Gouillart, 2010)
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5.7.2 The sampling method - Purposive sampling

As the target population has been defined and the sampling framework has been 

identified, this section presents the sampling method adopted. Based on Tull and 

Hawkins (1993), the sampling method refers to the type o f technique adopted for 

selecting the sample units. Since the current study employs a qualitative method, the 

sampling technique has to adhere to this. Sampling methods are broadly divided into 

probabilistic and non-probabilistic methods, in which members o f the population 

have a known or an unknown, chance of being selected into the sample, respectively 

(Bums & Bush, 2000). In this study non-probabilistic sampling was utilised, more 

specifically, purposive sampling was chosen as the sampling method. The main goal 

of purposive sampling is to focus on particular characteristics o f the population(s) 

that is of interest, which best answers the research questions. Purposive sampling is 

characterised by the use of ‘judgement and a deliberate effort to include presumably 

typical groups in the sample’ (Kerlinger, 1986 as cited in Topp, Barker & 

Degenhardt, 2003, p.43). This applies appropriately to the research design o f the 

current study and serves its research objectives accurately.

In more detail, the current study utilised maximum variation purposive sampling. 

Maximum variation sampling, also known as heterogeneous sam plin g , is a purposive 

sampling technique that does not require a large number of units and is used to 

capture a wide range of perspectives relating to the phenomenon under investigation 

(Palys, 2008). These perspectives may exhibit a wide range of attributes, behaviours, 

experiences, incidents, qualities, situations, and so forth. The basic principle behind 

maximum variation sampling is to gain greater insights into a phenomenon by 

looking at it from different angles, while it is also useful for model development 

(Tongco, 2007). This serves the purpose o f the current study, as it helps the
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researcher to identify com m on them es that are evident across the samples. Therefore, 

this type of purposive sampling is in accordance with the objectives o f the current 

study.

Regarding the determination o f the samples, three main sources were used. Firstly, 

the Marketing Research Society (MRS) directory, which is the world's leading 

research association; it is based in London and has members from over 60 countries. 

The second source is the professional social networking website Linkedin. By using 

the Linkedin connections and joining groups formed by people within the marketing 

research profession, the researcher was able to approach and contact them based on 

their profile characteristics. Thirdly, snowballing was used for the marketing 

research respondents from the researcher’s own contacts and networking. In addition 

to this, in order to widen the samples the researcher did not set specific restrictions 

on the selection process, such as the type o f industry the marketing researchers 

operate within or the type of marketing study the respondents have participated in.

5.7.3 The samples' sizes

There are no rules for the sample size in qualitative research (Patton, 2002). The 

sample size depends on what the researcher wants to know, the purpose o f the 

research and what can be done with the available time and resources (Patton, 2002). 

The understanding gained from the data will have more to do with the data collection 

and analysis skills o f the researcher than the size o f the sample (Patton, 1990). The 

use of small samples is appropriate in qualitative research studies especially when 

the area of research is unexplored (Pickier, 2007). Carson et al. (2001) suggests that 

thirty interviews are required to provide a credible picture in a research project; this 

could involve three interviews at different levels within ten organisations. Since the
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current study adopts a qualitative research design, the sample sizes will not be as 

large as in quantitative research designs (Creswell, 2003).

Considering the above, the sample sizes for both populations were aimed to be 

sampled to saturation, as it is argued that the number o f interviews in a piece of 

qualitative research is related to the issue of data saturation (Guest et al., 2006). 

‘There is a point o f diminishing return to a qualitative sample— as the study goes on 

more data does not necessarily lead to more information’ (Mason, 2010, p. 2). 

Therefore, when no new information is provided the sampling process can be 

terminated (Pickier, 2007). Guest e t al. (2006) found that around twelve interviews 

should be sufficient as long as the aim of the research is to understand common 

perceptions and experiences within the research sample. In this regard, Morse (1995, 

p.147) suggested that “saturation is the key to excellent qualitative work” while he 

emphasised that “there are no published guidelines or tests of adequacy o f estimating 

the sample size required to research saturation”.

The planned samples sizes for present study were fifteen for sample 1 (MR 

researchers) and fifteen for sample 2 (MR participants/respondents). This also took 

into account the time constraints o f a doctoral study. Regardless o f the planned 

number, saturation of the data determined the exact number of the interviews. In 

particular, saturation was reached at eleven interviews with the MR researchers’ 

sample and at ten interviews with the MR respondents’ sample.

5.7.4 Research units' recruitment criteria

Tull and Hawkins (1993) define the sampling unit as the basic component containing 

the elements o f the population to be sampled. As mentioned earlier, the sampling 

units for this study are two moral agents engaged in marketing research in the United
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Kingdom; MR researchers and MR respondents. Particular sampling units are 

recruited based on maximum variation purposive sampling. The researcher focused 

on the two groups, detailed above, as long as they: 1) were active professional MR 

researchers (for the MR researcher sample), 2) had acted as respondents in research 

for marketing within the last twelve months (for the MR respondents).

A starting point in establishing the criteria for the units’ (i.e. the individuals that are 

included in the two samples o f interest) selection, has been Mitchell, Agle and Wood 

(1997) typology of stakeholders. Based on this typology and regarding the current 

study, the two marketing research moral agents under investigation are both o f high  

salience, therefore they are salient or primary stakeholders in practicing marketing 

research (i.e. type of stakeholders), but regarding their participation and the level of 

their involvement in research for marketing they differ as to the level of involvement 

in decision making in marketing research. In addition, both MR researchers and MR 

respondents are legitimate moral agents in conducting marketing research. 

Consequently, considering all of the above, in Table 9 the fundamental criteria for 

sampling the units o f the present study are presented. These criteria refer to the types 

of the moral agents and the level o f decision-making involvement. To reiterate, that 

the decision under investigation concerns with MR researchers’ (un)willingness to 

practise the two marketing research techniques under investigation; neuromarketing 

and autoethnography.
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Table 9: Types of stakeholders and their level of involvement in decision 
making in marketing research.

Type of moral agent Level of decision making 
involvement

M R  r e se a rc h e r s Primary (salient) Final and central decision
makers in practising or not 
particular marketing research 
techniques.

M R  r e sp o n d e n ts Primary (salient), but dependent19 
stakeholders.

Final decision-makers in 
participating in a research study 
and the ones who influence MR 
researchers’ decision making..

The next important thing to consider is the level o f experience that the two groups of 

participants have in different marketing research techniques, especially in the 

techniques under investigation in the present study (Table 10).

Table 10: Experience as a criterion for sampling.
Researchers having experience in neuromarketing techniques20, but no 
experience in ethnographic techniques (ethnographic observations or 
autoethnography)
Researchers having experience in ethnographic techniques (ethnographic 
observations and autoethnography21), but no experience in neuromarketing 
techniques
Researchers having no experience in neuromarketing and ethnographic 
techniques (observations and autoethnography), but have experience in 
other marketing research techniques (surveys, interviews, focus groups, 
experiments etc)
Researchers having experience in neuromarketing and autoethnography

Respondents

• Respondents having an experience in any marketing research technique 
within the last twelve months at least.

Last but not least, the demographic criteria underpinning decision-making processes 

are presented. These assisted in understanding the reasoning behind their decision-

19 Stakeholders who are legitimate and a matter of urgency in ethical marketing research conduct.
20'Neuromarketing refers to the use of neuroscience science, technology and findings for marketing 
research purposes, such as market research and examination of the consumer behaviour (Lee, 
Broderick and Chamberlain, 2006).
21Autoethnography is a narrative research method in which the researcher's personal subjective 
experience is explored. It differs from ethnography in that it focuses on the researcher's experience 
rather than in the observation of others' experiences (Hackley, 2007; Tolich, 2010). The interesting 
thing about autoethnography is that the researcher is also the respondent.
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making processes while they provided some ground for elicitations. Initially the 

following criteria have been set as a starting point (Table 11).

Table 11: Criteria related to the context and the demographics.

C o n tex tu a l factors and  re lev a n t d em o g ra p h ics M o ra l A g en t
a) Contextual factors

•  T y p e  o f  in d u s tr y
•  T y p e s  o f  th e  r e se a r c h  in v o lv e d  (g e n e r a l - sp e c if ic )
•  L o c a tio n  o f  th e  c o m p a n y  e m p lo y e d  (U n ite d  K in g d o m )
•  J o b  r o le

b) Demographics (Individual factors)
•  A g e
•  G e n d e r
• B a c k g r o u n d

M R
R esearch er

a) Contextual factors
• L o c a tio n  (U K )
• T y p e  o f  r e se a r c h  b e in g  in v o lv e d
• L a st  p a r tic ip a tio n

b) Demographics (Individual factors)
• A g e
• G e n d e r
• O c c u p a t io n

M R
R espon den t

5 .8  T ru stw o r th in ess  o f  th e  r e sea rch

In order to judge the quality or the integrity o f qualitative inquiry, the data collected 

and the methods employed, Lincoln and Guba (1985) (as cited in Schwandt, 2001), 

have developed a set o f criteria named trustworthiness criteria. The trustworthiness 

criteria are: research credibility, transferability, dependability, and confirmability 

(Schwandt, 2001).

5.8.1 Credibility

Credibility o f qualitative research is the extent to which the researcher gains full 

access to the knowledge and meanings o f the participants (Easterby-Smith et al., 

1991; Schwandt, 2001), and it is parallel to internal validity o f the traditional 

epistemic criteria in research. In order to ensure the credibility o f the present study, 

the researcher designed the interview guides based on an in-depth analysis o f the
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literature and employed an abductive research approach based on in-depth 

qualitative interviews conducted with two different samples. Prior to the data 

collection stage Ethics Approval was gained from the Social and Health Sciences 

Research Ethics Panel at the University o f Bradford on 20th August 2012 (Ethics 

Application Ref No: E.240) based on the Research Proposal in Appendix 10 

(Volume II).

5.8.2 Transferability

Transferability refers to the generalisation of the research findings. The researcher is 

responsible for providing enough information to the reader so as the reader can 

establish any similarities between the research undertaken and the case to which the 

findings can be transferred (Schwandt, 2001). Regarding the current study, as the 

purpose o f it is not to generalise the findings, transferability is a matter o f presenting 

the study in such a way that the reader can replicate the study if required. Therefore, 

since the present study aims to investigate EDM in marketing research, generalising 

the findings is not the ultimate goal. Rather, replicability of the study is to be taken 

into account. For this reason the researcher divided the empirical part of the research 

process into different stages, before, during and after the data collection:

1. Scenarios were developed (Appendix 1) (Volume II).

2. Initial interview guides developed for both samples based on themes developed 

from the constructs derived from the literature review (Appendix 2 & 3) (Volume II).

3. Consent forms and Information Sheets sent to potential participants (Appendix 7) 

(Volume II)

4. Pilot Study with Sample 1 (MR researchers)
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5. Finalised interview guide and interview questions for Sample 1 (Appendix 4 & 5) 

(Volume II).

6. Pilot Study with Sample 2 (MR respondents)

7. Finalised interview guide and interview questions for Sample 2 (Appendix 4 & 6) 

(Volume II).

8. Study 1 - Data Collection: Elite in-depth interviews with Sample 1.

9. Verbatim transcription and initial themes for Sample 1 (Appendix 8) (Volume II).

10. Themes from interview transcripts and followed by coding and analysis for 

Sample 1 (Appendix 13) (Volume II).

11. Study 2 Data Collection: In-depth interviews with Sample 2 linked to the findings 

and the analysis from Sample 1.

12. Verbatim transcription and initial themes for Sample 2 (Appendix 9) (Volume II).

13. Themes from interview transcripts and followed by analysis for Sample 2

14. S y n t h e s i s  o f  th e  f in d in g s  fr o m  b o th  s a m p le s  (F ig u r e s  45 & 48).

5.8.3 Dependability

This criterion refers to the fact that in any qualitative inquiry the researcher has to 

make sure that the process is logical, traceable and documented (Schwandt, 2001). 

Consequently, the researcher should guarantee that the data collection techniques and 

the data analysis procedures provide consistent findings (Saunders et al., 2007). 

Again this refers to the issue o f replicability; if  the findings can be repeated by fellow 

researchers, the research is reliable (Collis and Hussey, 2003) and therefore 

dependable. To ensure the dependability o f the present research, the researcher 

developed a set o f research questions, clear research aims and objectives, alongside 

an in-depth analysis o f the literature, which formed the basis for deciding on the 

issues covered in the interviews. Also, the researcher visited the websites o f the
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companies and the online profiles o f the interviewees who participated in the 

interviews. This helped the researcher to familiarise herself with the nature o f the 

business and to gain knowledge about the profile and the characteristics o f the 

interviewees. This enabled the researcher to establish credibility in the eyes o f the 

interviewees, which encouraged most of them to provide more information during 

the interviews. In addition, a letter was sent to the interviewees, prior to the 

interviews, informing them of the main issues to be covered and confirming the 

confidentiality o f the information collected (Appendix 7) (Volume II) and the Ethics 

Approval received for the present research (Ethics Application Ref No: E.240). 

Consequently, a reasonable level o f trust was built by the researcher, and some biases 

were minimised (i.e. socially desirable responding).

Moreover, following Rust and Cooil (1994) and Ulaga (2003), the researcher sought 

a great deal o f support through regular and extensive discussions with her 

supervisors and a number of academics in order to gain more confidence in the 

accuracy, clarity and logic o f the themes derived from the literature. Lastly, the 

researcher ensured that the research samples consisted of interviewees who had 

knowledge of the research subject, as recommended by Morse et al. (2002), by 

examining their public profiles and by investigating their experience in the field. This 

was undertaken, not only for dependability purposes but also to establish the ground 

for efficient and effective saturation of the data with optimal quality and minimal 

waste (Morse et al., 2002). Data saturation ensured replication which can verify and 

ensure comprehensiveness and completeness (Morse et al., 2002).

5.8.4 Confirmability
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Parallel to objectivity in quantitative inquiry, confirmability refers to making sure 

that the research data, the interpretations and the findings are not fabrications of the 

researcher undertaking the research (Schwandt, 2001). In order to ensure this, in the 

present study, the researcher recorded the interviews, took field notes, and 

transcribed the interviews ensuring that what was said in the interviews is exactly 

what was recorded either through a voice recorder or the field notes taken during and 

after the interview. Moreover, the researcher transcribed the recorded interviews 

immediately after each interview was finished in verbatim, so as to document 

everything as it was said and done (Appendix 8 & 9) (Volume II). Likewise, the 

researcher allowed enough time between each interview to reflect on the theoretical 

framework developed from the literature. The theoretical framework and the initial 

research template are presented in the next section.

5 .9  In terv iew  fo u n d a tio n s  - T he th e o r e tic a l fra m ew o rk  
c o n s id e r a tio n s

Based on Kvale and Brinkmann (2009), the first three stages o f an interview 

investigation are a) thematising, b) designing, c) interviewing. Thematising ‘refers to 

the formulation o f research questions and a theoretical clarification of the themes to 

be investigated’ (Kvale and Brinkmann, 2009, p. 105). In more detail, the researcher 

presented the theoretical framework, as derived from the literature, which guided the 

interview thematising process. The interviews conducted were semi-structured, thus 

initial thematising in interviewing was applied to some extent, offering some 

freedom in the interviewees’ responses and the overall discussion. Therefore, in 

order to accommodate themes in the discussion as well as offer room for further 

reflection, the researcher has combined three tools in the interviewing process. These 

are:
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1) The themes that emerged from the theoretical framework and the in-depth 

review of the literature (Table 6).

2) Scenarios

3) Dialectics (when appropriate).

5.9.1 Interview themes

The interview themes informing the interview template (or guide) were based on the 

key constructs of EDM as documented from the review o f the literature (Table 6 & 

Figures 16, 17) and influenced by the ESOMAR 3 6 22 questions on neuroscience 

research for marketing. These constructs were transformed into the initial interview 

template (Appendix 3) (Volume II). From the theoretical framework five main 

themes for investigation created the initial research template. These are:

1. E th ic a l ju d g e m e n ts  (EJ) (i.e. attitudes expressed based on moral values/principles 

and evaluation of perceived consequences): The Theory o f Planned Behaviour (TPB) 

ignores some internal pressures to the individual that can act as determinants of 

intentions in specific situations (i.e. feelings, emotions, or the ethics of an action) 

(Gorsuch & Ortberg, 1983; Kurland, 1995; Celuch & Dill, 2011). Thus, e th ica l  

be lie fs  driving ethical judgements were investigated as to their cognitive and 

affective underpinnings.

2. G en era l A ttitu d e s  (A) (evaluation o f general consequences): Examination of

attitude is one of the main determinants o f behavioural intentions based on both the

TPB and the Theory of Reasoned Action (TRA), as well in the H-V model. In the

22 The original document can be found here: https://www.esomar.org/uploads/public/knowledge- 
and-standards/codes-and-guidelines/ESOMAR 36-Questions-to-help-commission-neuroscience- 
research.pdf
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latter model though, the focus is on the attitude expressed towards the behavioural 

beliefs with an ethical dimension.

3. Social Norms (SN), (social influences): The H-V model has given a weighting to 

attitudes (i.e. ethical evaluations) as determinants o f intentions, overlooking the 

influence o f social influences and pressure, while the current study does investigate 

the influence o f the social beliefs in depth . At the same time, both the TPB and its 

the updated version; Reasoned-Action Approach (RAA) appreciate the importance of 

social influences in decision making as forms of descriptive (i.e. what others do or do 

not do) and injunctive norms (i.e. what should be done) ( Fishbein & Ajzen, 2010).

4. Behavioural Controls (BC) (behavioural constraints): The majority o f the 

behaviours which the H-V model examines are not entirely under an individual’s 

volitional control, whilst its developers have built the whole model on an attitude- 

behaviour model which examines behaviours that are entirely under said individual’s 

volitional control. As a result, in cases where non-volitional decisions with ethical 

content in marketing are examined, the H-V model becomes problematic (Sheppard 

et al, 1988; Kurland, 1995; Celuch & Dill, 2011). Therefore, the ‘Perceived 

Behavioural Control’ construct from the TPB is incorporated in the investigation of 

EDM in marketing research through an investigation of the control beliefs.

5. Behavioural Intentions (BI) (MR researchers’ (un)willingness to practise the 

marketing research techniques under investigation): Since the current study 

investigates EDM initiated from a behavioural stance, the focal point is the 

deconstruction and the investigation o f behavioural intentions and their determinants 

for making decisions in ethically dubious situations.
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Points 1,2,3,4 are the themes that are conceptualised in the literature as the 

determinants of behavioural intentions (point 5) as underpinned by ethical, 

behavioural, social and control beliefs respectively (as presented by Table 6in 

Chapter 4 section 4.5.2).Furthermore, from the in-depth research of the literature, 

some additional themes emerged from further research undertaken on the two core 

models utilised in the current research (i.e. the H-V and the TPB models). The 

additional themes and their descriptors are presented in the table below (Table 12).

Table 12: Additional Interview themes and their purpose.

T h em es Description and purpose

1) Past 

Experience23

Some investigators (e.g., Bentler & Speckart, 1979; Fredricks i! 
Dossett,1983) have suggested that past behaviour can be included as 
substantive predictor of later behaviour, equivalent to the other independer 
variables in the model. According to these theorists, prior behaviour has a 
impact on later behaviour that is independent of the effects of belief 
attitudes, subjective norms, and intentions. However, Ajzen (1991) argüí 
attitudes, subjective norms and perceived behavioural controls a 
influenced by past behaviour.

2) Moral intensity24 25 26 Jones’ (1991) moral intensity of an issue has generated extensive research 
the scholar literature. For this reason in each scenario developed more th< 
one issue are included. The reason for that is to investigate in what w 
different issues generate different behavioural intentions on the differe 
scenarios, if this is the case.

3) Importance of 

stakeholders

The H-V model has given a weighting in attitudes as determinants a 
predictors of intentions, overlooking the influence of social influences a 
pressure. Evidence of that is the fact that the ‘importance of stakeholde 
has not received empirical research.

4) Affection20 Some investigators have suggested that it is useful to distinguish betwe 
‘hot’ and ‘cold’ cognitions (Abelson, 1963) or between evaluative 
affective judgments (Abelson, Kinder, Peters, & Fiske, 1982; Ajzen 
Timko, 1986). In the particular context of the present study, the interact 
between affective and evaluative judgements is examined in respect of EE 
conceptualisation. Tenbrunsel and Smith-Crowe’s (2008) research 
decisions are not always of conscious reasoning (i.e. based on cognitic 
but are supported by morality, intuition and affect as ethicality 
intentionality are two important but distinctive dimensions in decisi 
making processes.

5) Moral 

Obligation

Ajzen (1991), and Shaw, Shiu and Clarke (2000) support that a measurf 
perceived moral obligation could add predictive power to the model (TF 
While Gorsuch and Ortberg (1983) have investigated the role of m 
obligations and attitudes in relation to behavioural intentions supporting 
above argument made by Ajzen (1991), and Shaw, Shiu and Clarke (200

23 This theme emerged from the 'Theory of Planned Behaviour' model (Ajzen, 1985)
24 This theme emerged from the 'Issue-Contingent Model of EDM' (Jones, 1991)
25 This theme emerged from the H-V model (Hunt & Vitell, 1986; 2006)
26This theme emerged from the 'Theory of Planned Behaviour' model (Ajzen, 1985)
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5.9.2 Dialectics

The present study, in respect o f the interviewing process, utilised dialectic inquiry. 

Dialectic inquiry is a form of research inquiry that examines, competing ideas, 

different perspectives or even arguments in a social setting or for social phenomenon. 

Dialectical research can be seen as a form of exploratory research in order for the 

researcher to be able to capture the two perspectives under investigations, those of 

the MR researchers and the MR respondents. By utilising dialectics in the interviews 

the researcher captured the following:

a) Propositions for addressing ethical issues/potential ethical issues in marketing 

research,

b) Key assumptions that underline the propositions made.

More importantly, referring back to those core themes that derived from the literature 

(Table 6) and the two main models utilised in the present study (the H-V model and 

the TPB model), by using dialectics in interviewing the researcher could investigate 

in-depth how  the importance of other referent groups can impact on the determinants 

of MR researchers’ behavioural intentions (i.e. attitudes, perceived behavioural 

controls and ethical judgements). This is a point that has not been examined in-depth 

in relation to either the H-V model or the TPB model, even though they both refer to 

the importance o f referent others in the determination o f behavioural controls, either 

indirectly or directly.

Moreover, dialectics were incorporated into the current research through two 

different perspectives (MR researchers’ and MR respondents’) as they are integrated 

in the conceptualisation o f EDM. From a realistic perspective, understanding a 

complex phenomenon such as EDM requires more than one perspective. Brooke
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(2012) and Recco (2012) suggest that in cases when the research undertaken is 

complex in nature, dialectics can contribute significantly. De Wit and Meyer (2010) 

mention the following advantages o f taking a dialectical approach to strategic 

paradoxes and complexity:

1. A range o f ideas can be explored: This applied well in the case o f the present 

study as two perspectives were investigated.

2. It helps focus on points of contention (critical points): In the case o f the present 

study, this helped to offer a deeper insight on the key constructs under investigation, 

that are important for the EDM conceptualisation in marketing research.

3. It provides a stimulus for bridging different positions, if this is the case: This 

applies both in the case when differences are to be identified, as well when 

similarities are to be mapped. This applied particularly well when the interviews with 

sample 1 were conducted, offering a good ground for the interviews with sample 2 

that followed.

4. It provides a stimulus for creativity to find a synthesis which is better than the 

trade-off when more than one approach is to be considered: Since the present study 

investigates two perspectives, from two different marketing research moral agents, 

the approach has been o f great importance in the holistic conceptualisation o f EDM 

in marketing research.

Furthermore, in respect o f how dialects are applied, Barabba (1983) proposes two 

main steps on undertaking a dialectic inquiry:

1. The process begins with the formation o f two or more groups to represent the 

full range o f views on a specific problem. Collectively they cover positions that might 

have an impact on the ultimate solution to a problem. In respect o f the present study, 

this serves the purpose o f holistically conceptualising EDM in marketing research.
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2. Each group meets separately, to identify the underlying assumptions behind 

their positions. For that reason the researcher of the present study interviewed the two 

samples at different points of time. Considering this, the MR researchers were 

interviewed prior to the MR respondents.

The reason for interviewing the MR researchers before the MR respondents’ group 

served two major objectives:

a) it aided the better articulation and description of the marketing research techniques 

under investigation to the MR respondents later on.

b) it gave a clear picture about what to ask the MR respondents exactly.

Linking all the above, the first group of interviewees (MR researchers) was asked to 

make propositions to address the ethical issues arising from contemporary marketing 

research techniques (as described in the scenarios given to them). This was followed 

by a short list o f key assumptions underlying marketing researchers’ propositions as 

well as the identification of additional ethical issues. Similarly, the second group (MR 

respondents) was asked to make their own propositions based on their key 

assumptions, followed by the identification of any additional ethical issues.

Finally, the examination o f different moral agents with different interests or 

motivations, which interact in some way, through dialectic inquiry techniques led to 

conceptualisations that reflect a synthesis (Cosier, 1981) on understanding the EDM 

in marketing research. This can therefore promote strategic decision-making in 

marketing research when ethical issues are apparent. Lastly, as well as the interviews’ 

themes and the interview structure that formed the basis o f the interviews conducted, 

scenarios were also utilised.
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5.9.3 Using scenarios in the present research

Both parts o f the interview were based on scenarios developed by the researcher and 

provided to the participants. For each group o f participants, different scenarios were 

developed. That is, two sets of scenarios that describe two contemporary, but 

ethically contentious marketing research techniques (neuromarketing and 

autoethnography) were given to the interviewees. The reason for designing scenarios 

for the two marketing research techniques was to explore the issue-contingent nature 

of EDM and to investigate the role o f ethical intensity in marketing research. The 

scenarios describe the two techniques under investigation, including the behaviour to 

be examined (i.e. practice or not the techniques described for the MR researcher 

samples, and participate or not in the study described for the MR respondents). Both 

sets o f scenarios were given at the beginning of each part o f the interview as a 

‘thought provoking’ tool. The first set o f scenarios was given at the beginning of the 

interviews, just after the introduction. The second set o f scenarios was given to the 

interviewees just after the discussion on the first sets o f scenarios had finished. The 

second set o f scenarios was an extended version of the first set, as they incorporated 

the main ethical issues raised by the techniques (Table 2, section 2.5) under 

investigation in the form of dilemmas.

The main reasons for following the process described above, during the interview 

process, were methodological in nature. Firstly, the interview process could be 

explained and the research participants could be given relevant information (mainly 

to those who were not familiar with the techniques) about the techniques investigated 

in the present study. This also allowed them time to think in depth about the 

techniques described. Consequently, this process triggered an in-depth discussion 

based on the participants’ beliefs, attitudes, feelings, intentions etc., and the
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reasoning behind them. Secondly, presenting the ethical dilemmas at the beginning 

of the second part of the interviews allowed the participants to familiarise themselves 

with the issues so as then to discuss them and give their propositions to address them. 

T h ir d ly , th e  r e a s o n  fo r  n o t  p r e s e n t in g  t h e  e th ic a l  d i l e m m a s  a t t h e  v e r y  b e g in n in g  o f  

the interview (together with the description of the techniques) was to ensure that the 

d is c u s s io n  w a s  n o t  l e d  a n d  b ia s e d  b y  th e  i s s u e s .  For e x a m p le ,  i f  it  w a s  m e n t io n e d  at 

the very beginning that ‘neuroscientific techniques in m arketing m ay je o p a r d iz e

re sp o n d en ts ’ a u to n o m y’, that would definitely have led the discussion in one 

direction without allowing the researcher to get a balanced insight o f the 

phenomenon under investigation. Moreover, by doing so the researcher could 

o b s e r v e  th e  p r e s e n c e ,  o r  n o t ,  o f  t h e  s o c i a l l y  d e s ir a b le  r e s p o n d in g  s t y le  .

Finally, regarding the theoretical implications of such an interview process, by 

presenting the methods without, and later with the ethical issues, the researcher 

aimed to identify how and whether behavioural intentions can diversify when ethical 

issues appear when considering the same behaviours. Thus, investigating general 

beliefs towards a given behaviour (i.e. practice or participate) and ethical beliefs in 

the same context. Interestingly, this offered some explanation o f why in Gorsuch and 

Ortberg’s (1983) work, in the case o f a morally irrelevant situation27 28, the ‘moral 

obligation’ element was significant for the determination o f behavioural intentions, 

even though it was assumed that moral obligation is important for the determination 

of behavioural intentions only in cases o f morally relevant situations. Thus, ethical

27 When the interviewees provided responses that are socially acceptable, rather than own opinions.
28 Gorsuch and Ortberg (1983) have developed four hypothetical scenarios to test the ethical 
obligation element in EDM. They developed two morally relevant and two morally irrelevant 
scenarios. One of the morally irrelevant scenarios is the SECOND SERVICE SITUATION', as they 
named it. This is: "Although you had planned on going to the early workshop service, you were out 
late on Saturday night and did not get much sleep, so you considered going to the second service 
instead" (p.1026).
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beliefs are part o f the overall decision making, as innate values reflected in our 

general beliefs.

In order to develop scenarios for qualitative inquiry, four methods can be applied, 

these are: the explorative or forecasting method, the anticipatory or back-casting 

method, the participatory or expert-based method, and the desk-based method 

(Gambelli, Vairo & Zanoli, 2012). In the case of the explorative method, the 

scenarios are developed based on causes, in order to investigate the effects, while this 

method considers alternative developments into the future beginning with what exists 

in the present. In the case o f the anticipatory method, the scenario is developed based 

on given effects to investigate the causes. This method starts from the desired future 

and incorporates different strategies to achieve the desired future. In the case of the 

participatory method, scenarios are developed based on experts who have active 

roles in the development of the scenarios, and their selection is crucial. Finally, in the 

case o f the desk-based/desk analysis scenario development method, the scenarios are 

developed based on information derived from the literature and/or statistical data 

(Gambelli, Vairo & Zanoli, 2012). The decision o f which method should be used for 

scenario development is based on the data to be obtained and on the objectives o f a 

study (Gambelli, Vairo & Zanoli, 2012). In the case o f the current study, the desk- 

based method was utilised as the elements included derive from the literature o f the 

two fundamental models and the issues raised by the techniques under investigation 

which have been identified in the literature.

In addition, ‘scenarios are consistent and coherent descriptions o f alternative 

hypothetical futures that reflect different perspectives on past, present, and future 

developments, which can serve as a basis for action’ (Van Notten, 2005, p. 28). The 

scenarios developed for the purpose o f the present research followed the guidelines
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and instructions provided by Ajzen (2012) for the construction of TPB 

questionnaires, while their development was in accordance with the scenario 

development process proposed by O’Brein (2003) . In first instance, Ajzen (2012) 

states that for the exact examination of a particular behaviour based on the TPB and 

the development o f any scenarios presenting that behaviour, four items of the 

behaviour under investigation have to be defined. These items are:

a) the population under investigation,

b) the action,

c) the context, and

d) time elements.

The scenarios developed and used in the present study included all these elements 

(e.g. Tables 13 & 14 and Appendix 1 (Volume II)). Moreover, for the development of 

the scenarios used in the present study, the steps o f the scenario development process 

proposed by O’Brein (2003) were also followed. These are as follows:

1. Set the scene.

2. Generate uncertain and predetermined factors.

3. Reduce factors and specify factor ranges.

4. Choose themes and develop scenario details.

The two scenarios were given to the MR researchers at the beginning of the 

interviews, similarly two scenarios were for the MR respondents. Further, two more 29

29 However, there are several scenario typologies available, such as those proposed by Ducot and 
Lubben (1980), Duncan and Wack (1994), Godet and Roubelat (1996), Postma et al. (1995), and 
Heugens and Van Oosterhout (2001).
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scenarios were given to the MR researchers in the later stage o f the interviews and 

they included three ethical dilemmas; sa fe ty  a n d  p r iv a c y  o f  the respon den ts a n d  

w ithhold ing  o f  inform ation, with the implications o f a fourth one, which is the 

o b liga tion  o f  the research ers a n d  the respon den ts. While, two more scenarios were 

given to the MR respondents on a later stage o f the interview, and they included the 

same ethical dilemmas as above, but from respondent’s perceptive. In total four 

scenarios (two techniques with and without ethical dilemmas/issues) were given to 

each sample (Appendix 1) (Volume II). The reason for choosing the above dilemmas 

lies in the fact that both marketing research techniques under investigation raise 

those issues when it comes to their practice. Moreover, by having the same dilemmas 

for different marketing research techniques can provide an insight regarding the 

moral intensity theme and ethical sensitivity towards the issues when they appear in 

different situations.

In the scenarios given to the MR researchers and the MR respondents, as proposed by 

Ajzen (2012), the following elements were included:

i) the type o f marketing research technique,

ii) the sample and its characteristics based on the level o f experience,

iii) the actioiVbehaviour,

iv) the context,

v) the ethical issues/dilemmas ( as derived from Table 2 in section 2.5), and

vi) time elements

For example Table 13 and Table 14 present the scrutinised scenarios for the MR 

researchers sample for the marketing research techniques in question without (Table 

13) and with (Table 14) the ethical dilemmas.
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Table 13: Scenario One (Marketing Research Technique: Neuromarketing).

Scenario break-down Descriptors

A magazine company is using brain scans, for non-medical 

purposes, on respondents to identify which cover page can 

increase their sales.

-The technique: 

Neuromarketing 

-Initial details o f the 

context

The project aims to identify the preferences o f the 

respondents as indicated through their brain activity.

-Further details of the 

context

Bob, an experienced marketing researcher has recently 

joined the Marketing Department team of the company. Bob 

has an experience in brain scanning for marketing research 

purposes. Anna, another experienced marketing researcher, 

has also joined the Marketing Department team of the 

company, but compared to Bob she has not any experience 

in brain scanning for marketing purposes.

-The sample: Marketing 

Researchers

-Further details o f the 

context

-Different levels of 

experience o f the 

research sample 

-Further details o f the 

context

Being both experienced marketing researchers though, they 

are asked to participate in the new project undertaken by the 

Marketing Department.

-Further details on the 

level o f experience of 

the research sample 

-The behaviour in 

question

The consequences o f participating or not are still unknown, Implications on the 

consequences

but they have to decide within two weeks. Time element
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Table 14: Scenario Three (Marketing Research Technique: Neuromarketing).

Scenario break-down Descriptor

Bob and Anna, two experienced marketing researchers, are 

participating in a project that involves brain scans on a magazine’s 

consumers, for marketing purposes. During the study, they are 

confronted by some dilemmas. One of the respondents has been very 

enthusiastic about participating in the study; however once he was 

placed in the brain scanner he started experiencing high levels of

-Details o f the 

context and the 

situation

stress.

Even though he had not expressed verbally his stress or any intention 

to withdraw from the process, it was obvious that he was under

-Ethical

issue_l:

stress. Respondents’

safety

If Bob and Anna asked him to withdraw, they would lose one 

research participant, and recruiting another participant will delay the 

process. If they continue the study, how they would know that the 

data given have not been affected by the respondent’s stress.

-Ethical 

dilemma_l 

-Implication of 

consequences

During the same study, another participant was diagnosed, by the 

neurologist employed in the study, to have a mental disorder, for 

which she had not informed any o f the team members.

-Ethical 

issue_2: 

Respondents 

privacy and 

anonymity

Bob and Anna, together with the rest o f the team, are in the dilemma 

of informing her or not.

-Ethical

dilemma_2:

Withholding

information

If they inform their respondent about it, they may jeopardize their 

selves and the company’s reputation. If they withhold this 

information and the person remains unaware o f her disorder, her 

condition may get worse.

-Ethical

dilemma_2

-Implications

of

consequences
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The ethical issues included in the scenarios provided consider the categorisation of 

ethical issues in marketing research made by Murphy, Illes and Reiner (2008). The 

authors reviewed the literature regarding the ethical issues in contemporary 

interdisciplinary marketing research and categorised them into two major groups: a) 

harming and exploiting different groups, and b) jeopardizing individual autonomy 

and privacy. Moreover, the issues chosen are the issues that both techniques (i.e. 

neuromarketing and autoethnography) have in common as presented in Table 2. By 

incorporating those ethical issues, in a form of dilemmas, in the scenarios served the 

following:

a) Triggered a discussion on the ethical issues identified and any additional ones (e.g. 

beliefs and attitudes, ethical evaluations)

b) Captured whether all interviewees perceived them in the same way (e.g. nature of 

differences in ethical judgements)

c) Captured interviewees’ level of ethical sensitivity on the issues (e.g. through 

differences in ethical intensity)

d) Assisted in identifying any differences in the way they perceived each issue (e.g. 

differences in ethical evaluations or natural/contextual/situational inclinations)

The above objectives are in line with the research objectives presented o f this study. 

Furthermore, all the scenarios developed are mainly plausible with some real 

elements. The real elements derive from the literature, the issues raised in the 

literature, and from different companies’ information (that are kept confidential and 

anonymous since naming any companies is not the purpose of this study).
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5.9.4 Pilot study

As mentioned earlier (section 5.8), in order to ensure the trustworthiness of the 

present study a pilot was conducted utilising the interview guide, the interview 

questions and the scenarios presented in the previous sections. The pilot study was 

conducted among academics and PhD students who met the criteria o f the 

participants o f the actual study (as presented in section 5.7.4). Therefore, two 

marketing researchers (from an academic background) and two PhD students who 

have acted in the past as respondents in research for marketing have been 

interviewed based on the interview guides and the interview questions presented 

above. Furthermore, through the pilot study a better estimation o f the actual 

interview duration was established, since most o f the actual participants, who have 

been contacted by the researcher of this study, before agreeing to be interviewed they 

wanted to know about the duration o f the interview. This is also one o f the issues that 

the researcher had to overcome, especially in the case o f the MR researchers’ sample, 

as they were not keen in being interviewed for a long time, considering the nature of 

their profession.

5.9.4.1 Outcomes o f the pilot study

After conducting the pilot study, some issues regarding the overall structure o f the 

interview appeared. These issues were mainly attributed to the interview questions. 

The issues that emerged were two; a) interview questions order, and b) interview 

questions nature and wording. Regarding the order o f the interview questions, after 

conducting the first two pilot interviews (of one researcher and one respondent) it 

was clear that when dealing with a complex topic such as ethics, by asking very 

broad questions at the beginning o f the interview (i.e. funnel structured interviews
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(Kendall & Kendall, 2005) created confusion to the interviewees and distracted them 

from the actual purpose of the study. In order to avoid that in the actual study, the 

researcher decided to follow a ‘diamond’ interview structure (Kendall & Kendall, 

2005). That is, to start with questions specific or contextualised to the purpose o f the 

research, followed by more broad questions and finishing with more specific closing 

questions (Kendall & Kendall, 2005). This allowed the interviewees, on the one 

hand, to contextualise their ideas and avoid any very broad responses. On the other 

hand, this interview structure allowed the interviewees to expand to more generalised 

ideas later on during the interview, while it narrowed down the possible responses, 

by asking more specific questions in the last part o f the interview (Kendall & 

Kendall, 2005). In the present study, this technique minimised the risk of confusing, 

distracting and driving the interviewees in a wrong direction, while it allowed them 

time to reach to a great depth once they are warmed-up. Therefore, it was decided 

that at the beginning of the interview the interviewees should not be exposed to very 

broad concepts, thus broad questions such as ‘ W hat is eth ics to yo u ? ' are avoided in 

the actual studies (Study 1 and Study 2).

The second issue that emerged from the piloting stage regarding the interview 

questions was the nature of the questions. After conducting the piloting study with 

the two interviewees from the marketing researchers’ group, the issue that emerged 

was that different questions or differently worded questions have to be asked to 

different interviewees o f the same group. Therefore, the interview questions need to 

be flexible and adapt to the interviewee’s profile, as well as to his/her company’s 

profile (in the case o f the marketing researchers ). Putting this in practice, some

^Consequently, in the factors such as experience, expertise, position in the hierarchy within 
marketing research, background, type of industry, company structure, or gender have to be
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introductory questions are asked at the beginning o f the interview in order to allow 

the researcher to have a clear view of the interviewee’s and the interviewee’s 

company profile and background. Also, by asking the interviewees to introduce 

themselves and share their experiences in participating in research for marketing 

purposes, or by asking them to talk about their job role and their company, acted as a 

“warm-up” for the discussion to follow. In order to address the aforementioned 

issues, the following corrective steps were undertaken:

a) Introduced the research topic and the research objectives to the interviewees in order 

to inform him/her and also ‘break the ice’.

b) Allowed time for the interviewees to introduce his/herself and /or his/her company, 

in order to draw the profile of the interviewee and/or his/her company as well to 

warm them up.

c) Set the scene, by introducing the interviewees to the scenarios.

d) Established the context by providing the first set o f scenarios.

e) Begun the interview questions in relation to the scenarios provided, which will help 

the interviewees contextualise their ideas.

f) Avoided asking very broad questions at the very beginning, since the pilot study 

showed that is a fair chance o f confusing or driving the interviewees off-track.

g) After asking questions related to the scenarios, the researcher asked questions related 

to the themes but more generalised in order to capture more in depth behavioural 

determinants and beliefs.

h) Phrased the questions customised on the interviewee profile (both from preliminary 

research done on the interviewees’ public profile, when available, and their

accommodated accordingly even when the interviewer is interviewing participants from the same 
group.
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introduction at the beginning of the interview) and on their company’s profile, in the 

case o f the MR researchers group.

i) Allowed time, in order to give the interviewees time to express themselves in full.

j) Redesigned the scenarios, so that each sample o f interviewees can be more reflective 

on them.

k) Kept a record of the duration of each interview, in order to adapt the interview in 

cases when the interviewee has limited time to invest.

After taking the above corrective actions, the first actual interviews with sample 1 

(MR researchers) were conducted, followed by the interviews with sample 2 (MR 

respondents). The next section outlines the data analysis method employed in this 

study.

5 .1 0  D ata A n a lysis

Qualitative analysis aims to make sense o f massive amounts o f data, reduce the 

volume o f information, identify important patterns, and construct a framework for 

communicating the essence of what the data reveals (Patton, 1990). There are four 

ways of analysing qualitative data: content, discourse, narrative & thematic analysis.

• Content analysis: involves classifying text units into categories to allow an 

identification of valid inferences (Beattie et al., 2004). It can also be used for 

quantifying qualitative data by converting them into numerical variables for 

quantitative analysis to be applied (Hussey & Hussey, 1997). It is used in 

communication research, which can be concerned with newspapers, television and 

mass media (Bryman, 2008).
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• Discourse analysis: used to analyse the language in “its own right” to seek an 

understanding o f how and why individuals’ language is used in specific social 

contexts (Saunders et al., 2007, p.502). It focuses on the way versions of events are 

produced in discourse (Potter, 1997).

• Narrative analysis: focuses on the analysis of stories that people tell to understand 

their lives and the world around them (Bryman, 2008). It seeks an understanding of 

the social context through individuals’ lived experiences (Marshall & Rossman, 

1999). Therefore, it takes into account the signs, symbols and expressions of 

individuals’ feelings in language validating the way the narrators build meanings 

(Marshall & Rossman, 1999). Narrative analysis can be used in life history research 

(Bryman, 2008).

• Thematic analysis: according to King (1998), thematic analysis enables the 

researcher to design an initial template consisting o f themes identified prior to the 

data collection stage, i.e. from the review of the literature. The initial themes will be 

subjected to revision and changes as the researcher reads the text and analyses the 

data collected from the pilot interviews, in the case of the present research. Then 

from the data collected from the actual interviews conducted, the main themes are 

formulated and relationships between those themes derive (Saunders et al., 2007; 

King, 1998).

The thematic analysis technique was appropriate for this investigation. This was 

because the current study did not aim to analyse the language used, or stories 

reported by the interviewees regarding their experiences within their organisations. 

Rather it aimed to explore how EDM is understood and constructed within the 

context o f marketing research. In addition, due to the deductive nature o f this work,
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where the author used the literature before embarking on the data collection and 

analysis, as explained earlier, thematic analysis allowed the researcher to pre-define 

initial themes derived from the theory and then revise, update, and deconstruct them 

based on the data analysis. To note that, even during the transcription o f the 

interview recording some initial analysis took place as the transcription has been 

done by the researcher, so this has to be highlighted.

This study has adopted the realist philosophical stance where the research was being 

conducted to understand the reality o f EDM in marketing research as presented by 

two interdependent moral agents and to uncover factors that have an impact on the 

formation o f behavioural intentions in ethical dilemmas in this context. Thematic 

analysis is suitable for a realist qualitative research (King, 1998). Developing initial 

themes and updating them and their relationships enabled the researcher to produce 

the final synthesised concept of EDM in marketing research which reflects: (i) an in- 

depth understanding of EDM conceptualisation in marketing research; (ii) how EDM 

is formed; (iii) why and what factors influence the formation of EDM in marketing 

research; (iv) an in-depth understanding of the role and the interaction of different 

interdependent moral agents in marketing research; and (v) a deep understanding of 

the nature of EDM in marketing research. The final synthesis of the findings is 

essentially a reflection of the reality o f the phenomenon under investigation.

5 .1 1 C o n clu sio n

The above sections of this chapter elaborated and focused on the research 

methodology undertaken for the operationalisation of this study. In more detail, 

sampling, thematising, and research designing processes have been presented and 

justified. In order to put these in practice the researcher ensured the trustworthiness
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of the study by conducting a pilot study before the actual interviews conducted, 

offering the data for the present study and its objectives. The overall research design 

(Figure 18) employed has been grounded to the research questions that this study 

attempts to answer (as presented in Chapter 1 and at the beginning of this chapter).

Figure 18: The research design of the present study.
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In conclusion, this study utilises qualitative methods and dialectic inquiry in an 

attempt to deconstruct existing constructs and then conceptualise decision-making in 

marketing research when ethical issues appear. In particular, qualitative inquiry has 

been chosen as greater insight and further elicitations are needed within the field of
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EDM after almost four decades o f quantitative, descriptive empirical research that 

present EDM in a linear manner as a result o f purely cognitive processing. According 

to Ajzen (2012) (the developer o f the TPB) the descriptive/positivist models of 

behaviour can be used as a framework to guide questions to be raised in qualitative 

research. Thus, the present study uses descriptive models o f EDM to guide the 

research questions that this thesis raised. In addition, qualitative exploration is of 

particular importance for investigating a phenomenon in a rapidly changing 

environment such as the marketing research and marketing overall (Vitell, 2014).

Thus after presenting the research methodology guiding the present study, the next 

step is to present the findings from the interviews conducted. Hence, the next two 

chapters; Chapters 6 & 7 elaborate on the findings of the data collected and analysed 

from sample 1 and sample 2, respectively.
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Chapter 6: Study 1- Findings and 
conceptualisations
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6 .1  In trod u ction

Society has changed from an industrialised one to a knowledge-based one where the 

ethicality of business practices is questioned to a greater extent (Ward & Wasserman, 

2010) and therefore understanding marketing research practitioners’ (i.e. MR 

researchers) EDM becomes imperative. Considering this, within a period of six 

months, eleven elite in-depth interviews with MR researchers (sample 1) were 

conducted. This chapter thus presents the findings of those interviews after being 

transcribed by the researcher of this research and analysed through thematic analysis. 

The interview questions were based on the themes deriving from the literature review 

(Table 6) and were designed based on the questionnaire guidance from Ajzen (2006, 

2013) and the Theory of Planned Behaviour (TPB).

The interview questions were open-ended semi-structured, in order to achieve greater 

insight by giving room to the interviewees to express themselves in an open and free 

manner, while in particular framework, when asked to respond on specific research 

techniques scenarios (i.e. neuromarketing and autoethnography). The following 

sections present the different factors found to influence marketing researchers’ EDM 

in different marketing research scenarios, followed by the conceptualisations made.

In more detail, the first part of this chapter presents and discusses the factors that MR 

researchers consider when expressing their (un)willingness (i.e. behavioural 

intentions) towards: a) practising, or not practising, the two marketing research 

techniques in question; neuromarketing and autoethnography, and b) considering 

particular ethical dilemmas with regards to anonymity, withholding information, 

safety and privacy in the aforementioned marketing research techniques. With 

regards to the factors that drive the behavioural intentions (e.g. “motivational factors
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that influence behaviour” (Beck & Ajzen, 1991, p. 268)) o f MR researchers towards 

performing an action, with and without being exposed to ethical issues, two 

interrelated levels of factors were identified; the individual factors such as 

re se a rc h e r ’s p e rso n a lity , r isk  p e rcep tio n s  and p e r c e iv e d  uncertain ty, and the 

contextual factors such as the so c ia l a n d  p ro fess io n a l influences, m eth odo log ica l 

con sidera tion s, and co m m ercia l con sidera tion s. Both individual and contextual 

factors were identified to influence behavioural intentions and the judgements in 

ethical situations in an interchangeable manner conceptualising EDM in a rather 

complex way and presenting elements o f modularity, rather than linearity.

Finally, the second half o f this chapter presents the conceptualisations made in MR 

researchers’ EDM process, as a social interaction, with an emphasis given to the role 

of moral intuition within a “not-so-rational” EDM in marketing research. Particularly 

the second half o f this chapter emphasises that EDM in marketing research (from the 

MR researchers’ perceptive) is not a rational process as Hunt and Vitell’s (1986), 

Rest’s (1986a, 1986b) and Ajzen’s (1985; 1988; 1991) models propose (Craft, 2012). 

On the contrary, it was found that ethical evaluations are subject to both automated 

unconscious (intuiting, gut feelings and emotions) and conscious cognitive processes 

(i.e. dual process). Thus, EDM in marketing research is conceptualised as a dual 

process31 that adheres to origins o f modularity (discussed later in full), based on 

abstract adjustments that the moral agents make in a socially interactive manner as a 

form of their communication manners. Consequently, the ethical judgements made 

and attitudes expressed cannot be considered as purely cognitive, rational, fully

31 The dual-process accounts of reasoning posits that there are two systems or minds in one brain. 
The current theory is that there are two distinctively separate cognitive systems underlying thinking 
and reasoning and that these different systems were developed through evolution. These systems 
are often referred to as being either implicit (automated and unconscious) or explicit (controlled and 
conscious). (Evans, 2003).
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reasoned and explicit constructs of a strictly casual and structured model o f decision

making. Therefore, the findings in the present study shed light on the complexity of 

EDM as a process that is determined by cognitive and affective influences in a non

linear manner. For example, it was found that intuition plays a vital role in an 

uncertain environment when MR researchers have to deal with a technique that they 

are not very familiar with. Lastly, the different factors found to influence MR 

researchers’ behavioural intentions32 (i.e. ethical beliefs, attitudes, social influences 

and controls beliefs (with reference to TPB) are not independent from each other; on 

the contrary, they interact; which again highlights the modularity of EDM and rejects 

the linearity established by EDM found in the academic literature.

6 .2  T he fa cto rs  th a t d e te r m in e  MR r e sea rch ers ' d ec is io n -m a k in g  in  
e th ic a lly  q u e s t io n a b le  m a rk e tin g  r e se a r c h  sc e n a r io s

After conducting eleven in-depth interviews with MR researchers o f different 

backgrounds, in different industries and in different roles within the United 

Kingdom, it has been identified that the factors that influence their decision

making processes are both individual and contextual, their importance though 

varies in different situations and with different ethical issues; thus it is argued that 

EDM is also situation-contingent. To start with, section 6.2.1 o f this part focuses 

on the in d iv idu a l m o tiva tion a l a n d  em otion a l drives  towards the intentions about 

practising a marketing research technique, and the eth ica l ju d g em en ts  of the MR 

researchers towards different marketing research techniques in given ethical 

situations. Then section 6.2.2 elaborates on the contex tual fa c to rs  o f behavioural 

intentions of marketing researchers in particular ethical situations. Table 15 and

32 Their (un)willingness of whether to practice the marketing research techniques of neuromarketing 
and autoethnography.
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Appendix 11 (Volume II) summarises the factors identified, which are elaborated 

in the following sections of this chapter.

Table 15: The identified factors and their ethical dimensions in MR researchers’
EDM.

Identified Factors Moral Dimensions
Ideology O bligation and  du ties (estab lished  princip les), 

ru le-u tilitarian ism , ac t-u tilitarian ism .
Risk percep tions M oral in tu ition , m o ra l in tensity
P erce ived  u n ce rta in ty  to w a rd s  th e  un k n o w n M oral im agination, m o ra l in tu ition , m o ra l
consequences in tensity
Experience M oral im agination, m o ra l in tu ition , m o ra l 

in tensity
Passive sa lien t re fe re n t g roups M oral in tuition, m o ra l in tensity
A ctive sa lien t re fe re n t g roups M oral im agination, m o ra l in tensity
T ype o fin d u s try Codes o f  conduct, m o ra l in tensity
C om petitiveness M oral im agination
C haracteristics o f m ark e tin g  re sea rch M oral im agination, m o ra l in tensity
techn ique -

A vailability o f reso u rces M oral in tensity

6 .2 .1 . In d iv id u a l m o tiv a tio n a l an d  e m o tio n a l fa cto rs  -  T h e in flu e n c e s  

o f  k n o w in g  a n d  fe e lin g

6.2.1.1 Researcher's identity in terms of their research ideology and their moral 
intuition
According to March (1988; 1994) an organisation is an arena where identities and 

rules are exercised; identities are evoked, rules are followed, and results are 

monitored. First, identity may be regarded as a matter o f “se lf’, that is, something 

which primarily is discovered or created by the individual. However, by making 

decisions the organisation constantly confirms or redefines its own identity as well as 

the identities o f its members and consolidates or revises rules and patterns of 

practical action (Hatchuel, 2001a). It can also be seen that individual, group and 

organisation identities affect how people see themselves and others as individuals
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and representatives of organisations, thereby affecting their individual and collective 

thinking and decision making patterns (Landa, 2005).

In the present study, the term ‘identity’ is used not only to represent the researchers’ 

background, job post and research profile, but mainly their research philosophy and 

their epistemological considerations as underpinned by their id eo lo g y  in conducting 

research. From the interviews conducted for the present study, it was identified that 

the MR researchers’ identity is important in understanding their behavioural 

intentions and ethical judgements towards particular ethical issues and particular 

ethical dilemmas. For reference, for each o f the eleven interviewees a profile was 

created in regards to their job title, their marketing research experience, their 

background, their knowledge of the two techniques under investigation 

(neuromarketing [NM] and autoethnography [AE]), their experience o f the two 

techniques in question (NM and AE), their experience towards ethical 

dilemmas/issues similar or identical to the ones presented in the scenarios given to 

them, their age group and their gender (Table 16). Table 16 is in line with the 

sampling criteria outlined in Tables 10 and 11 in the Methodology Chapter. For 

anonymity purposes, the interviewees are coded as RCH1- RCH11.

175



Table 16: MR researchers’ profiles.

Background Job Role Experience Knowledge 
of methods

Experience 
of methods

Experience 
of issues

Age Gender

RCH1 Management 
and Linguistics

Senior
Research
Executive

7yrs Yes (AE) No (NM) 
Yes (AE)

No 3040 F

RCH2 Marketing Research
Manager

lOyrs Yes (AE) No (NM) 
Yes (AE)

Yes 3040 F

RCH3 Management 
and Economics

Managing
Director

14yrs Yes
(AE,NM)

No Yes 40-50 M

RCH4 Management 
and Marketing

Freelancer
Researcher

13yrs Yes (AE) No No 3040 F

RCH5 Computer
Science

Customer
Experience
Manager

5yrs Yes
(AE.NM)

No Yes 3040 M

RCH6 Modern History Group Sales 
and
Marketing
Director

20yrs Yes
(AE.NM)

No (NM) 
Yes (AE)

Yes 50-60 M

RCH7 Marketing
Research

Head of 
Research

20yrs Yes
(AE.NM)

Yes Yes 40-50 M

RCH8 Marketing and 
Management

Managing
Director

30yrs Yes
(AE.NM)

Yes Yes 50-60 M

RCH9 Marketing Researcher lOyrs Yes (AE) No (NM) 
Yes (AE)

No 40-50 F

RCH10 Marketing 
Research and 
Psychology

Director of 
Research

14yrs Yes
(AE.NM)

No (NM) 
Yes (AE)

Yes 30-40 M

RCH11 Neuroscience 
and Psycholog}'

Director of 
Research

20yrs Yes (NM) Yes (NM) 
No (AE)

Yes 50-60 M

Moving beyond their profiles and looking towards their individual research 

ideologies, it was found that there is a difference in the way the more co n serva tive  or 

tra d itio n a lis t MR researchers judge the ethicality o f marketing research techniques, 

as opposed to the more p ro g re ss iv e  or lib era l ones. Driven from Hunter’s (1991) 

polarisation between the “Orthodoxy” and “Progressivism”, where orthodoxy 

focuses on a traditional moral ideology and religiosity, while progressivism identifies 

moral authority in ‘the spirit of the modem age, a spirit of rationalism and 

subjectivism’ (Hunter, 1991, pp 44-45), MR researchers’ research ideology was 

identified to be either more traditional (and less progressive), or more progressive 

(and less traditional). This polarisation between their research ideologies was found 

to be linked to their ethical judgements and behavioural intentions on the scenarios 

given.
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Starting with the progressive MR researchers, who were holding this ideology appear 

to have “an inqu isitive m ind"  (RCH 8) and were very interested in the creative 

aspects o f marketing research, while they liked experimenting with research 

techniques and methodologies in an attempt to minimise biases in respondents 

answers and get a clearer picture o f the real consumer behaviour and its 

underpinnings. As one interviewee commented “i t ’s  really, rea lly  im portan t to  know  

th a t a  lo t  o f  the d a ta  is g o in g  to  b e  b ia se d  a n d  y e t  p e o p le  ca rry  o u t using  those  

techniques reg a rd less"  (RCH 8). Others stressed the curiosity o f trying new 

techniques and the creativity o f the marketing research agency or the creative team 

within their marketing department. While others pointed at the exploration o f the 

potential opportunities offered by the new techniques as long as they lead the 

researcher to the truth. In particular one o f the interviewees mentioned: “1 am  very  

open  to  new  a n d  differen t techniques as long as they g e t yo u  to w h at w e  w an t in the 

rig h t w a y  ” (RCH 7). Regarding the ethical judgements of the progressive MR 

researchers, they focus on the ethicality o f the process and its outcomes “i t ’s  n o t 

abou t w h a t yo u  use ra th er than how  y o u  use it  o r  abu se i t ” (RCH 10), while they 

highlight that “because som eth ing  is new  a n d  d ifferent [ techn ique], there is a  d eg ree  

o f  con serva tism  aro u n d  it"  (RCH 6), thus there is some inherited conservatism on 

the MR researchers ethical judgments when dealing with new techniques.

On the other hand, the traditional and more conservative MR researchers appeared to 

be more sensitive to the ethical issues raised by the techniques per se, and 

immediately supported their evaluations with perceived negative consequences 

brought by the usage o f the techniques. One o f the interviewees admitted that she is a 

“tra d itio n a lis t when it com es to  m e th o d s” and she is “n o t so  keen on n ew  o n e s ” 

when she could not “se e  the benefit s tra ig h t o f f ’ (RCH 4), stressing an intuitive
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element to the evaluations made, based on the immediate foreseen consequences o f a 

technique; named as moral intuition. Bastick (1982), Bruner (1960, 1986), Baron 

(1998, 2000) and Simon (1967, 1992), defined moral intuition as the sudden 

appearance in consciousness o f ethical judgment, including an affective valence, 

without any conscious awareness o f having gone through steps o f search, weighing 

evidence, or inferring a conclusion. Moral intuition is therefore the psychological 

process that one sees or hears about a social event and one instantly feels approval or 

disapproval. This provides evidence that MR researcher ideologies, and therefore 

their ethical judgements, are subject to both em otion a l a n d  ra tion a l elem en ts o f their 

cognitions, and not purely on rational motivational influences as the Theory of 

Planned Behaviour (TPB) (Chang, 1998) and the ‘General Theory o f Marketing 

Ethics’ (H-V model) support.

The H-V model proposes that when individuals are aware of an ethical issue they go 

through steps o f search and make their judgments by consciously calculating 

teleological and/or deontological dimensions o f an action (Ellis, 1995). However, 

this was not found to apply in the case of MR researchers’ ethical judgements, since 

depending on their research ideology, their judgements were either more (in the case 

o f traditional researchers) or less (in the case o f progressive researchers) prone to 

intuitive, emotional controls o f their cognition, especially in an uncertain 

environment; as a matter of hesitation. This makes them incapable o f going through 

what is called ‘expert decision making process’ that follows structured and detailed 

steps, and uses a divide-and-conquer approach (Shanteau, 1988) when confronted 

with ethical dilemmas. On the contrary, in the case that one intuitively perceives that 

something is not ethically sound, then, when faced with a social demand for a verbal 

justification, they become lawyers trying to build a case, rather than judges searching
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for the truth (Haidt, 2001). This was evident in the case o f the MR researchers when 

confronted with the two scenarios in question.

The above findings are also linked to MR researcher value systems and personality 

traits. Drawing from Steenhaut and Kenhove’s (2006) (Table 4, Table 5 & Figure 9) 

domains of personal values, the progressive MR researchers are characterised by 

‘stimulation’ and ‘benevolence’ values and thus they are more open to change and 

characterised by self-transcendence. While the traditional MR researchers carry the 

values of ‘universalism’ and ‘benevolence’ and thus are characterised by self- 

transcendence. In addition, both in the case of traditional and progressive MR 

researchers it was found that what matters the most in ethically judging is what the 

technique brings about (i.e. the perceived consequences), with the difference being 

that the progressive researchers appear to be more p ra g m a tic  (focusing on foreseen 

opportunities and the practicality o f the process) and the more traditional marketing 

researchers are more id ea lis tic  (foreseeing the benefits a technique brings to society 

and minimising the negative consequences). The pragmatists in this context have a 

combination of situationalist33 and exceptionist34 moral ideology, while idealists 

have a mainly absolutist35 moral ideology based on Forsyth and Pope’s typology 

(1984) o f moral ideologies. The difference between the traditional and progressive 

MR researchers is also that the progressive ones are not very interested in the 

ethicality of the techniques per se, but they focus on the ethicality reached through 

the practical application o f the technique. The traditional are keener on judging the 

ethicality o f the techniques based on established rules and codes o f conduct set by 

regulatory bodies, such as the Marketing Research Society (MRS). For example

33 Reaching to the best outcomes on a given situation
34 They acknowledge the rules but exceptions can be made in given situations
35 The rules that bring the best consequences. (Forsyth & Pope, 1984)
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RCH 4 stated “so  f o r  a  m eth od  to  p r o v e  i ts e lf  to m e e th ica lly  it needs to not harm  

p eo p le , to be  co n d u cted  p ro p e r ly  w ithin the M R S g u id e lin es” and in the same vein 

RCH 7 added “but I  w o u ld  have to  check w ith  the M R S I  think becau se it m igh t be  

equ a lly  yo u  c a n ’t  do  th a t”.

Drawing from moral philosophy, both traditional and progressive MR researchers’ 

ethical judgements have routes in consequential ethics from different perspectives. In 

particular, MR researchers’ ethical judgements are subject to ideologies grounded in 

rule-utilitarianism (rule-utilitarianism states that the morally right action is the one 

that is in accordance with a moral rule whose general observance would create the 

most happiness) (Gamer & Rosen, 1967) and act-utilitarianism (act-utilitarianism 

states that in all cases the morally right action is the one which produces the most 

pleasure) (Lyons, 1965), for the traditional and progressive MR researchers, 

respectively. While, at the same time all of them appreciate and emphasise the MR 

researchers’ obligation towards doing no harm and their duty to search for truth and 

insight. This adds a Kantian deontological ethical dimension to the MR researchers’ 

ethical judgements, since Kantian ethics state that each individual would only accept 

maxims that can govern every member of the community without treating any 

member merely as a means to an end; thus characterised by a strong sense of 

obligation and responsibility (Atwell, 1986; Axinn & Kneller,1998). Figure 19 

summarises the above findings. Thus both traditional and progressive MR 

researchers encompass deontological and teleological dimensions (i.e. a hybrid view) 

when ethically judging the two marketing research techniques as presented in the 

scenarios given. With the traditional MR researchers being primarily governed by the 

Kantian ethics of obligation and responsibility (deontology) and the progressive ones 

being primary governed by act-utilitarianism (teleology). To highlight, though that
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deontological and teleological considerations of the MR researchers interviewed 

appear to be the core dimensions of their ethical judgements. That is that both 

traditional and progressive MR researchers are considering more or less both 

approaches in order to make ethical judgements.

Figure 19: Researchers’ ideology and their ethical judgements.

Furthermore, traditional MR researchers feel more comfortable with techniques that 

“have been done f o r  y e a rs  ” (RCH 1 ), and it was found that by not being keen on 

practising new techniques they actually believe that there is less risk o f finding 

themselves in trouble with regulatory bodies such as the Marketing Research Society 

and Competition Commission. This is explained in detail further on in this chapter, 

elaborating on the MR researchers’ risk  p ercep tio n s, leve l o f  hesita tion  and the 

p e r c e iv e d  uncertain ty  over a technique and its consequences. Lastly, despite the fact 

that the present study has used behavioural constructs to investigate EDM, 

personality traits and values have been found to be inseparable elements o f EDM as 

being innately-driven and evidenced through affective processing.
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6.2.1.2 The unknown consequences -  MR researchers' moral imagination

Based on the reasoned action (i.e. TRA, TPB and H-V) decision making modelling, 

evaluation of the consequences (i.e. attitudes) o f an action plays a vital role in the 

derivation of the behavioural intention and, ultimately, decisions (Ajzen, 1985). 

While based on moral philosophy, consequential ethics determine the morality o f an 

action based on its consequences. Thus, when it comes to decision making, a person 

should choose the action that maximises good consequences (Frederick, 1999) to the 

fullest and minimises the negative ones. In the case of the MR researchers that are of 

a traditional or progressive ideology, what is the role of consequences (in making 

ethical judgements), if  these are unknown and cannot be fully foreseen? This was 

found to be the case in MR researchers’ ethical judgements linked to their level of 

experience o f a marketing research technique, that differentiates the possibility of 

foreseeing particular consequences and perceived uncertainty (please refer to section

6.2.1.3 for more details). For example, RCH 4 who had no experience o f one of the 

techniques in question (i.e. neuromarketing) commented: “p e o p le  co u ld  g e t  h a rm ed  

in this becau se th e r e ’s  no know ledge as to w h at harm  the research  as such  does  

Furthermore, another interviewee stressed that “when things are  new  a n d  the  

consequences unknown there is h ea t a n d  p o ss ib le  conflicts ” (RCH 6) emphasising 

the emotional aspects o f the ethical judgements in marketing research, based on 

p e r c e iv e d  unknown consequences. In the case of both techniques (i.e. 

neuromarketing and autoethnography) perceived uncertainty over the potential 

consequences over using them was present. This was because they were either 

perceived as new techniques (in the case o f neuromarketing) or because they were 

perceived as non-scientific/no-research (in the case o f autoethnography).
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With regards to the emotional influences on ethical judgements made about 

perceived consequences, it was found that the more the emotional influence on a 

judgement, the lower the moral imagination o f the marketing researcher about the 

perceived consequences. The term moral imagination refers to a reasoning process of 

the ability to imaginatively discern various possibilities for acting in a given situation 

and to envision the potential help and harm that are likely to result from a given 

action (Drumwright & Murphy, 2004; Paxton & Greene, 2010). This definition 

involves at least two skills; one being able to imagine many possibilities and their 

consequences, let's say a creative element, and the other being able to morally 

evaluate the possibilities, a more rational element (but not purely rational) (Johnson, 

1993). For example, RCH 6 commented : “Brain scan  m ay bypass respon den ts  

biases, bu t I  w o n d er how  m uch q u a lita tive  inform ation it can g ive  yo u  a n d  it fe e ls  to  

m e as i f  there a re  so m e things th a t one d er ive  fro m  the m ethodology in scen a rio  2  

[a u to e th n ograph y] which p ro b a b ly , I  m ay b e  wrong, not so  a ch ievab le  through the  

brain  scan  approach . A com bination  o f  both  w o u ld  be  ideal, d ifferent things f o r  

differen t p u rp o ses  ”, revealing the moral intuitive elements (“// fe e ls  to  m e as i f  there

a re  som e th in g s .....I  m ay be w ro n g ...w o u ld  be  id e a l” and moral imagination

elements ("m ay bypass b ia se s ....a  com bination  o f  b o th ”) (i.e. creative and 

imaginative as well as reasoned responses) in MR researchers’ evaluations of 

perceived consequences in an uncertain environment, but also unfolding the role of 

risk perceptions in ethical evaluations. The next section elaborates on this.

6.2.1.3 Risk perceptions, perceived uncertainty and the role consequences in MR 
researchers’ ethical judgements

Through the interviews conducted, it has been made clear that the risk perceptions o f 

MR researchers is one of the main factors that either motivate them or prevent them
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from practicing a particular marketing research technique and it is part of their 

ideology. In addition, the perceived uncertainty over the outcomes of the techniques 

in question appears to influence MR researchers’ risk perceptions. The more risky 

and uncertain a technique is perceived to be, the more they ethically question the 

technique. Research techniques that have already been tested by others are perceived 

to be more traditional and safe, thus less risky, and with outcomes that are more 

predictable. Thus, those techniques are less ethically judged or they are even “free” 

of any ethical issues and dilemmas. RCH 6 stated “I  w o u ld  g o  f o r  scen a rio  tw o  

[au toeth n ograph y], as I  d o n ’t  know  a t  this stage, tha t there w as som eth ing  

dangerous o r  there w as som e uncerta in ty a bou t w hether the brain scan  [scen a rio  

on e] w o u ld  in jure the p e o p le  w ho w ere  in vo lved  o r  p erh a p s  in som e w a y  it w ill 

exp lo it them, then I  w o u ld  sa y  it w o u ld  b e  inappropria te  to  use that one. I t w o u ld  be  

b e tte r  to use a  m ore traditional, e s ta b lish ed  m eth od  that d id n ’t  com prom ise  those  

e th ica l ju d g em en ts  ”. While RCH 5 stated that “as soon  as w e  h ea rd  enough o f  that 

w e f e l t  m ore com fortab le  th a t ac tu a lly  that's a  g o o d  thing to do  o r  an a p p ro p ria te  

th ing to do  ”.

Consequently, the level o f perceived uncertainty influences researchers’ utilitarian 

beliefs and, in turn frames their deontological norms of obligation and duty, led by 

the MR researchers’ ideologies. For example, in a highly uncertain environment the 

MR researchers, either from an act-utilitarian (i.e. progressive MR researchers) or 

from a rule-utilitarian (i.e. traditional MR researchers) evaluation, will put a lot 

emphasis on protecting their respondents as it is their obligation to do so. For 

example, RCH4 firmly said “I  w o u ld n ’t  use brain  scans becau se  i f  yo u  d o n ’t  know  

th a t i t ’s  g o in g  to  harm  p a rtic ip a n ts , yo u  sh o u ld n ’t  do  i t ”. This then colours their
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ethical judgement over a marketing research practise. Figures 20 & 21 present layers 

of thoughts and summarise all the above.

Figure 20: The components of the MR researchers’ ideologies.
M o ra l Id e o lo g y  C on te xtu a l N o rm a tiv e  Research

considerations considerations O rie n ta tio n

Figure 21: The role of perceived uncertainty over the consequences as reflected
on the ethical judgements.

In addition, the findings from the interviews indicate that there is a social dimension 

in MR researchers’ risk and uncertainty perceptions towards adopting certain 

marketing research techniques, since MR researchers seriously consider what other 

researchers are applying or what other researchers have already done and what the 

public considers, as “i t ’s v a lid  to check b y  so c ie ty  w hen n ew  things com e to  sa y  does
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tha t w ork  o r  not, a n d  are  the m a jority  o f  p e o p le  com fortab le  w ith  it? ”(RCH6). 

Therefore, a marketing research practice that has received extensive use and is 

perceived as ‘traditional’ and within the ‘comfort zone’ o f the majority o f the people, 

including the MR respondents, is perceived as less risky, less uncertain and 

ultimately more acceptable by the MR researchers. Figure 22 summarises the above.

Figure 22: The social influences over the perceived uncertainty of the
consequences.

Furthermore, the application of a technique that is very new generates high levels of 

risks and uncertainty, and therefore hesitation in practising it. This then makes the 

technique more prone to be ethically questioned by the MR researchers as it has not 

received a social consensus. Based on Jones’ (1991) model, social consensus is one 

of the six components of the ethical intensity of an action. The absence o f social 

consensus can make an action or behaviour ethically intensive and those subjects to 

this action ethically sensitive. This applied well in the scenarios where the MR 

researchers had limited or no knowledge of the techniques, or had not heard about 

their application at all, since they judged them as unethical or unacceptable straight
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away. The interesting point is that in these cases the majority o f the MR researchers 

were of a traditional (i.e. idealistic) ideology and tended to label them as 

inappropriate, unethical, and unacceptable as soon as they read the scenarios without 

a clear explanation o f their judgements. For example RCH 4 stated ‘‘it is unethical, 

this is m y f i r s t  thought, it  is ju s t  uneth ical d o in g  this to y o u r  respon den ts ”, while 

previously the same interviewee has made clear that she had not practised the 

techniques in question before, by stating “the f ir s t  o n e ’s som e k in d  o f  bra in  scan, no, 

I'm n o t fa m ilia r  w ith  that” (RCH 4).

Another point to consider is that when the more idealist researchers have strictly 

judged the techniques as unethical/unacceptable (especially those who had no 

experience and no knowledge of the technique), they tended to point out negative 

outcomes. In addition, those MR researchers overemphasised that in order to avoid 

negative outcomes these techniques should not be practiced. Their responses have 

been recorded as rather intuitive and less critical (rule-utilitarian). On the other hand, 

those MR researchers who have judged the techniques as unethical, but had some 

knowledge or some experience, focused on preventative practices that can minimise 

the different ethical dilemmas and negative consequences, while they did stressed on 

ceasing the application o f the techniques (act-utilitarian). The latter MR researchers 

presented a rather critical reasoning to support their arguments (Figure 23).
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Figure 23: A detailed insight over the MR researchers' teleological beliefs
formation.
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With reference to motivation theories, and particularly avoidance motivation, MR 

researchers’ decision-making processes are subject to avoidance motivation. 

Avoidance motivation is a motivation n ot to experience a negative outcome 

(Schacter , 2011). As people expect losses to have more powerful consequences than 

equal-sized gains, they will take more risks to avoid a loss than to achieve a gain 

(Schacter, 2011). From the interviews conducted, this was more than clear. For 

instance, RCH 5 stated "I think before  yo u  s ta r t a  p ie c e  o f  w ork  like this y o u ’ve g o t  

to rea lly  sp e n d  tim e w ith  a  decen t g ro u p  o f  p e o p le  who represen t a  g o o d  cross  

section  o fy o u r  ow n  organ isa tion  to  try  a n d  p re -e m p t w h at co u ld  happen, w o rs t ca se  

scen ario  things. F o r  m e i t ’s  a ll a b o u t that d isc losu re p iece , try in g  to  be  as fo r w a r d  

thinking as yo u  can  upfront th a t s to p s the scenario. I t ’s like tak ing  P a ra ce ta m o l 

when y o u  f i r s t  s ta r t  g e ttin g  a  headache, take it then, d o n ’t le t it becom e a  m igra in e”. 

In accordance RCH 6 stated “/  think avo id in g  g e ttin g  into the scen a rio  is the key  to  

the g o o d  research  ” when considered the scenario o f autoethnography and the ethical 

issues presented.
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Furthermore, in the cases where the MR researchers could not evaluate or could not 

comment on any consequences o f using particular techniques (lack o f moral 

imagination, lower experience) and the techniques were judged as unethical, this 

intuitively turned into a form of constrain for them towards practicing or using those 

techniques unless there was some form of social acceptance. “ When things a re  new  

a n d  the consequences u n kn ow n ....a ll the key stakeholders sh o u ld  h ave a g re e d  a h ea d  

o f  d o in g  the a c tiv ity  here  are  so m e a ccep ta b le  gu idelines a n d  p a ra m e te rs  w ithin  

which w e  w ill behave, a n d  th a t w o u ld  take the h ea t ou t a n d  the p o ss ib le  con flic t ou t 

o f  the situ a tion  ”(RCH 6). Based on behavioural psychology, this could be attributed 

to positive punishment. Positive punishment occurs when a given situation (e.g. the 

use o f ethically questionable marketing research techniques) produces a stimulus 

(e.g. uncertainty, risks, gaps o f knowledge, lack o f moral imagination) that decreases 

behaviour (i.e. practicing particular marketing research techniques), in probability in 

the future in similar circumstances (Stephen, 2004; D'Amato, 1969). In addition, the 

present study found that this positive punishment can intensify an avoidance 

motivation, which in turn can generate negative behavioural intention towards 

performing an action. As a result, MR researchers’ inability to rationalise on the 

consequences or even their unawareness towards potential consequences was found 

to act as a positive punishment towards their behavioural intentions over applying the 

techniques that were perceived very new, but unnecessary, highly risky and 

unacceptable (Figure 24).
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Figure 24: Motivational and affective origins of MR researchers’ teleological
beliefs.
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However, social influences and particularly the existence of some form of social 

acceptance (e.g. a technique’s approval by the MRS) can act as a positive 

reinforcement in a situation like this. In other words, when the MR researchers were 

uncertain about the consequences of practising certain techniques or they found it 

hard to rationalise towards the consequences’ evaluations (and this acted as a 

positive punishment); they had the tendency to judge the techniques as unethical and 

avoidance motivation was present. Only if there was some evidence o f social 

support/acceptance towards applying the technique (positive reinforcement), they 

compromise their spontaneous ethical evaluations towards applying the technique or 

methodology. Ultimately, MR researchers m ake adjustm ents on their ethical 

judgements over a marketing research technique on the p re sen ce  o f  so c ia l consensus, 

and are willing to avoid (avoidance motivation) these techniques that do not offer 

this.
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Lastly, with regards to positive reinforcements, the presence of the p e r c e iv e d  

rew a rd s  and opportu n ities  can also act as positive reinforcement and drive the MR 

researchers to make eth ica l adjustm ents in respect to applying certain techniques, 

despite the risks perceived and the uncertainty involved. For example, some of the 

MR researchers who ethically questioned specific techniques would make ethical 

compromises in the presence of perceived rewards or opportunities by stating that 

“the urgency a n d  the d esire  to  dem on stra te  a  successfu l resu lt th a t w o u ld  d r ive  our  

ow n su ccess in the com pan y ...d ik e  re w a rd  a n d  reco g n itio n ” (RCH 6), as “in the 

organ isa tion  i t ’s  very  tem ptin g  f o r  p e o p le  to  w an t to  m ake th eir m a rk ” (R C H  5), and 

“b y  the en d  o f  the d a y  w e  a re  try in g  to  s e ll  a  p ro d u c t ”(RCH 7), instantly 

overlooking the potential risks that might be generated by their marketing research 

practices which could question marketing research ethicality as for the general 

society.

6.2.1.4 The level of experience as an influencer toward perceived uncertainty

Apart from the risk perceptions of the MR researchers and the perceived 

uncertainty towards the consequences of practising various research techniques, 

the next significant influence towards their behavioural intentions is the MR 

researchers’ level o f experience that drives their confidence towards performing, 

or not performing, a certain technique. An MR researcher who had no experience 

of one the techniques in question (i.e. neuromarketing), commented that “f o r  

som eon e who has a  g re a t d ea l o f  experience in an a rea  it is ea s ie r  to  m ake  

rea so n ed  ju d g m en t a b o u t w h ether to  p a r t ic ip a te ” (RCH 6). While an MR 

researcher who had experience in one of the techniques in question (i.e. 

neuromarketing) stated “I t ’s ju s t  n o t an issue a t  a ll...th e  n eu roph ysio log ists do  

th is s tu ff  dozens o f  tim es every  s in g le  d a y ... bu t i f  yo u  ’re  n o t u sed  to  d o in g  it, it
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co u ld  b e  qu ite  uncom fortable ” (RCH 8). In fact the level o f experience is tightly 

linked with the perceived uncertainty and the risk perceptions, since the lower 

the experience o f the technique, the more insecure they feel and the more risky a 

technique is perceived, while as previously argued, the level o f perceived 

uncertainty towards the outcomes is the key driver o f MR researcher’s 

behavioural intentions in ethical concerns. For example RCH 6 commented on 

the scenarios given that “B ob  has experience in brain  scanning p re v io u s ly  so  he 

m ust have a r r iv e d  to  a  decision . B ecau se he has been en g a g ed  w ith  it, he has the  

opportu n ity  to  m ake one w o u ld  hope rea so n ed  ju d g em en t...so  f o r  him sh o u ld  be  

a  re la tive ly  s tra ig h tfo rw a rd  answ er. F o r  Anna, w ho has not done it before  she  

p ro b a b ly  needs to  s ta r t  a t squ are  on e a n d  g a in  confidence in the m eth odology  

a n d  the risk  a ssessm en t before  sh e d e c id e d  w h ether sh e w as g o in g  to  do  it 

In most cases the level o f experience o f the MR researcher with performing a certain 

technique played a crucial role in how confident they felt about it, and the less 

confident they felt about it, the more they hesitated on practising it. In turn the more 

risky they perceived the technique to be, the more unethical it is. However, the lack 

of experience o f a MR researcher may appear to be less significant if and when there 

is some social support, especially by their colleagues. So even if an MR researcher 

has no experience o f a certain technique but a colleague does, then this may help 

them overcome any ethical concerns and drive them “to team  up w ith  som eon e who  

has ex p e r ie n c e ” as they “w o u ld n ’t  w an t take f u l l  resp o n sib ility  o f  th a t p r o je c t  

w ith ou t h avin g  an y experience a t a l l ” (RCH 1). So there is a form o f ethical 

evaluation adjustment that MR researchers may make in the presence or absence of 

social support, either by being very lenient in their evaluations or by being very 

strict, respectively. What needs to be highlighted at this point is that the individual
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personal factors do not appear to be independent o f the social influences. In contrast, 

the ethical judgement o f the MR researchers may differ from their initial evaluations 

made, in perceived uncertainty and lack o f experience, due to the influence o f social 

influences through adjustm ents they m ake in the leve l o f  e th ica l sen sitiv ity  over any 

issues related to different research techniques. Figure 25 summarises all o f the above.

Figure 25: MR researchers’ experience, the social influences and the 
adjustments made under uncertainty.

Having presented the individual cognitive and emotional factors (intuition) that 

drive MR researchers’ behavioural intentions in ethical concerns, the next group 

of factors that influence MR researchers’ behavioural intentions, are factors that 

are considered external to the individual and linked to particular contexts and 

situations; e.g. the various marketing research scenarios under investigation (i.e. 

neuromarketing and autoethnography). For the purpose o f this study, these 

factors are labelled contextual, as they derive from a specific context and 

particular scenarios. The following sections elaborate on those externally-driven 

factors that are responsible for the ethical judgments and the behavioural
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intentions o f MR researchers, in a topical marketing research environment that 

generates new or intensifies existing ethical concerns.

6 .2 .2 . C on textu al fa cto rs

6.2.2.1 Social influences - The passive and the active salient referent groups

The first contextual factor that influences the ethical judgements and the behavioural 

intentions o f the MR researchers was identified to be social influences. The social 

influences on behavioural intentions have been extensively examined through the 

TPB, with emphasis on a direct relation between ‘subjective norms’ and the 

behavioural intentions (Ajzen, 1985; 1991; 2006). In the case of the ‘General Theory 

of Marketing Ethics’ (the H-V model), the ‘importance of stakeholders’ has an 

indirect link to ethical judgements, and it indirectly influences the behavioural 

intentions, through the teleological evaluations made (Hunt & Vitell, 2006). Based 

on the interviews conducted for the purpose o f the present study, social influences 

are found to affect the behavioural intentions and ethical judgements both d irec tly  

and in d irec tly  as a matter o f social consensus, since MR researchers prioritise 

referent group agents who are salient to them based on the perceived consequences 

brought about by different marketing research techniques and their obligations and 

duties.

Based on the way MR researchers prioritise the referent groups salient to them in 

order to ethically judge techniques and methodologies, two types o f salient referent 

groups were identified; p a s s iv e  and a c tive  sa lien t referen t grou ps. Passive salient 

referent groups are those referent groups who the MR researchers consider in order 

to not impose any negative consequences on, and who have no direct power over the 

MR researchers’ practices, e.g. respondents, consumers, colleagues (but not
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managers) and the general public. The active salient referent groups are those groups 

who have direct power over the MR researchers’ practices, for example the 

Marketing Research Society, their clients, and the company (as represented by 

managers or directors). The main reason for making this classification is because MR 

researchers’ behavioural intentions and ethical judgements are influenced differently 

by different salient referent groups when they ethically evaluated different marketing 

research techniques. In other words, when considering some referent groups there 

was consistency between their ethical judgments and behavioural intentions, but 

when considering other referent groups their ethical evaluations diverged from their 

behavioural intentions.

For example, when the MR researchers could not see any positive consequences 

towards the MR respondents (passive salient referent group), then their behavioural 

intention would be subject to the influences from active salient referent groups such 

as the Marketing Research Society (MRS), as RCH 4 stated “I  am  a  M RS m em ber  

a n d  I  c a n ’t  see  a n y  benefit to  anyone so, b a se d  on the M R S codes o f  con du ct I  

w o u ld n ’t  do  i t ”. Where they could see positive consequences for the MR 

respondents, but they were not sure about them, again their behavioural intention 

would be based on what the active salient referent groups (i.e. clients, MRS, or 

company) would instruct them to do, as one o f the MR researchers stated: “I  w o u ld  

rin g  the M R S to check w ith  them i f  this is okay  ”(RCH 7). While others added, “/  

w o u ld  check  w ith  a  reg u la to ry  b o d y ” (RCH 6) or “w ith  m y c lien t ”(RCH 5) or “w ith  

m y m an ager  ”(RCH 1). To summarise, it was found that the consideration of passive 

salient referent groups was linked to ethical evaluations based on perceived 

consequences (and a rather indirect link to the behavioural intentions) as a matter o f  

MR researchers obligation and duty, while the consideration o f active salient referent

195



groups has a rather direct effect upon the behavioural intentions o f ethical dilemmas 

as counselling and value-creation means towards the passive salient referent groups’ 

welfare.

By recording the effect o f passive salient referent groups on MR researchers’ 

(un)willingness to practice a technique (i.e. behavioural intention), it was found that 

the way this type of referent group is treated during, after or in relation to a 

marketing research study is important in the way MR researchers ethically judge the 

technique used. For example, in respect to the MR respondents (i.e. passive salient 

referent group), the MR researchers need to make sure that “they a re  lo o k ed  after, 

th ey a re  in cen tiv ised  co rrec tly  a n d  they a re  n o t m is le a d ” (RCH7). Furthermore, 

“one w o u ld  n eed  to  think qu ite  carefu lly  a bou t the im plications f o r  the respon den ts  

before lea p in g  a h ea d  a n d  en gagin g  in i t ” (RCH 6). Lastly, in the case o f the active 

salient referent groups, their influence is rather important in respect to MR 

researchers’ behavioural intentions, especially to the ones that are very idealistic in 

their research ideology. As one MR researcher commented: “I  w o u ld  fo llo w  the  

codes o f  conduct o f  the MRS, becau se they know  b etter ” (RCH 4).

Moreover, it has been documented through the interviews that the MR researchers 

were found to be in line with their active salient referent groups, and to adhere to 

what they believe. In particular, one of the MR researchers interviewed (i.e. RCH 8), 

on the day o f the interview, provided the criteria on which their clients judge 

different methodologies/techniques. The interviewed MR researcher (i.e. RCH 8) 

admitted that within their company they need to know the criteria on which their 

clients judge their methodologies/techniques, as meeting these criteria is important 

for the MR researchers and for the outcome o f their research. Table 17 presents the 

original copy o f the findings o f the survey conducted by the RCH8’s company
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indicating that norms/benchmarks are considered by the clients o f the particular 

marketing research firm.

Table 17: Clients criteria over marketing research techniques/methodologies.

Methodology & Approach Delivery & Fieldwork
Overall methodology Compliance procedures
Fit with overall research objectives Issues management
Fit with intent to purchase driver measures Briefing process
Value of methodology's ad effectiveness 
measures

Quality reports

Fit with brand goals Presentation formats
Unique added value Client dashboard/interface
Methodology flexibility Additional deeper drives
Customisability Potential for inspirational insight 

generation/learning best practice.
Tried and tested
Norms & benchmarks
Earlier stage creative testing capability
Scope/Extension to other elements of ad/ touch 
point testing
Fit with existing research frameworks of the 
company

Hence, it is evident that MR researchers’ behavioural intentions, and even decisions, 

to adopt a marketing research technique are tightly linked to their active salient 

referent groups’ norms, values, rules and regulations, and vice versa, as a medium of 

knowledge generation and social consensus. Social consensus can be achieved 

through counselling as it is orientated towards others and holds that there is a general 

or widespread agreement among all members of a particular society. As such, active 

salient referent groups have direct influence over MR researchers’ behavioural 

intentions, and both a direct and an indirect link towards their ethical judgements 

through the consideration and consultation towards the passive salient referent 

groups (i.e. MR respondents). In other words, the active salient referent groups (e.g. 

clients and the MRS) can impose behavioural constraints over MR researchers’ 

behavioural intentions or can offer counselling and consultations towards the MR
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researchers’ most valued passive salient referent groups; the MR respondents. On the 

contrary, the influence from the passive salient referent groups (i.e. MR respondents) 

are directly linked to the ethical judgements made by the MR researchers as 

influenced by the behaviour o f the MR respondents (i.e. salient passive referent 

group), and through the counselling and consultation received from the active salient 

referent groups, MR researchers’ behavioural intentions are generated. Figure 26 

summarises the above.

Figure 26: Deconstructing the role of social influences in MR researchers’ 
ethical judgments and behavioural intentions.

Finally, the social influences are particularly important in marketing research context 

as they influence both the way MR researchers ethically evaluate any marketing 

research technique, as well as their behavioural intentions over adopting a specific 

marketing technique. This importance of the salient referent groups is grounded on 

social consensus and norm generation considerations o f the MR researchers. In the 

case o f the TBP, the ‘subjective norms’ are subject to how  do  o thers v iew  the
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behaviou r in question , while in the case o f the H-V model the ‘importance o f  

stakeholders’ is measured b a se d  on p e r c e iv e d  consequences on o thers  (Hunt & 

Vitell, 2006). It was found that, in respect o f the social influences, MR researchers 

extensively establish their ethical evaluations on the perceived consequences for their 

passive salient referent groups (i.e. MR respondents as part of the general public) and 

their behavioural intentions on how  their a c tive  sa lien t referen t g ro u p s (i.e. M R S a n d  

clien ts) w o u ld  v iew  the behaviou r in question. The MR researchers incorporate the 

social influence in such manner in their EDM so as to generate knowledge for norm 

generation in order to achieve social consensus. This is particularly evident when 

there is uncertainty involved. Thus in the present thesis it is argued that: EDM of 

MR researchers is a matter of social interaction driven by informational social 

influences on ethical judgements and behavioural intentions in order to reach 

social consensus. Zgonnikov and Lubashevsky (2013) highlight that in cases where 

there is social interaction as a matter o f decision making, individual factors interact 

with the social influences highlighting the complexity o f such a phenomenon. The 

complexity o f EDM in marketing research has also been recorded in the data 

collected for the present study, and any scholar that does not appreciate this provide a 

rather incomplete and fragmented picture of the theorisation of EDM.

To conclude, MR researchers’ (un)willingness to adopt a marketing research 

technique is extensively influenced by social guidance for social consensus, directly 

from their active salient referent groups (e.g. MRS and clients) and indirectly from 

their passive salient referent groups (e.g. MR respondents and the general public). As 

a result, MR researchers’ ethical judgements and behavioural intentions are to be 

understood as going beyond personal preferences and as adhering to principles of 

communicative theory (Habermas, 1984). Habermas locates rationality within
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structures o f interpersonal linguistic communication rather than just as some natural, 

teleological process of rational development. Taking such a view, it is argued that 

MR researchers construct a set o f values and expectations based upon a shared 

discourse or set of interpersonal communications over the behaviours or the 

behavioural intentions of their salient referent groups. Apart from the social 

influences on MR researchers’ ethical judgments and behavioural intentions, the next 

factors found to influence MR researchers (un)willingness towards marketing 

research techniques when ethical issues are apparent, are their commercial 

considerations. The next sections elaborate on those.

6.2.2.2 Commercial considerations -  Industry type and competitiveness

Type of industry

The next contextual factor that was found to influence EDM in marketing research is 

the role of the industry type (as one o f the criteria presented in Table 11) in which the 

MR researcher operates (Table 18) over MR researchers behavioural intenrions. 

After analysing the interviews conducted, it was found that some industries are more 

ethically sensitive towards what is acceptable and what is unacceptable than others. 

For example, from the MR researchers interviewed it was evident that those MR 

researchers who operate in the health and fitness industry, food and drink industry, 

and education, tended to be more attached to codes o f conduct and they were 

particularly aware o f the social responsibilities of the MR researcher and any 

research practice. For example, RCH 6 stated: “w e have to th ink a b o u t the e th ica l 

dim ensions o f  w h a t w e  do a n d  this is p a r tic u la r ly  tru e  in the drinks industry, f o r  very  

obviou s reasons, bu t even  in the f o o d  industry as w e  a re  so c ia lly  resp o n sib le  o f  w h at 

p e o p le  e a t a n d  d r in k ”. On the other hand, MR researchers who operate in the 

automotive, electronics or media industries were aware of the codes of conduct, but
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they would not always apply them or judge any MR practice solely on the 

compliance to codes. One o f the MR researchers interviewed stated: “1  th in k  g o o d  

research  i s n ’t  s tu ff  th a t n ecessarily  fo llo w  the co d es o f  conduct, g o o d  research  is 

a lso  s tu ff  tha t g e ts  y o u  to  the tru th"  (RCH 7), reporting on a potential conflict 

between methodological benefits and appreciation o f ethical issues. Thus, posing the 

question  over whether methodological benefits can overshadow ethical dilemmas and 

issues in given situations, and result in moral shortcuts.

Table 18: The type of industry of the marketing researchers interviewed.

Job role Tvpe of industry
RCH 1 Senior Research 

Executive
Automotive

RCH 2 Research Manager Automotive
RCH 3 Managing Director Consultancv/Education

RCH 4 Freelancer
Researcher

Heath, Medical, Pharmaceutical, Automotive

RCH 5 Customer
Experience
Manager

Electrical/Electro'nic Manufacturing

RCH 6 Group Sales and 
Marketing Director

Food and Drink

RCH 7 Head o f Research Marketing and Advertising/Telecommunications

RCH 8 Managing Director FMCG, Retail, Media, Internet, Entertainment, 
Consumer Electronics, Automotive, Financial 
Services

RCH 9 Researcher Education
RCH10 Director of 

Research
Technology/Telecoms/Transport/Manufacturing/
Media/education

RCH
11

Director of 
Research

Automotive/Food and Drinks/Education/Media

All AIR researchers interviewed from various types o f industries consider the codes 

o f ethics or are, at least, aware of their existence; however their approach to ethically 

when evaluating techniques based on the codes o f conduct is different. Those who 

are coming from an industry that is more ethically sensitive and rule-based tend to 

judge the techniques based on whether they comply with the code or not. For
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example, RCH 11 stated “the co d e  o f  conduct is w h ere I  w o u ld  lo o k  a t  firs t" . While 

those who are coming from an industry that is less rule-based and fast-moving, see it 

the other way around, “g e ttin g  to  the truth th a t w e  can h ave ve ry  actionable, c lea r  

fin d in g s fro m  a  technique, th a t is an approach  that g o es  w ithou t sa y in g  th a t m eets  

the codes o f  c o n d u c t” (R C H  7). In other words the MR researchers that are coming 

from industries that are more regulated (health, food, education etc.) use the rules as 

a starting point, while those who come from a less regulated industry use the codes 

as the outcome o f a credible, valid, trustworthy research process, in particular Figure 

27 summaries the above.

Figure 27: The role of the type of the marketing research industry in the 
formation of MR researchers' ethical judgements.

Lastly, another interesting finding is the nature o f the role the marketing research 

industry towards risk and uncertainty which in turn MR researchers appear to inherit 

in their decision-making. One o f the interviewees admitted that: “The m arket 

research  industry a re  qu ite  r isk  a verse  as an industry. The p e o p le  w ho a re  a ttra c te d  

to  s ta y  in m arketin g  research  a r e n ’t  the m o st adven turous p e o p le  in the sen se  th a t w e
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ten d  to be  h appy w ith  conform ity  a n d  norm s a n d  benchm arks in co n tra st to, say, the 

m arketing departm en t w ho lo ve  change a n d  they w an t to  change everyth in g  ju s t  f o r  

the hell o f  i t ” (RCH 8). Thus, the ethical tendency o f the industry in which the MR 

researchers operate is a strong influential factor towards their (un)willingness to 

adopt a given marketing research technique. Consequently, the level o f the ethical 

sensitivity o f the industry appears to shape MR researchers’ ideology, towards being 

idealists or pragmatists.

Competitiveness and type of client’s industry

The next commercial factor that was documented to influence MR researchers’ 

behavioural intentions over adopting or not a marketing research technique are the 

competition considerations. Competition considerations can drive the MR 

researchers to make adjustments to their ethical evaluations, and even compromises, 

especially if the responsibilities o f their post require keeping up and being ahead of 

the competition. For example, “i f  y o u  are  a  b ra n d  lea d er p a r t  o f  y o u r  co m petitive  

adva n ta g e  can be d e r iv e d  fro m  u tilisin g  techniques a h ea d  o f  y o u r  opponen ts i f  they  

g iv e  yo u  a  b e tte r  understanding a n d  in s ig h t”, and new techniques “a re  u sed  by  

com pan ies as a  co m petitive  advan tage  ”(RCH 8). Another MR researcher stressed 

“i t ’s  a bou t m ain tain ing the g a p  o r  g ro w in g  the g a p  betw een  ou rse lves a n d  the  

com petition  in any g iven  m easure, because understanding  the g a p  a n d  g ro w in g  the 

g a p  is h ow  w e  win back  that m arket s h a r e ” (RCH 5). As a result, they are more 

willing to make compromises in order to maintain and develop the competition gap, 

“as lon g  the techn ique g e t  us to  the truth ”, “it is n o t i l le g a l” and “d o es n o t harm  the 

respon den ts o r  m is lea d  our clien ts "(RCH  7). This is in line with the findings from 

Guidince, Alder & Phelan (2008) and Valentine & Bateman (2011) who studied the 

influence o f competitiveness in strategic decision-making and sales, respectively. In
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both studies, the impact of competitiveness was found to be significant in 

behavioural intentions. Similarly, from the interviews conducted for the purpose o f  

the present study, competition considerations can influence the behavioural 

intentions o f the MR researchers who work for highly competitive, less regulated and 

fast-moving industries more, such as such as those in the electronics, 

communications, media and automotive industries. As a matter o f fact, the MR 

researchers working in the aforementioned industries are more prone to 

experimenting with techniques that can augment their clients’ potential for increasing 

the competitive advantage (and therefore their market share). As a result, the MR 

researchers operating in those industries would adhere to that. RCH 5 commented: 

“The nature o f  our custom ers is th a t they ’re  so  technical, in cred ib ly  sp e c ia lis e d  a n d  

high ly in te lligen t...th ey 're  under the skin  o f  our b u sin ess” so “p a r tic u la r ly  our  

custom ers w ho a re  in to  technology, th ey'd  p ro b a b ly  b e  qu ite  in te re s ted  in this 

[n eu rom arketin g ]. So, yes, I  think I  w o u ld  be  in terested  in i t ”. This leads to the 

conclusion that competition forces and the client’s industry can be a significant 

influence o f behavioural intentions o f the MR researchers, and in respect to their 

ethical evaluations, MR researchers might make compromises and adjustments by 

stating: “I  don  7 b e lieve  it can b e  too  m any e th ica l concerns becau se ou r re la tion sh ip  

w ith  ou r custom ers is very  tran saction a l a n d  techn ica l in n a tu re ” (RCH 5).

6.2.2.3 Methodological considerations -  Techniques’ characteristics and 
resources needed

The next contextual influence that has been documented in the case o f MR 

researchers’ EDM is the methodological considerations o f a marketing research 

technique. From the interviews conducted these were found to be: a) the 

characteristics o f the marketing research technique; such as validity, reliability and
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the stage o f its life span, and b) the availability o f resources; such as skills, time, 

equipment and budget. Even though these factors may not appear to be directly 

linked to the behavioural intentions in ethical matters, it was found that these factors 

affect, indirectly (through the ethical evaluations made by the MR researchers 

especially in their rationalisations o f their ethical judgements towards the techniques 

in question and as a matter o f control beliefs36 towards adopting or not a techniques) 

the behavioural intentions. The next two sections elaborate on these findings.

Technique’s characteristics

The first type o f methodological influence that MR researchers seem to incorporate 

in their EDM processes is the characteristics of a marketing research technique. 

Despite the fact that this may appear to be purely methodological in nature, a factor 

that has nothing to do with ethical judgements, it was found that MR researchers 

actually ethically judge a marketing research technique based on its validity, 

reliability and applicability, as a matter of promoting or impeding positive outcomes 

and overall utility to different salient referent groups involved in research or affected 

by it. For example, one o f the interviewees pointed that “i f  yo u  do n o t recru it y o u r  

respon den ts in the righ t way, then this is not g o o d  re se a rc h ” and continued by 

saying that “eth ics in research  com e as to  how  respon den ts a re  trea ted , how  

research  da ta  is a n a lysed  a n d  how  it is in terp re ted  in o rd er n o t to b e  m islead in g  in 

an y sh ape  o f  f o r m ” (RCH 7). It was mentioned by the same interviewee that: 

“e th ica l research  is a  m atter o f  how  yo u  g e t  to the truth a n d  w h eth er w h a t yo u  

p re se n t is the re a l tru th” . In the same vein, another interviewee continued by firmly 

saying that: “e th ica l research  is research  that recru its the rep resen ta tive  sam ple, i t ’s

36 Beliefs about the presence or absence of factors that may facilitate or impede, respectively, the 
performance of the behaviour (Ajzen, 2002)
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n o t p ressu ris in g  the respondents, a n d  thus b iasin g  the respon ses a n d  is bein g  

ex ecu ted  in a  w a y  that everyb o d y  is h appy w ith ” (RCH 3). While another 

interviewee stated “I f  a  m eth o d  is n o t fu lly  ev id en ced  o f  g e ttin g  to the rea l truth, then  

this is an issue e sp ec ia lly  f o r  those who u tilise  a n d  a p p ly  the f in d in g s  ” (RCH 9). As a 

matter o f fact, research techniques’ validity, reliability and applicability influence the 

way MR researchers ethically judge, with regards to the perceived consequences and 

their evaluations over key passive salient referent groups; the MR respondents.

Moreover, validity, reliability and applicability of a marketing research technique are 

also a matter for the control beliefs of the MR researchers since the less reliable, 

valid and applicable a technique is perceived to be, the less the perceived control 

they have over practising it. One of the MR researchers stated: “I f  there is n o t fu lly  

ev id en ced  that a  m eth o d  is g e ttin g  to  the truth, then I  w o u ld n ’t  be keen on p ra c tis in g  

i t...o n ce  fu ll  ev iden ce  is bu ilt up then grea t, yes, defin itely ...w e  n eed  banks o f  ca se  

stu d ies to  f e e l  confident to  p ra c tic e  so m eth in g ” (RCH 7). This is in line with what 

was discussed in section 6.2.1.1 and 6.2.1.2, regarding perceived uncertainty towards 

a marketing research technique, since the less control MR researchers have towards a 

technique, the least willing they are using it (behavioural intentions) and the higher 

the ethical intensity they perceive, due to lack o f some form of social consensus (i.e. 

credibility and validation).

Lastly, the life-span stage of a marketing research technique was found to influence 

MR researchers’ on whether they evaluate a research technique as ethical (or 

acceptable) or unethical (or unacceptable). With regards to one o f the marketing 

research techniques in question (neuromarketing), which was perceived as a new 

technique (i.e. in its early stages of it life span), it has been commented that “the 

reaction  o f  the bra in  a n d  its understanding is s ti l l  in its infancy a n d  th ere  a re  a  lo t o f
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questions a b o u t it a n d  a  lo t o f  am biguity, thus a  lo t o f  e th ica l questions ” (RCH 7). 

For the technique that was perceived to be older (i.e. at a later stage in its life span) it 

has been commented that: “d ia ry  m eth o d  has been f o r  a  lo n g  tim e around, a n d  this 

(au toethnography) is a  fo rm  o f  a  d ia ry  m ethod, so  it is m ore s tra ig h tfo rw a rd  to  me, it 

g en era tes  less e th ica l issues than the o th er one (neurom arketing) ”(RCH 2), and 

RCH 1 similarly stated that “scen ario  tw o  (autoethnography) has been  f o r  lo n g er  

tim e around, so  in th a t re sp ec t I  m igh t f e e l  less uncom fortable w ith  it What has to 

be indicated at this point is that, the stage o f the marketing research technique’s life 

span can both influence the MR researchers ethical judgements as a matter o f  

uncertainty over the consequences, and on the control beliefs as well, since the newer 

the technique is perceived to be, the more uncertain the MR researchers feel towards 

adopting it, and therefore the less perceived control they have over practising it. 

Therefore, MR researchers cannot act fully on immanent volition due to lack of  

control (i.e. lack of confidence, lack of knowledge, uncertainty, unknown 

consequences, and ambiguity). Volitional processes can be applied consciously or 

they can be automatised as habits over time (habitual) or as a result o f past 

experience. Most modem conceptions o f volition address it as a process o f conscious 

action control which becomes automatised (Boekaerts & Como, 2005; Como, 2001; 

Como, Cronbach, Kupermintz, Lohman, Mandinach, Porteus & Talbert, 2001). 

Therefore, on the absence o f experience over a new research technique, MR 

researchers cannot make any links to previous research agenda habits or past 

experience. On the contrary, in the case o f the marketing research technique that they 

have experience of, or can make links to any past experience, they are perceived to 

have full volition; thus full control o f their judgements and future behaviours. As
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RCH 4 stated, “when yo u  a re  u sed  to y o u r  guide, i t ’s  okay! You know  w h at needs to 

be done a n d  w h at n o t ”.

Availability of Resources

Availability o f resources is the next consideration that influences MR researchers’ 

behavioural intentions. Particular techniques are “are  ex p en sive” (in the ca se  o f  

neurom arketing) (RCH 7) and MR researchers and their companies need to work ‘Vo 

have a  specific  bu dget f o r  som e m eth ods” (RCH 6). In other words, some marketing 

research techniques are more resource-intensive than others, and this has an 

influential role on MR researchers’ behavioural intentions towards adopting it or not. 

As RCH 1 commented “F o r the f i r s t  one [n eurom arketing] defin ite ly  it w o u ld  be  a  

resou rce  q u es tio n ...e sp ec ia lly  i f  yo u  h a v e n ’t  done th a t before it w o u ld  be an 

a d d itio n a l investm ent. F o r  the seco n d  one [au toe th n ograph y] it w o u ld  be  fa ir ly  ea sy  

to  im plem ent, bu t is a  question  o f  tim e a n d  ded ica tion  to the p r o je c t”. So budgets and 

time required play a role in MR researchers’ intentions towards adopting a research 

technique or not. In addition, the resources factor was stressed in regards to the skills 

required by particular marketing research techniques, for example RCH 7 stated “/  

w o u ld  g e t  the opin ion  o f  a  p e rso n  who rea lly  sp ec ia lises  in neuroscience ” when 

discussed about one o f the techniques in the scenarios given, neuromarketing. 

Despite the fact that the availability of resources is not directly linked to the ethical 

judgments the MR researchers make, the absence of resources was found to intensify 

the ethical sensitivity o f MR researchers, due to higher perceived uncertainty and 

higher perceived risks. RCH 4 stated: “I f  yo u  p ra c tic e  m eth o d  1 [n eu rom arketin g], 

yo u  n eed  sp ec ia lis ts  in brain  scanning, s ta tistic ia n s a n d  neurologists a t  a ll tim es 

o th erw ise  the issues a p p e a red  in scen a rio  3 (e.g. f in d in g  non-m arketing  

in form ation )” becom e a  m ega  p ro b lem  a n d  eth ics m oves b eyo n d ...a s  a  m arketin g
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resea rch er yo u  are  n o t ca p a b le  n or q u a lified  to  understan d  an y brain  a c tiv ity  or  

d ysfu n ction ...I  d o n ’t  f e e l  com fortab le  w ith  th a t a t  a ll...b u t i f  I  h a d  the sp ec ia lis ts  in 

m y tea m ...I  d o n ’t k n o w ...I  d o n ’t  f e e l  com fortab le  w ith  the idea  that m edica l 

inform ation m ight be  re ve a led  in a  p u re ly  m arketing s tu dy  ”. Another MR researcher 

stated: “/  can see  issues w ith  both  m ethods (neurom arketing a n d  au toethnography), I  

w o u ld n ’t  p ra c tic e  an y o f  them  as the f ir s t  one u sed  in ternal p e o p le  (i.e. 

au toethnography) a n d  the seco n d  one is a  m eth o d  that I  am  n o t fa m ilia r  w ith  in 

p ra c tic e  (i.e. neurom arketing) ” (RCH 5). In other words, the availability o f resources 

is a matter that can influence the attitudes expressed and the ethical judgements made 

in relation to the behavioural controls.

Finally, before the conceptualisations o f EDM in marketing research are presented in 

the next sections, the different factors that were identified as influencing the decision 

making of the MR researchers are summarised in the following table (Table 19).
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Table 19: The explanatory factors of marketing researchers’ EDM mapped 
against moral, social, control and cognitive dimensions.

Identified
factors

Moral dim ensions Social
dim ension

Control 
dim enslon

Cognitive
Processing

Research ers' 
ideology

Deontology 

{obligation and 

duties), ru le- 
utilitarianism , act- 

utilitarianism

X Im plicit and 

e xp lic it

Unknown  
consequ ences

M oral im agination, 

moral intuition

X X Im plicit and 

e xp lic it

Risk
perceptions

M oral Intuition, 

eth ical intensity

X X Im plicit and 

e xp lic it

Experience M oral Imagination, 

moral intuition, 

eth ical intensity

X X Im plicit and 

e xp lic it

Perceived
uncertainty

M oral intuition, 

eth ical Intensity

X X Im plicit and 
e xp lic it

Passive  
stakeh ol d ers 
(passive salient 

referen t proupsl

M oral intuition X Im plicit

A ctive
stakeholders  
(active salient 

referen t groups')

M oral imagination X X Explicit

Typ e of indu stry Codes of conduct, 
ethical sensitivity

X X Im plicit and 

e xp lic it

Com petitiveness M oral imagination X X Explicit

Characteristics 
of th e m arketing  
research  

techniques

M oral im agination X X Explicit

A vailability of 
resources

Ethical intensity X Explicit

6.3  In itia l c o n c e p tu a lisa tio n s  m a d e  in  EDM in  m a rk e tin g  r e se a r c h

After presenting the factors identified to influence MR researchers’ decision making 

processes in ethical concerns, the next step is to present the conceptualisation to be 

made with respect to the phenomenon of EDM in marketing research. This section 

presents in details the two key areas that are important for this conceptualisation. In 

particular, section 6.3.1 presents the con text-con tingen t nature  o f EDM, 6.3.2 

presents the socia l-in teraction ism  dim ensions of MR researchers’ EDM, while 

section 6.3.3 highlights on the incorporated in tu itive a n d  instrum ental (i.e. c r itica l 

a n d  stra teg ic ) reason in g  in MR researchers’ EDM.
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6.3.1 Ethical decision making as a context-contingent phenomenon -  The 
importance of contextual factors

While the predominance of the literature holds that EDM lies within the individual 

(Hugman, 2005; Shaw, 2011) this study has revealed that a context-based approach enhances 

our understanding of the phenomenon. “Central to how practitioners might begin to 

approach their practice ethically is the idea that decision making is a social meaning-making 

activity, and takes place within context” (Vivian-Byme & Hunt, 2014, p.l). In addition, the 

findings from the investigation of the MR researchers sample documented a rather complex 

integration of the contextual influences in EDM. The uncertainty triggered, the unknown 

consequences generated, the knowledge gap that question the experience, the type of the 

industry, the competitiveness implications, the characteristics of a marketing research 

technique and the availability of resources were those contextual influences embedded in the 

EDM processes of MR researchers.

In particular, for both marketing research techniques examined (i.e. neuromarketing and 

autoethnography) perceived uncertainty over the potential consequences over using 

them was present. This was because they were either perceived as new techniques (in 

the case of neuromarketing) or because they were perceived as non-scientific/no- 

research (in the case o f autoethnography). This situation in turn lowered their moral 

imagination of the perceived consequences. Hence, MR researchers’ EDM is contextualised 

by unknown consequences, alongside with the known ones. This in addition, unfolded the 

role o f potential risks in the ethical evaluations of MR researchers, especially in the case 

of those who did not have an experience of given techniques. The application of a 

technique that is very new generates high levels o f risks and uncertainty, and 

therefore hesitation in practising it. This then makes the technique more prone to be 

ethically questioned by the MR researchers.
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Likewise, the industry in which the MR researchers operate also coloured their EDM 

processes. Some industries are more ethically sensitive towards what is acceptable and 

what is unacceptable than others. For example, from the MR researchers interviewed 

it was evident that those MR researchers who operate in the health and fitness 

industry, food and drink industry, and education, tended to be more attached to codes 

of conduct and they were particularly aware of the social responsibilities o f the MR 

researcher and any research practice. While, MR researchers who operate in rapid and 

highly competitive industries like automotive, electronics or media industries were 

aware o f the codes of conduct, but they would not always apply them or judge any 

MR practice solely on the compliance to those codes. In other words the MR 

researchers that are coming from industries that are more regulated (health, food, 

education etc.) use the rules as a starting point in their EDM, while those who come 

from a less regulated industry use the codes as the outcome of a credible, valid, 

trustworthy research process.

Lastly, the characteristics of the marketing research technique and the available or 

unavailable resources also contextualise MR researchers EDM. It was found that MR 

researchers actually ethically judge a marketing research technique based on its 

validity, reliability and applicability, as a matter of promoting or impeding positive 

outcomes and overall utility. Moreover, validity, reliability and applicability o f a 

marketing research technique are also a matter for the control beliefs o f the MR 

researchers since the less reliable, valid and applicable a technique is perceived to be, 

the less the perceived control they have over practising it. Further, the life-span stage 

of a marketing research technique was found to influence MR researchers’ on 

whether they evaluate a research technique as ethical (or acceptable) or unethical (or 

unacceptable). Finally, budgets, equipment and time required play a role in MR
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researchers’ intentions towards adopting a research technique or not. While, the 

resources factor was stressed in regards to the skills required by particular marketing 

research techniques.

To conclude, EDM is contingent to the context and subject to contextual influences. 

At the same time it is needs to be conceptualised as a context-contingent and a 

socially dimensional activity of a social meaning. The next section elaborates on this.

6.3.2 Moving beyond the 'subjective norms’ of the Theory of Planned Behaviour 
and the 'importance of stakeholders’ in the General Theory of Marketing Ethics.

This section presents how the conceptualisation of EDM in marketing research, from 

the MR researchers’ perspective, moves beyond the ‘subjective norms’ o f the Theory 

of Planned Behaviour (TPB) and the ‘importance of stakeholders’ in the H-V model, 

and Trevino’s (1986) person-situation interactionist model (section 3.3.1.2).- Beckert 

(1999) discusses three action situations (innovation, action under uncertainty and 

collaboration) in which rational actors cannot reach utility-maximising results 

because reaching superior results entails social embeddedness. By definition, social 

embeddedness means participation in nonmarket mechanisms o f coordination. The 

main reason for increased social embeddedness is that the economy we live in today 

is extremely innovation-intensive. Second, social identity theory (Abrams & Hogg, 

1990; Tajfel & Turner, 1979) has also begun to play a major role in understanding 

group processes. For example, it has been suggested that making group identity 

salient has an impact on the social influence processes associated with group 

consensus (Hogg, Turner & Davidson, 1990). When membership in a particular 

group becomes salient, the self becomes partly defined by the group. Identities may 

therefore also be regarded as arising from the process o f socialisation into socially 

defined relationships and roles, which implies that identities are primarily adopted or
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imposed. Thus, this standpoint suggests that actions are regarded as arising from 

learned obligations, responsibilities, or commitment to others. According to March 

(1988; 1994), both perspectives are taken in most organisational cultures, although 

the emphasis may differ from case to case. However, he stresses that it is not 

primarily the individual intentions or the identities of the moral agents (in this case 

the MR researchers) that shape the decision processes, but rather their interaction in 

terms of the relationship between personal commitment and social justification. 

Thus, moral agents in a given social setting co-create ethics (Lamer, 2008), rather 

than comply with given sets o f rules in isolation. “Ethics is the indicate matrix of 

comprehension and communication we human co-construct” (Vivien-Byme & Hunt, 

2014, p.l).

With reference to the conceptualisation of the TPB, it was developed to describe the 

reasoned action of an individual in order to predict future actions and decisions 

made, based on the attitudes expressed, the subjective norms and the perceived 

behavioural controls (Ajzen, 1986, 1988, 2002). Even though the theory appreciates 

the social influences on an individual’s behavioural intentions towards performing an 

action, its conceptualisation is based on an individual’s cognitive processes as 

explained by behavioural cognitive psychology. The ‘subjective norms’ and the 

‘normative beliefs’ constructs of the TPB model address the social impact on one’s 

behavioural intentions and ultimately, behaviours, but it does not approach decision 

making as an overall process within a social context o f a stimulus and response. In 

respect to the H-V model, its conceptualisation adheres to the same principle as the 

one of the TPB. However the H-V appreciates that individual’s reasoned action is a 

cognitive process with a social influence on one’s behavioural intentions through the 

ethical evaluation of a behaviour’s consequences. What the H-V model misses in its
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conceptualisation is the social influences on behavioural intention through normative 

ethical considerations (i.e. perceptions concerning what should or ought to be done 

and ethical principles). In addition, the Reasoned Action Approach (the latest update 

of the TPB) does not capture in their conceptualisations of decision making the 

influence of normative ethical influences as part of the attitude formation (i.e. ethical 

judgements in the case of EDM) but only as a determinant over social considerations.

After conducting eleven in-depth interviews with MR researchers, the findings show 

that the conceptualisations of the aforementioned theories are not the case in EDM in 

an innovation-intensive and evolving marketing research environment. In particular, 

one of the interviewees stated that: “W hat yo u  sh ou ld  be  d o in g  is g e ttin g  on the train  

w ith  the eth ica l p e o p le  because one d a y  that w ill becom e e v e ry o n e ’s beh aviou r even  

i f  i t ’s a  m inority  to d a y ’’ (RCH 6). Following the same line, RCH 5 stressed that: 

“B efore you  know  it is sn o w b a lled  so  w e ’re a lm ost like, right, w e ’re d o in g  this, are  

there an y issues? A re  there an y issues w ith  p eo p le , the m essage, w ith  the im agery  

w e ’re  using, reg u la tory  w ise  does it w ork  in a ll these coun tries?  Is the language  

tran sla tion  good, can it be in terpre ted  in a  different w ay?  Ju st be as righ t as yo u  can  

w ith  the p e o p le  arou n d  y o u ”. Hatchuel et al. (2002) (see also Dequech, 2001) 

highlighted that especially ‘in the context of innovation-intensive capitalism, 

knowledge management can no longer be seen solely as a process of bringing in new 

specialists; it must also make provision for changes to collective forms of decision

making and prescription within the organisation’ (p. 12). For example, when one of 

the interviewees was discussing about one of the marketing research techniques (i.e. 

neuromarketing) the interviewee stressed that: “I t ’s v a lid  to  check by so c ie ty  when  

new  things com e to sa y  does that w o rk  o r not, a n d  a re  the m ajority  o f  p e o p le  

com fortab le  w ith  i t? ”{RCH 6). He continued by making a comparison to another
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marketing research technique; eye-tracking, by saying that: “I t [e y e  track in g] w as  

n ot p e r c e iv e d  as e th ica lly  qu estionable a t th a t tim e, becau se no one f e l t  there w as  

an y rea l r isk  to the p e o p le  p artic ipa tin g . There w as g re a t confidence th a t there w as  

no risk  o r  dam age to the responden ts than there w o u ld  b e  w ith  som eth in g  th a t is so  

new  a n d  to  this industry a lien  as brain  sca n n in g ’] RCH 6). Consequently, social 

influences in EDM in marketing research have both deontological and teleological 

ethics dimensions, not just teleological, as the H-V model supports. While the ethical 

judgements (i.e. attitudes) made (i.e. ethical/unethical, right/wrong, 

acceptable/unacceptable) do not only reflect instrumental and experiential aspects, as 

the Reasoned Action Approach supports, but also normative ethical considerations 

(i.e. perceptions concerning what should or ought to be done and ethical principles).

More, to the point, according to both Weick (1995) and Hatchuel (2001a; see also 

Dequech, 2001), it is not sufficient to only look at the conceptualisation of decisions 

from the point o f view of individual cognition. In particular the conceptualisation of 

EDM is in many ways also a social process. While, neuroscientists (Camerer et al., 

2004; Camerer et al., 2005; Singer and Fehr, 2005) believe that we are hardwired to 

read others minds and we have a natural capacity to step into other people’s shoes, 

but not always equally and universally (Hegel, 1967). Linked to this, is the comment 

made by one of the MR researchers interviewed: “R esearch  can g e t  q u ite  s ta le  w ith  

su rveys a n d  even  fa ce -to -fa ce  in terview s a n d  s tu ff  I  think custom ers, p a r tic u la r ly  

ou r custom ers w ho a re  into technology, th ey'd  p ro b a b ly  be  qu ite  in te res ted  in this. 

So, yes, I  think I  w o u ld  be  in terested  in it as w e l l” (RCH 5). While another 

interviewee explained the way he, and the marketing research agency he works for, 

make decisions regarding research techniques to be used, relies on social- 

interactionism decision-making processes: “ We do it is becau se w e  w an t to te ll a
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s to ry  to our custom ers that w e  have a  g rea te r  ca p a b ility  than the o th er p e o p le  they  

co u ld  buy fro m ... When w e  w ere  in the trade  m edia ... w e  w o u ld  be ta lk ing  about, oh, 

yes, w e've g o t this fa n ta stic , new  m ethodology w e ’re  using w hich  is m ore ro bu st or  

c leverer  o r  a h ea d  o f  the gam e co m pared  to the opposition  ”(RCH 6). While he also 

stated that in the company that he worked for, they had to withdraw an advertisement 

because: “the so c ie ty  m o ved  on a n d  p e o p le  sa id  you  m u stn ’t use im agery in 

associa tion  w ith  adu lt p ro d u c ts  like that which w o u ld  ap p ea l to ch ildren  ”(RCH 6), 

emphasising the social interaction of the marketing research agency and the 

community around it as a stimulus (socially unacceptable imaginary association of 

the advertisement) and the response of the company published by the advert 

(withdrawal of the advertisement). For the marketing research agency that developed 

this advert this was fed back for future reference, stressing EDM in marketing 

research not only towards a so c ia l-in tera c tio n is t con cep tu a lisa tion , but also- making 

the MR researchers part of a multiple-moral-agents system involving themselves, the 

MR respondents, their clients, the MRS, their clients’ clients and their competitors.

Furthermore, in the absence of experience on a particular marketing research 

technique, the MR researchers’ decision-making over using a technique is influenced 

by the way other marketing research agencies practice the technique in question. One 

of the researchers revealed: “I'd  a lso  w an t to  sp ea k  to o th er organ isa tion s that h ad  

u sed  this m eth od  to see  i f  they ac tu a lly  g o t anyth ing ou t o f  it before  I  co m m itted  to  

bein g  a sso c ia ted  w ith  i t ” (RCH 5). While when the MR researchers were asked to 

define acceptable marketing research practise, they referred to the different moral 

agents involved in the marketing research in order to define it. For example, RCH 6 

stated “a  g o o d  m arketing research  p ra c tic e  is one which adheres to the ob jec tives  o f  

its c lien t sp o n so rs ....w h ich  does the righ t th ing by its respon den ts a n d  trea ts them
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w ith  resp ec t a n d  g ives  them abso lu te  c la rity  a b o u t w h at they're en g a g ed  in .... ra th er

than in any w a y  m islead in g  them o r  abusing  th eir tr u s t”. In other words, their 

attitudes and perceptions towards what is ethically acceptable and what is not (i.e. 

ethical judgements) take into account the interaction of the MR researchers and other 

moral agents involved or affected by the marketing research practice, with particular 

emphasis on the MR respondents. This is particularly important with reference to the 

Reasoned Action Approach, as in the context of EDM in marketing research, 

individual attitudes (i.e. ethical judgments based on evaluations) and social 

influences are interdependent and are not independent constructs that act as 

determinants o f behavioural intentions. At the same time it is argued that in EDM 

conceptualisation both attitudes expressed and the social considerations identified 

have both normative (i.e. deontological) and instrumental (i.e. teleological) 

dimensions. In addition from the findings in the previous section o f this chapter 

almost all factors identified (Table 19) do have both ethical and social aspects when 

it comes for the MR researchers to make a decision towards adopting a marketing 

research technique. Thus the conceptualisation of both ethical and social 

considerations in EDM has a degree of complexity. This degree of complexity is also 

framed by the social-interactionism nature of EDM as a phenomenon.

Moreover, the interviews with the MR researchers stated clearly that decision

making in marketing research in respect to the techniques used and their ethicality 

might be to some extent a matter o f individual action, but it is definitely a collective 

function. Even in the case o f the individual factors that influence MR researchers’ 

ethical judgements, researchers’ identity determines their social identity, which in 

turn influences social consensus considerations and vice versa. Using the words of 

one o f the MR researchers interviewed: “I  think there sh o u ld  be  m utual tru st a n d
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ra p p o rt betw een  the tw o p a rties , the respon den t a n d  the researcher, a n d  there sh ou ld  

b e  a  confidence on the p a r t  o f  the respon den t th a t the  resea rch er w as n o t g o in g  to  

m isuse their fin d in g s a bou t a  g iven  individual in an y w a y  o r  to  invade th eir p riva cy , 

o r  to  cause them em barrassm en t o r  an y k in d  o f  p e rso n a l r is k ” (RCH 6). The 

particular MR researcher stressed on the social-interactionism nature of EDM 

towards social reciprocity as well. While another highlighted on the social- 

interactionism nature o f EDM by stating: “The su sta in ab ility  o f  com pan ies is only  

p o ss ib le  i f  they behave e th ica lly  ultim ately. B ecau se even i f  it doesn  ’t  happen in the  

short-term  one d a y  their b a d  behaviou r w ill f in d  them  ou t a n d  that w ill  have g ra v e  

consequences f o r  their repu ta tion  a n d  p e o p le  that buy fro m  them, their tru st in them. 

In the en d  it w ill en d  in their dem ise  in m y opin ion  ” (RCH 5).

Finally, as derived from the interviews conducted, EDM has social-interactionism 

underpinnings, not only as a matter of behavioural intentions that drive decisions, but 

also in its overall conceptualisation. This derived from the fact that social 

considerations play an influential role on the attitudes expressed (as a matter o f social 

consensus) and the perceived behavioural controls towards a behaviour (a socially 

accepted (i.e. tested) technique decreases uncertainty over the technique and 

therefore increases the control over performing the action). This is particularly 

important in regards to the theoretical contributions of the present study since it 

moves beyond the theories of reasoned action (i.e. TPB, RAA and H-V) discussed in 

the literature review chapter. The theories of reasoned action conceptualised the 

social influence, either as one o f the determinants of behavioural intentions or as an 

indirect determinant of ethical judgements driven solely by cognitive instrumental 

reasoning (i.e. teleological evaluations). In contrast MR researchers’ EDM 

conceptualisation is grounded in communicative rationality and social-interactionism
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in a multidimensional, complex manner. The next section presents that next key point 

to be considered in the conceptualisation of EDM; the fact that EDM derives from 

dual cognitive processing.

6.3.3 Marketing researchers’ moral intuitive and rationalised EDM in marketing 
research -  The dual cognitive processing in EDM.

As derived from the findings presented in the first half o f this chapter, EDM 

processes in marketing research are not a matter of judgements made by individuals 

in isolation from the rest of the salient referent groups involved in marketing 

research. As a result, MR researchers’ ethical judgements and intentions move 

beyond their personal preferences. This type of situation has a degree of complexity 

and therefore any decisions made are multidimensional and multi-layered. Funke 

(1991) and Niedenthal, Winkielman, Mondillon & Vermeulen (2009) state that in 

situations where the individuals make decisions with consideration for others, rather 

than alone, they are bound to be more affected by emotional factors rather than 

purely cognitive factors. In other words, their decisions are determined by affective 

reasoning a n d  rational reasoning, rather than rational reasoning only.

From the in-depth interviews conducted for the present study, affective reasoning 

such as intuitive expressions (i.e. gut feelings), were evident especially in the cases 

where the MR researchers were not fully aware of the consequences or they 

perceived a certain degree of uncertainty and lacked confidence. Moreover, it was 

found that the more traditional MR researchers (of an idealistic ideology) would 

emphasise on the ethicality o f the marketing research technique per se, and would be 

more intuitive in their ethical judgements (i.e. ‘‘this is m y in itia l fe e lin g ') . While the 

more progressive MR researchers (of a pragmatist ideology) would evaluate the 

ethicality o f a technique by the perceived consequences involved throughout the
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process; from designing and executing a marketing research study, to interpreting its 

findings. While both would look at the perceived consequences, the more idealist 

MR researchers would look at the immediate final consequences and whether the 

technique is ‘right’ while complying to established codes o f behaviour, while the 

pragmatist MR researchers would look at the consequences throughout the process 

(from the beginning to the end), and the technique’s overall utility. In other words, 

the more traditional MR researchers’ judgments would be more rule-driven and less 

utility-focused (rule-utilitarian), while the more progressive MR researchers’ 

judgments would be more utility-focused, and less rule-driven (act-utilitarian). Both 

combined and theorised as two-level utilitarian influence towards MR researchers’ 

ethical judgements as grounded to their ideology.

Based on several neuroscientific studies on ethical judgements, it was found that 

rule-based ethical judgements are more driven by emotional factors (i.e. intuition) 

(Ciaramelli, Muccioli, Ladavas & di Pellegrino, 2007; Greene at al., 2001; 2004; 

Koenings et al., 2007; Mendez, Anderson & Shapira, 2005), while the utility-focused 

ethical judgements are more controlled by cognitive processes (Greene et al., 2001; 

2004; 2008). In both the progressive and traditional researchers cases both elements 

coexist (intuition and cognition), but with different functions. In the case o f the 

traditional MR researchers, intuition had an immediate and strong influence on their 

behavioural intentions, based on rules of what is right and what is wrong. This is a 

rather affective cognitive reasoning. In the case o f the progressive MR researchers, 

their intuitive influence would be a part o f their ethical judgements, but their 

behavioural intentions would be established by more rationalised motives as a matter 

of utility. This is a rather instrumental cognitive reasoning.
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Furthermore, with respect to the individual factors that influence MR researchers’ 

judgements, there were two levels of ethical evaluations that marketing researchers 

undertake. Their initial evaluation is a type of subconscious and intuitive evaluation 

driven by their gut feelings and intuition, making a type of implicit evaluation in 

what is generally the norm, which is in line with the two-level utilitarianism ethical 

orientation of the MR researchers. As RCH 7 commented: ‘‘F o r the seco n d  issue, 

this is d ifficu lt....a s  a  person , fo rg e ttin g  the codes o f  conduct, th a t p e rso n  w o u ld  n eed  

to be  to ld  in ca se  th e re ’s d ire  consequences b y  them not know ing so m eth in g ...th a t is 

m y g u t f e e l in g ”, similarly RCH 6 said: ‘‘This is m y instinctive fe e lin g  on dilem m a  

one in scen ario  three ”. The initial evaluations were followed by more rationalised, 

critical evaluations driven by motivational factors (i.e. instrumental reasoning), such 

as experience, their level of confidence, and risk perceptions. Adjustments were 

made due to the presence of social considerations. A note to be made here is that 

such adjustments may cause inconsistencies between the intention towards the 

behaviour and the actual behaviour practised by the MR researchers. Likewise, in 

regards to the TPB, MR researchers’ level o f experience with a marketing research 

technique and their level of confidence in practising it are a matter of the ‘perceived 

behavioural controls’ construct of the TPB, since the more experienced and confident 

they are, the more the control they have over practising a technique. The less 

experienced they are with a technique, the less confident they feel about practicing it. 

In turn, the least the control they have over a technique, the more they question the 

technique. While the less they rationalise their behavioural intentions the more the 

room they leave for intuition and affective reasoning in their ethical judgements.
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6.4 Conclusion

The present chapter has presented the different factors that were identified to 

influence the EDM of the MR researchers in an innovation-intensive and evolving 

marketing research environment. The different factors that are either internal 

(individual factors) or externally driven (contextual motivational factors) were found 

to interact, whilst influencing MR researchers’ behavioural intentions either directly 

or indirectly, presenting a rather multidimensional and modular nature o f EDM. This 

is in contrast to the linearity of EDM prevailing in the literature. Moreover, it was 

found that MR researchers’ EDM is a dual (intuitive and instrumental), social- 

interactionism situational process, particularly complex and with rather interrelated 

aspects. It is argued that MR researcher’s EDM is a matter of communicative 

rationality which is stated by Habermas (1984) as the communicative action driven 

by the ability to reflect upon language by a consensus-orientated communication in a 

social setting, as “the su sta in ab ility  o f  com pan ies is on ly p o ss ib le  i f  they behave  

eth ica lly  ultim ately. B ecause even  i f  it d o e s n ’t happen in the sh ort-term  one d a y  

th eir b a d  behaviou r w ill f in d  them  o u t a n d  that w ill have g ra v e  consequences f o r  

th eir repu ta tion  ”(RCH 6). To finish with, the findings from the interviews conducted 

with MR researchers have clearly indicated that their EDM is tightly linked to the 

EDM of salient (to them) referent groups in order to conduct marketing research. 

Thus, at this point the investigation o f MR respondents becomes pivotal. The next 

chapter investigates how the conceptualisation EDM of the MR respondents 

ultimately feeds into the overall conceptualisation of EDM in marketing research.
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Chapter 7: Study 2 - Marketing research 
respondents’ EDM
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7.1 Introduction

The previous chapter (Chapter 6) presented the factors that influence EDM of the 

MR researchers (Sample 1) towards different ethical dilemmas and issues in two 

different marketing research techniques scenarios; neuromarketing and 

autoethnography (Study 1). The findings of Study 1 have indicated that a significant 

influential factor on the MR researchers’ ethical judgements and behavioural 

intentions towards adopting a marketing research technique is the role o f the MR 

respondents’ behavioural intentions towards participating, or not, in marketing 

research studies that utilise such techniques (please see section 6.3.2 and Table 15) 

The role of the respondents was indicated to be a significant social influence towards 

ethically judging a marketing research technique, and ultimately practicing it (by the 

researchers). At the same time, in the previous chapter, it has been argued that the 

social influence of the passive salient referent groups in EDM is not just one 

influence o f MR researchers’ ethical judgements as a part of a systematic process for 

reflecting upon the best action to take to reach an established end; thus adhering to 

norms of social behaviour (Sections 6.2.1.3 & 6.3.2 & Table 15, Figures 22 & 26). 

On the contrary, it is a result o f a social interaction of the MR researchers aiming at a 

mutual understanding regarding an acceptable end between reflective moral agents. 

This is tightly linked to the MR researchers’ utilitarian ethical orientation (two-level 

utilitarianism) governing their ethical judgements and their sense o f obligation, and 

the fact that MR researchers’ EDM was found to be governed by communicative 

rationality. Therefore, in order to conceptualise EDM in marketing research, the 

focal point of this chapter becomes the MR respondents’ behavioural intentions on 

whether to participate, or not, in a research project in terms of its ethical hypostasis. 

Thus, the purpose of Study 2 is to bring a different moral agent view; MR
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respondents’ view who have been indicated as a key passive salient referent group 

for the MR researchers. Hence, it becomes vitally important to investigate:

i) what are the factors that make the respondents perceive a research technique as 

ethical or unethical (i.e. factors of ethical judgements), and

ii) why and how do respondents decide to participate in particular studies versus 

others (i.e. understanding of their behavioural intentions).

The answers to the above questions will shed light to a great extent on how the 

behavioural intentions of important moral agents impact on the decision-makers’ (i.e. 

MR researchers) ethical judgements and behavioural intentions in marketing research 

when ethical concerns are present. In addition to this, from the interviews conducted 

with the MR researchers (Study 1), it has been identified that the answer to the above 

questions are of substantial importance in generating propositions towards more 

acceptable techniques/methodologies for a mutually acceptable marketing research 

practice. In regards to managerial contributions, the answers to the above questions 

can assist with the problem of low response rates and high levels of biases in 

marketing research with cases o f information asymmetry , and therefore provide 

insight towards a new agenda in marketing research conduct. Drawing towards more 

operational considerations, knowing why a technique is perceived as unethical by the 

MR respondents has implications on resources and operations considerations and 

even on the reputation of the individual MR researcher and the research technique 

per se, the marketing research firm/agency and ultimately the marketing research 

industry. 37

37When one party has more or better information than the other, causing an imbalance in perceived 
power (Izquierdo & Izquierdo, 2007).
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Considering all the above, the present chapter presents the factors that influence MR 

respondents’ ethical judgments considerations and behavioural intentions as to 

whether to participate or not when encountered with ethical dilemmas and issues in 

marketing research. In more detail, ten in-depth semi-structured interviews were 

conducted with MR respondents from the general public in order to investigate the 

influential factors when confronted with ethical dilemmas/issues related to marketing 

research scenarios. For consistency purposes, the scenarios and the interview 

questions were designed based on the TPB (Ajzen, 2006, 2013) and the guidelines on 

dialectic research provided by Barabba (1983), the same as in the case o f the MR 

researchers. To reiterate that despite the fact that the theoretical foundations for this 

study are behavioural and descriptive in nature, the ultimate purpose o f this thesis is 

to inform and create normative ethics value in the practice of marketing research. 

Furthermore, the interview questions were open-ended and followed the structure of 

the Sample 1 interview guide; however the questions were adapted to the nature of 

the MR respondents (e.g. less technical) (Appendix 6) (Volume II). The MR 

respondents were asked to respond to different marketing research scenarios, based 

on two different marketing research techniques, following the same process as in the 

case o f the MR researchers’ investigation.

The following sections of this chapter detail the factors identified as influencing MR 

respondents’ EDM in marketing research ethical issues and dilemmas, leading to the 

conceptualisations o f their ethical judgements and behavioural intentions 

formulation. In detail, the first part o f this chapter presents the personality 

characteristics o f the individuals being researched (i.e. MR respondents). It is also 

presented that apart from the behavioural underpinnings o f their EDM, personality 

traits are important when theorising EDM in marketing research accounts. Therefore,
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in the first section of this chapter the moral character o f the MR respondents is 

sketched. The moral character o f the MR respondents was found to be the foundation 

of their behavioural theorisation and the starting point o f the MR researchers’ 

normative reconsiderations in marketing research good practice. The second part of 

this chapter presents and discusses what influences MR respondents’ ethical 

judgements concerning a) participating in specific marketing research studies, and b) 

responding in marketing research scenarios that involve ethical issues with regards 

to: safety and privacy, anonymity and withholding information. Lastly, the third part 

presents MR respondents’ EDM conceptualisations. For anonymity purposes, the 

interviewees of Study 2 are coded as RNT 1 - RNT 10. Table 20 summarises the 

profiles o f the sampled MR respondents and is linked to Tables 10 and 11 in the 

Methodology Chapter.

Table 20: MR respondents’ profiles.

R e sp o n d e n t A g e
g r o u p

G e n d e r E x p e r ie n c e  
o f  N M

E x p e r ie n c e  
o f  A E  (d ia r y )

E x p e r ie n c e  
o f  o th e r  
te c h n iq u e s

L a st
p a r t ic ip a t io n
w ith in
t im e fr a m e
(tw e lv e
m o n th s )

R N T 1 50-60 Female No Yes Yes Yes
R N T 2 30-40 Male No No Yes Yes
R N T 3 40-50 Female No Yes Yes Yes
R N T 4 30-40 Male No No Yes Yes
R N T 5 30-40 Male No Yes Yes Yes
R N T 6 30-40 Female No Yes Yes Yes
R N T 7 40-50 Male No No Yes Yes
R N T 8 30-40 Female No No Yes Yes
R N T 9 20-30 Male No No Yes Yes
R N T 1 0 20-30 Female No Yes Yes Yes

The starting point for a deeper investigation into MR respondents’ behavioural 

intentions when ethical issues are apparent has not been found to be attributed solely 

to the behavioural foundations of their EDM. On the contrary, the conceptualisation 

of the personality traits in EDM of the MR respondents plays a significant role. For
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example, are they pursuing particular personality traits that require special treatment 

from the MR researchers’ side (and should these be considered as influential towards 

the researchers’ perceived controls)? The answer to the aforementioned question will 

help to shed light on MR respondents’ motivational factors and their emotional state 

when ‘ bein g  resea rch ed ’, both of which may account for their expressed behavioural 

intentions. At the same time, common characteristics o f their personalities and 

ethical inclinations can help to portray their ‘moral character’.

In moral philosophy, the term moral character is typically used to refer to the 

particularly moral dimensions o f a person’s character. In particular, moral 

philosophers state that moral character traits, unlike other personality or 

psychological traits have an irreducibly evaluative dimension; that is, they involve a 

normative dimension with ethical judgements made. The evaluative dimension is 

directly related to the idea that the agent is morally responsible for having the trait 

itself or for the outcome of that trait. Thus, a specific moral character trait is a 

character trait for which the agent is morally responsible. For the purpose o f the 

present thesis this is o f particular interest. In essence, part 1 o f Study 2 investigates 

the moral character of the MR respondent as it has been found to understand the 

principles and rules MR respondents adopt when considering the scenarios of 

neuromarketing and ethnographic diary research (i.e. autoethnography). In turn (as 

the previous chapter discussed) the understanding o f such principles help the MR 

researchers determine what issues, aspects and principles they need to consider. In 

other words, understanding MR respondents’ EDM would help MR researchers’ 

norm generation process when considering whether to adopt neuromarketing or 

autoethnography as their marketing research technique. Considering these, the next 

section presents those personality elements and distinctive characteristics o f MR
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respondents identified to be linked to their ethical judgements on marketing research 

considerations. The following sections elaborate on the motivational and emotional 

influences on MR respondents’ ethical judgements and behavioural intentions 

unfolding the theorisations and the conceptualisations made. In summary the 

following factors were identified to influence MR respondents’ EDM processes-

a) MR respondents’ moral character

b) Self perceptions, perceived asymmetric reciprocity and moral intensity

c) Risks and uncertainty as perceived controls

d) Past behaviour

e) Social influences

f) Context specific hindering factors

Evidence o f the above is summarised and evidenced here:

Themes____________ Subject Example

M a r k e t in g
r e sp o n d e n ts ’ m o ra l
c h a r a c te r  -
in d iv id u a lism  a n d
p r e fe r e n c e  
u tilita r ia n ism

‘7  d o  h ave a  s tron g  sen se  o f  eth icality..., bu t y o u  som etim es  
n eed  to defen d  yo u r  p iece , i f  yo u  like, in term s o f  defending  
y o u r  a b ility  to  live  yo u r  life a s  y o u  f e e l  ”

“I  d o n ’t see  any d irec t benefit to  m e in en gag in g  in this 
research  ”

U n c e r ta in ty  a n d  r isk s #4

#6

‘‘So the f ir s t  on e the health  w o rries  a  b it becau se  I'm not 
certain  unless I've rea lly  been in form ed abou t w hat the 
consequences o f  this brain  scan  is. "
"The brain  scan, it  k in d  o f  m akes y o u  w orry  ab o u t the  

fu ture: w ill I have som e chip im plan ted  in m y brain  or 
som ew here an d  scanning things. I t ’s k in d  o f  a  sc i-fi 
scenario  ”

S e lf  p e r c e p t io n s  -  T h e  # 1 0  
so c ia l a n d  th e  p r iv a te  

s e l f
#2

P a st  e x p e r ie n c e  -  # 8  
P r o to ty p e  a n d  p e r so n a l  
p a st  e x p e r ie n c e s______________

"I w on 't w an t to be seen  as the w e ird  one by  the 
researchers conducting the research , so  I  w o u ld  keep  

qu iet
“O ur c ivilisa tion  is built under a  f e w  p r in c ip les  that w e a ll  
m ust respect, a n d  bein g  e th ica l f o r  m e is  anyth ing th at fa lls  
within those prin cip les, I  con sider m y se lf  very  sen sitive  on 
th is ”

“A fter  p a r tic ip a tin g  it  th is R. [b ev e ra g e  com pany]  
experim ent I  w ouldn  ‘t do it again , I  f e l t  bo red  an d  
m anipu lated”_____________________________
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a  1

#6

H in d e r in g  fa c to r s  -  #5  
R e se a r c h  T im e fr a m e , 
se t t in g  a n d
c o m m itm e n t  r e q u ir e d  #3

I've experien ced  on ce in m y life when 1 w as abou t 16 17  a ~ 
situation  w here I  f e l t  unable to  w ith draw  fro m  som eth ing  
because it h ad  gon e on. A fter th a t experience I  think /  vo w ed  
n ever to  p u t  m yse lf  in th a t situa tion  aga in  a n d  I ’ll te ll you  
w h at i t  was. 1  did, 1 f e l t  abused, 1  rea lly  d id  f e e l  like -  I  fe lt 
qu ite  k in d  o f  so rd id  a fterw ards a n d  I  thought that is n ever  
happening to me ever a g a in ”

“Since my ado lescence I  have been  sc a red  o f  sm a ll p la c e s  
so  gettin g  through the brain  scan, 1 w ou ldn 't do  it...th is  is 
g e ttin g  too  fa r .. .  1 am  claustrophob ic”!

......... o ^ ^ ........J

thanks, the research
ayriu ie  

m igh t n o t be
incentive, then no
a p propria te  f o r  m e

“ When I ’m a sk ed  to  consen t to  research  that is go in g  to  
increase the p ro fits  o f  a  com pany then I'm n o t in terested  at 
a ll .you  have to  be in form ed o f  the p u rp o se  o f  the
research  ”.

The following sections o f this chapter elaborate on the above, starting with the 

investigation of MR respondents’ moral character.

7.2 T he M R  respondents’ m oral character -  The underpinnings o f  their 

EDM

7.2.1 ideology and the governing ethical principles

This section presents the governing ideology and the principles identified to best 

explain the MR respondents’ personality dimensions when making decisions in 

ethical matters. Differences in people’s ideologies, virtues and values have 

extensively been examined regarding their influence on individuals’ judgements on 

ethical issues (Forsyth and Nye, 1990; Forsyth, 1992; 1980). At the same time, 

individuals’ ethical ideologies and values have been extensively used to explain 

differences in EDM (Schlenker & Forsyth, 1977; Forsyth, 1980; Fortsyth, 1992) as 

their judgements o f what is right and what is wrong (Forsyth & N y e ,  1990; 

Schlenker, 1978), actions and emotions in ethical considerations (Forsyth & Boyler,

2010). However, for the purpose o f the present thesis, investigating and presenting 

the distinctive personality traits o f  the MR respondents has a rather normative
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objective, and informative purpose with regards to the MR researchers’ norm 

generation process. In particular, the information in this section has a rather 

informative purpose for the MR researchers of what they need to know about the 

moral character of MR respondents, when considering mutually accepted/agreed 

norms in marketing research practice.

After conducting ten in-depth interviews with MR respondents their responses were 

identified to be individualistic and consequential in nature. Initially, much emphasis 

was given to the ethical worth of the individual (Wood, 1972) with regards to 

perceived consequences of decisions to be taken immediately or in a short period of 

time. “Three d a y s . . . i t ’s  a  very  sh ort tim efram e in which to  decide'" has been pointed 

out by RNT 1, referring to the scenarios given, which stated that the respondents had 

to decide whether to participate or not within three days (both in the case of 

neuromarketing and in the case of the autoethnography). Al-Rodhan (2008; 2009), in 

his general theory of the human nature, points that human behaviour is 

predominantly governed by self-interest, particularly when making decisions in what 

is perceived to be a short time frame, as we are genetically coded with survival 

instincts; linking this to ethical egoism.

Ethical egoism is a form of normative consequential ethical ideology that focuses on 

self-interest in understanding ethical behaviour (Sanders, 1988). Based on ethical 

egoism38, agents ought to do what is right in their own self-interest (Sorrel and 

Hendry, 1994; Rae, 1995) with an immediate response. Rand (1964) states the

38 Ethical egoism stands on the one side on the continuum of consequentialism and is agent-focused, 
while utilitarianism is agent-neutral (Sanders, 1988). Saying this, ethical egoism does not support 
that ethical agents will not deliberately harm others when engaged in ethical actions (Ridgely, 2008). 
Ethical egoism focuses on ethicality by questioning 'for whom', while utilitarianism focuses on the 
'for what'.
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following in this regards ‘the achievement o f his own happiness is man’s highest 

ethical purpose’ (p.27). In support to the above, RNT 1, after pointing out the short 

time frame given to decided, stated “7 do  have a  s tro n g  sen se  o f  eth ica lity..., bu t yo u  

som etim es n eed  to defen d  y o u r  p iece , i f  yo u  like, in term s o f  defending  y o u r  a b ility  to  

live  y o u r  life as yo u  fee l" . In particular, this response supports the idea that the 

individualistic instincts, driven from consequential ethical beliefs, are governed by 

the maxim of the MR respondent’s own benefit and their ultimate happiness. 

Ultimately, in cases o f perceived short time frame, ethical egoism towards the 

individual’s worth and happiness prevails. In other words, the happiness principle is 

the prevailing maxim of the MR respondents’ expressed ethical beliefs, primarily as 

a matter of personalised motives towards achieving the greater happiness. Similarly, 

RNT 4 stated “i f  i t ’s [th e  m ethod] not g o in g  to  affect m e in a  n ega tive  w a y  then, 

okay, I  w o u ld  be  happy. So i f  it d o e s n ’t  have an y effect on m y health, i f  it 'doesn  7 

take too  much o f  m y time, i f  I'm not g o in g  to  be  spen din g  m y m oney to  do  this then I  

w o u ld  n o t mind. So g o o d  p ra c tic e  f o r  m e is i f  I'm g o in g  to  benefit fro m  this".

From the interviews conducted, self-interest was primarily at the heart o f intention to 

participate or not in the two scenarios given; neuromarketing and autoethnograhy. 

When MR respondents decide to participate in research for marketing purposes they 

admit that most o f the time they do so in order to promote self-interests (both 

materialistic in nature or immaterial). Ultimately, they respond in a favourable 

manner towards those techniques and thus they judge them as ethical when they 

facilitate MR respondents’ own interests and preferences in any shape or form. For 

example, RNT 5 stated “it depends on the com pen sa tion  I  get, to be  honest ” when 

they had been asked about participating in the technique described in the scenario 

that involved using a mobile phone for a month (ethnographic diary) and reporting
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back any experiences related to the brand o f that particular mobile phone, while RNT 

4 admitted that ‘/  d o n ’t  see  an y d irec t benefit to  m e in en gagin g  in this re sea rch ’’ 

referring to the scenario of participating in a marketing research project that utilises 

brain scans for non-medical purposes (neuromarketing). This indicates a rather 

individualistic ideology where the happiness, personal preferences and facilitation of 

self-interest has a primary influential role on how MR respondents make ethical 

judgements it terms of how they judge utility. In accordance to this, Hare’s (1981) 

p re feren ce  u tilitarian ism  is argued to be the underlying ethical predisposition of the 

MR respondents when ethically judging their participation in different marketing 

research scenarios. Since what is good and right depends solely on individual 

preferences, there can be nothing that is in itself good or bad. For a preference 

utilitarian, the source of both morality and ethics is founded on subjective 

preferences. Preference utilitarianism therefore can be distinguished by its 

acknowledgement that every person’s experience o f satisfaction is unique (Krantz, 

2002). In the case o f the MR respondents, morality and ethics in marketing research 

are based on their subjective preferences over their individual utility and the 

happiness principle (e.g. RNT 4 “i f  i t ’s  [ th e  m eth od] n o t g o in g  to affect m e in a  

n ega tive  w a y  then, okay, I  w o u ld  be  h appy”).

MR respondents have also pointed out that reciprocity between the MR researcher 

and the MR respondent is something they consider important when deciding about 

their participation in particular marketing research studies. RNT 7 firmly stated “7 

w o u ld n ’t n ecessa rily  p a r ticu la rly  w an t to do  it unless there w a s som eth ing  I  w as  

g e ttin g  in return”, while RNT 5 articulated his expectation that “the research ers have  

to d e liver  w h at they p ro m ise d ” as a matter o f professional courtesy. In the same light, 

RNT 6 stated “to m e a c tin g  e th ica lly  o r  u neth ica lly  in M R is like a  m irrorin g  effect”.
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In addition, RNT 4 highlighted that reciprocity on its own is not enough, as the value 

of the expected benefit has to match precisely his expectations in order to participate 

in the marketing research study, by firmly stating that “/ /  it w as som eth in g  like a  

p h o n e  a n d  I  a lrea d y  have a  p h on e a n d  this new  one is n o t b e tte r  than mine, then I  

d o n ’t  have any incen tive to take p a r t” .

Despite the fact that the central focus of the MR respondents’ responses has been to 

the benefit of the individual, it has to be highlighted that the act o f the MR 

respondents’ participation in the present study has been voluntary. Engaging in such 

an act already places respondents in an ethically superior position. In addition, the 

appreciation o f the happiness and reciprocity principles were evident even in the case 

of the present study, when for example RNT 1 stated that “g o o d  p ra c tic e  is 

som eth ing  that I  can derive  enjoym ent o r  p lea su re  fro m , f o r  exam ple  I  rea lly  en joy  

ta lk ing to yo u  righ t n ow ”. In conclusion, in order to summarise the aforementioned 

findings, a schematic representation of how ethical judgements are formulated based 

on the premises o f MR respondents’ ethical beliefs and moral character, i.e. MR 

respondents’ principles and ideology (Figure 28) follows.

Figure 28: Ethical judgements as determined by the MR respondents’ ethical
beliefs and moral character.

Happiness Reciprocity

Moral Character of MR 

respondents

*-------------------\
Ethical Ethical
Beliefs Judgements

Preference Ethical
Utilitarianism Egoism
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Lastly, the importance o f the principles and the ideologies formulating the moral 

character of the MR respondents’ and influencing what they judge as ethical or 

unethical in marketing research practice, serves as an indicator o f how MR 

respondents define their role within the examined social setting (i.e. marketing 

research), towards the perceptions of themselves and their responsibilities. The next 

section elaborates on this.

7.2.2 The private and the social self of the MR respondent

Self-perceptions in ethical philosophy refer to the state that one is conscious of 

his/her own behaviour and ethicality (Branden, 1969). Self-perceptions are tightly 

linked to one’s personality and moral character, as they may affect one’s moral 

development (Bemd, 2004). In psychology, self-perceptions are frequently 

described as two types, the private and social self. Private self-consciousness is the 

inclination to introspect and examine one’s inner self and feelings, and it is internally 

focused. Public or social self-consciousness is an awareness o f the self as it is viewed 

by others and is externally driven (Ibid).

In the case o f the MR respondents in marketing research context, the social self is 

linked to the agents who directly interact with the MR respondents during the 

research process (i.e. MR researchers). For example, RNT 5 stated “I f  th ere  a re  sign s  

th a t they [th e  resea rch ers] a re  taking advan tage  o f  m e then, I  p ro b a b ly  w o n ’t do  it”, 

while RNT 9 stated “g o o d  m arketing research  p r a c tic e  is a  m a tter  o f  the resea rch er  

resp ec tin g  the respon den t” and RNT 10 admitted “7 w o n ’t  w an t to  be  seen  as the  

w e ird  one by the research ers conducting the research , so  I  w o u ld  keep  q u ie t“. What 

all the aforementioned quotes have in common is the MR respondents’ explicit 

concerns towards being seen as the vulnerable, weak and powerless stakeholder in
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the context o f marketing research and even result in a defensive reply. Additionally, 

the above quotes illustrate that the way respondents are perceived by the MR 

researchers intensifies existing ethical issues or generate new ones. Therefore, it is 

suggested that the social self-perceptions o f the MR respondents are linked to the 

ethical intensity of an issue in marketing research. Furthermore, MR respondents’ 

social self-perceptions are a matter of reciprocity in being respected by the MR 

researchers, as a matter of respecting the MR researchers and their research in return. 

When the MR respondents do not perceive to be in receipt o f reciprocal respect (in 

this thesis named as P e rc e iv ed  A sym m etric  R ec ip ro c ity  (PAR )), the phenomenon of 

socially desirable responding (SDR)39 is apparent, putting at stake the research 

results and intensifying or generating further ethical dilemmas (Figure 29). For 

instance, RNT 9 admitted “7 w o u ld  ju s t  a n sw er w h at they w an t to  hear, I  w o u ld n ’t 

both er o f  an y w ithhold ing  inform ation o r  confiden tia lity  issues f o r  exam ple, i f  there  

is som eth ing  dubious abou t the p u rp o se  o f  the study, like here  w ith  the p re se n c e  o f  

the spon sorsh ip  f o r  exam ple”. Moreover, when socially desirable 

responding/behaving is intended to be practised, the MR respondent waives any guilt 

feelings by assigning ethical responsibility to the MR researcher or to the purpose of 

the marketing study. This in turns offers evidence o f neutralisation practices by the 

MR respondents who shift the blame off o f themselves (neutralisation is a 

psychological technique for people to turn off ‘inner protests’ when they do, or are 

about to do something they themselves perceive as wrong (Siegal, 2005; 2015). For 

example RNT 9 continued by saying that “b y  the en d  o f  the d a y  it is th eir [th e  

research ers a n d  the f irm  beh in d  the s tu d y] resp o n sib ility  to be  e th ica l in p u rp o se  a n d  

ou tcom e”.

39Responding or behaving in favourable way for social consensus, not as result of personal belief 
(Brau, Jackson & Wliey, 2002).
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Figure 29: Ethical beliefs and the level of perceived asymmetric reciprocity 
(PAR) as a matter of social self-perceptions.

Therefore, the principle o f reciprocity towards respect portrays the social self o f the 

MR respondents and colours their ethical judgements in marketing research in the 

light of Perceived Asymmetric Reciprocity (PAR). This was particularly evident in 

the context o f the two marketing research techniques presented in the scenarios given 

to the MR respondents, where they perceived great control over their decisions, 

whilst they perceived an asymmetric flow of information. For example, in the 

scenario that involved the sponsorship (ethnographic diary), only the MR researcher 

was perceived to know the role and the purpose o f the sponsorship, while the MR 

respondent was unaware of it.

With regards to private self-perceptions, MR respondents consider themselves either 

very sensitive to ethical matters in relation to marketing research and marketing or 

not sensitive at all. For example RNT 2 stated “ou r c iv ilisa tio n  is bu ilt under a  f e w  

p r in c ip le s  that w e  a ll m ust respect, a n d  be in g  e th ica l f o r  m e is anyth ing th a t fa lls
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w ithin those p rin cip les, I  con sider m y se lf  very  sen sitive  on th is”, while on the 

contrary RNT 5 expressed that “/  d o n ’t co n sid er  m y se lf  a  [e th ica lly ]  sen sitive  

p erso n  bu t som e things c a n ’t  ju s t  be r igh t”. This clearly illustrates that the private 

self is tightly linked to the level of ethical sensitivity o f the individual towards a 

given ethical issue or dilemma. The establishment o f the level o f ethical sensitivity is 

also a matter o f the MR respondents’ governing principles and linked to their 

ideologies; thus their moral character.

Lastly, self-consciousness, both public and private, was found to be tightly linked to 

affective reasoning, and its role is important in understanding the role o f ethical 

judgements in EDM (Weiner, 1986; Bemd, 2004; Nisbett & Wilson, 1980; Kruger & 

Gilovich, 2004). For example, if the individual decides that they have caused a 

situation to occur, they then decide if the situation was ethically right or wrong based 

on the social norms they have accrued and then attach the appropriate self-conscious 

feeling (e.g. shyness or disapproval) (Bemd, 2004). This established self-conscious 

feeling might then influence their EDM in a similar context. In addition, conflicting 

private and public self-consciousness can generate implicit biases (i.e. introspect 

illusions c.f. Pronin & Kugler, 2007; 2010), towards behavioural intentions (Ibid) 

that derive from emotional elements (affective processing) in EDM (Griffin & 

Gilovich, 2002). Therefore confuse ethical judgements (RNT 9: I  rea lly  c a n ’t sa y  i f  

i t ’s  e th ica l o r  n o t”). Figure 30 summarises all the above.
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Figure 30: The role of the private and the social self-perceptions in the
formation of ethical beliefs.

Thus, since the foundations o f the ethical beliefs formulation is linked to the moral 

character o f the MR respondents (i.e. the underlying determinant), the emphasis now 

progresses on to the externally-triggered factors over the EDM of the MR 

respondents. The following sections elaborate on these.

7 .3 . T h e c o n tex t-o r ien ta ted  fa cto rs  on  MR r e sp o n d e n ts ' EDM

7.3.1 Perceived control, perceived power, and the role of affective reasoning

Control beliefs have extensively been examined for their direct influence on 

behavioural intentions, and ultimately behaviours. Drawing from the ‘Perceived 

Behavioural Controls’ (PBC) construct o f the TPB, control beliefs and perceived 

power over performing an action play a significant role in determining behavioural 

intentions and predicting behaviours. The stronger the control beliefs, and power
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perceptions, over performing an action, the higher the likelihood of performing the 

action (Ajzen, 1985; 1991; 2002; 2012). While this applies well on a purely rational 

and sequential model o f decision-making, in EDM the linearity between control and 

power beliefs, and behavioural intentions is questionable due to the existence of 

counter-attitudinal behavioural intentions as a matter o f affective influences 

(Sommer, 2011) (i.e. in the case of MR respondents these were documented as 

empathy, fear, ambiguity, etc., which are discussed further in this section)

To start with, the findings from the interviews undertaken with the MR respondents 

indicate that affection has a significant role to play in MR respondents’ control 

beliefs and the way MR respondents judge the morality o f marketing research 

practices. For example, when RNT 5 was asked about an ethical dilemma regarding 

respondents’ safety in the case o f the neuromarketing study scenario, the interviewee 

commented “I f  I'm there a lrea d y  in the tube o r  in the scan  I  w o u ld  p ro b a b ly  try  to 

m anage to g e t  th ro u g h ...I  d o n ’t think I  w o u ld  w ith d ra w ...b u t it a ll  depen ds on how  

b a d  I  w o u ld  f e e l  to be  honest, I  c a n ’t be  su re  now  ”. Similarly RNT 9 admitted that “it 

does d ep en d  on m y m o o d  on the p a r ticu la r  d a y  i f  I  have d e c id e d  to  p a r tic ip a te ’'’ when 

asked to respond to the neuromarketing study scenario that presented a respondent 

who was experiencing high levels o f stress. In addition, most o f the interviewees 

verbally expressed a relatively strong perceived control over their volitional actions 

(i.e. participate or not in specific marketing research study). No matter the expressed 

perceived control, there was not much evidence o f explicit reasoning (i.e. cognitive 

reasoning).

Whether the individual can make a decision based on self-interest and preferences in 

the long and the short term also depends on their intelligence (cognition) and ethical 

imagination, as well as their emotional state. As a result, this can lead to
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contradictive perceptions over control beliefs and perceived power over actions on 

ethical considerations. For example RNT 3 firmly stated “/  w o u ld n 7 w an t to  take  

p a r t  in som eth ing  th a t w a sn 't in line w ith  m y own eth ica l th in k in g ...a n d  1 w o u ld n ’t 

com prom ise  those p o s itio n s  in o rd er to  take p a r t”, while later on during the 

interview the same interviewee stated “7 d o n 't think that dec ision s like this [ ta k e  p a r t  

in m arketing research  s tu d ies] a re  en tire ly  m ade b y  ou rselves a n d  ou r ow n beliefs, 

becau se — w ell, I  think those decisions co u ld  be  in fluenced b y  m any things. So, f o r  

e x a m p le ,-  yo u  m ight f e e l  in tim ida ted  by  the p e rso n  [th e  M R research er], o r  

som eth in g  yo u  m ight not f e e l  tha t yo u  can refuse, o r  even the w ea th er in re la tion  to  

y o u r  m o o d  I  think”. Therefore, intuitively driven counter-attitudinal behavioural 

intentions (i.e. behavioural intentions that are not in line with the attitudes expressed 

or with the ethical judgements made) are a matter of implicit cognitive biases, 

documented through disengagement between ethical judgements and behavioural 

intentions.

There were two types o f cognitive biases documented in the responses o f the MR 

respondents. The first type can distort the insight of the origins of people’s mental 

states and is widely known in the literature as introspection illusions (Pronin, 2009; 

White, 1988; Aronson, Wilson, Akert & Ferh, 2002), thus a cognitive bias linked to 

the moral character through private self perceptions. The second type o f bias is 

practiced when individuals answer questions or behave in a manner that will be 

viewed favourably by others; this type o f bias is known as socially desirable 

responding/behaving, thus linked to the social setting and the normative social 

influences, thus a cognitive bias linked to the public self perceptions and the power 

dynamics o f the social setting (c.f. Keltner et al , 2008). Both types of biases were 

found to be particularly evident in perceived uncertain situations for the MR
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respondents. For instance, RNT 10 stated “I f  I  w ere  in A n n a ’s  p o s itio n  [th e  

im aginary p e rso n  w ho expresses high levels o f  s tre ss  during  a  m arketing research  

stu dy  a n d fa c e s  the d ilem m a to w ith draw  o r  to  keep  qu ite], p h ew , I  d o n ’t  know  w h a t I  

m ight do, m aybe p o lite ly  a sk  to take a  break, o r  keep  quiet, f in ish  a n d  go, I  d o n ’t  

know  honestly”. Moreover, these types of biases were found to be the by-products of 

affective reasoning over perceived control beliefs, towards an action in EDM in the 

examined marketing research techniques (i.e. neuromarketing and autoethnography), 

as matter o f perceived uncertainty. In turn, these types o f biases, when present, 

puzzle the rational reasoning (i.e. motivations and cognition) (Stanovich & West, 

2008; West, Toplak & Stanovich, 2008) and generated distortion over ethical 

judgements, “it m igh t be  ethical, it  m igh t n o t” (RNT 10), and actions’ perceived 

consequences by impeding the level o f ethical imagination. For example, RNT 10 

stated, “7 can see  som e im m edia te effects, bu t n o t rea lly  know  w h a t can have in the  

long  term ” when reflected in the case of neuromarketing as a technique for marketing 

research. This is turn, had an adverse effect on the control beliefs o f the MR 

respondents (Figure 31).
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Figure 31: Perceived behavioural controls (PBC) insight and their link towards 
ethical judgements (EJ) and behavioural intentions (BI).

Therefore, regardless of the fact that MR respondents’ decision to participate appears 

to come with a great deal of control, the perceived uncertainty of the consequences, 

which is subject to ethical imagination and ethical sensitivity, can distort MR 

respondents’ control beliefs over participating in the examined marketing research 

scenarios. When the MR respondent feels confident and does not perceive any form 

of uncertainty, he/she engages in high levels ethical imagination, while strong 

perceived control and power are present. For example, where there was no indication 

of any cognitive bias, cognitive reasoning towards ethical judgements was the tool to 

envision consequences as a matter of high ethical imagination. RNT 6 explicitly 

stated “the brain  scan, it k ind  o f  m akes yo u  w o rry  a b o u t the fu tu re: w ill  I  have som e  

chip  im p lan ted  in m y brain  o r som ew h ere  a n d  scann ing things. I t ’s k in d  o f  a  sc i-fi 

scen ario  On the other hand, when the MR respondents were not sure, and thus not 

confident, about a marketing research technique their responses were rather intuitive,
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with lower levels of moral imagination and high levels nf i . . .5 icveis ot ethical sensitivity. Thus

their responses were subject to cognitive biases.

Based on the above findings it is argued that perceived behavioural controls over

participating or not in marketing research study, in the case o f  MR respondents,

derive from the interaction o f cognitive and affective reason;™- etu n in g , tor example, as

documented by the level of moral imagination o f consequences and level of 

cognitive biases (Figure 32). This is in line with a study conducted by Harenski, 

Antonenko, Share and Kiehl (2010), while it is in contrast to the TPB The TPB 

overemphasises on the motivational factors (i.e. attitudes, subjective norms and 

perceived behavioural control) that drive behavioural intentions as a matter of 

volition and cognition, by overlooking the affective dimensions o f such motivational 

factors. In MR respondents’ EDM, this is not the case, since behaviour intentions are 

a product o f the conscious and a by-product o f the unconscious brain (Libet, 1985; 

Monin, Pirazzo & Beer, 2007) and therefore emotions, cognition, motivation and 

volition (i.e. the four main psychological human functions) appear to interact in 

rather complex manners.
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Figure 32: The impact of the interaction of affective and rational reasoning in 
the formation of perceived behavioural controls (PBC), ethical judgments (EJ) 

and behavioural intentions (BI) in the presence of uncertainty.

In addition, recent neuroscientific studies on volition, free will and ethical behaviour 

indicate that cognition mostly serves to cancel actions initiated by the affective 

processings, as a matter of ethical responsibility (Holton, 2009; Soon, Brass, Heinze 

& Haynes, 2008; Haggard, 2011; Schwartz & Begley, 2002), indicating a 

predominantly linear influence o f cognitive reasoning towards the affectively-driven 

behaviour as a matter of the individual’s ethical responsibility. In contrast to that, the 

present study appreciates that there is interaction, not linearity, between affective and 

cognitive reasoning in EDM, as it has been found that in the case o f MR 

respondents’ ethical responsibility was ‘diffused’ among different moral agents in 

cases o f perceived uncertainty. Therefore, not only cognitive reasoning can cancel 

out affective reasoning as a matter of responsibility, but also affective reasoning can
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diminish cognitive reasoning as a matter of blame. In particular, the MR respondents 

‘handed over’ ethical responsibility to other MR respondents (e.g. RNT 3 “The on ly  

w a y to con tro l th a t is by  not consenting. I f  som e p e o p le  ch oose  to consen t th a t’s their  

decision , isn 't it?  B ut their decision  co u ld  influence m e in the fu tu re , c o u ld n ’t  it?  

B ecau se as a  consum er, w h at the com pan y learns fro m  o th er p e o p le  c o u ld  be  u sed  to  

m anipu late m e a n d  m y buying habits in the fu tu re , regard less o f  w h ether I  con sen ted  

in the research  study") as well as to the MR researchers (e.g. RNT 5 “ They [th e  

resea rch ers] have to  re sp ec t the indiv idual ). Therefore, in the case of the MR 

respondents, cognition cannot always directly modify the affectively driven 

reasoning. This is partially due to the MR respondents’ fear of not having the control 

over being harmed in uncertain situations due to the power dynamics o f the context, 

and partially due to MR respondents’ tendency to diffuse ethical responsibility onto 

other salient (to them) referent groups. The MR respondents support that ethical 

responsibility is not a matter for them solely, but it is a matter of other moral agents 

in conjunction with them, discounting in this way the influence o f cognitive 

reasoning on affective reasoning. Therefore, it is suggested that both cognitive and 

affective reasoning generate the perceptions to power and control in an 

interdependent way. As a result, their interdependence is responsible for the 

formulation of the perceived behavioural controls (PBC) in relation to the ethical 

judgements made and behavioural intentions o f the MR respondents towards 

participating, or not, in given marketing research scenarios.

The role of affective reasoning (i.e. intuition and emotions) in ethical judgements 

becomes even more evident when there is uncertainty in the consequences, as a 

matter o f lack of cognitive reasoning and moral imagination (thus increased moral 

intuition). RNT 4 illustrated this by saying "So the f i r s t  one the health  w o rries  a  b it
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because I'm not certa in  unless I've rea lly  been in form ed a b o u t w h at the 

consequences o f  this brain  scan  is. I  d o n ’t  know  w h a t w o u ld  happen. F o r this f i r s t  

one f o r  me, no, brain  scanning I  don  7 like it”, while RNT 5 stated “/  m ight be  

wrong, there m ight be  som eth ing I  don  7 know  a b o u t th a t they can s ti l l  tam per la ter  

on w ith  m e bu t I  sim p ly  see  they're try in g  to  know  as much as p o s s ib le  a b o u t m e so  

they can p o s itio n  things w e ll I  guess'". Figure 33 summarises the above.

Figure 33: The role of emotions and cognition in the formulation of control 
beliefs (PBC) that interact with ethical beliefs (EJ).

Bl

Next, the role o f past behaviour and experiences on MR respondents’ EDM is 

presented.

7.3.2 Past behaviour - The prototype and personal past experiences

The next finding from the in-depth interviews conducted with the MR respondents is 

the importance o f past behaviour and personal experiences in shaping respondents’ 

EDM in marketing research. Regardless o f the fact that the influence of past 

behaviours on present and future behaviours has extensively been discussed, still the
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role o f past behaviour is questionable in relation to actual behaviours (Sommer,

2011). The core argument is whether past behaviour should or should not be 

considered as an additional construct o f behavioural intentions (Ouellette & Wood 

(1998); Ajzen (1991) respectively).

In the present study, past behaviour have been identified as playing a role in the 

context of EDM in marketing research, from the MR respondents’ perspective. The 

starting point in presenting the findings in relation to the role of past behaviour in 

EDM is the clarification about what past behaviour means in the context o f the 

present study, for the MR respondents. In order to better understand the role o f past 

behaviour, it needs to be compartmentalised into a) past behaviours relevant to the 

situation (i.e. prototype) and b) personal experiences discrete to the context that 

trigger memories which the MR respondents link to the situation in question.

To start with, initially it has been presented the background information on the MR 

respondents’ moral character in terms o f their ideologies and ethical predispositions, 

highlighting that they pursue a relatively individualistic egocentric ideology when it 

comes to their participation in marketing research (Please see section 7.1). It has 

already also been highlighted that MR respondents show preference for utilitarian 

ethical inclinations driven by the happiness and reciprocity principles. These become 

particularly interesting in cases where past behaviours and the consequences they 

brought about meet, for example RNT 8 stated that a fter p a r tic ip a tin g  it this R. 

[b evera g e  com pan y] experim en t I  w o u ld n ’t  do  it again, I  f e l t  b o re d  a n d  

m an ipu la ted’'. This indicates that the consequences brought about by past behaviours 

in the same setting, have an influence on the behavioural intentions of future 

behaviours as a matter of the ethical principles MR respondents pursue and the 

ideologies their hold. In addition, another interviewee stated, “/  w o u ld  w ithdraw . I
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w o u ld n 't f e e l  em b a rra ssed  a bou t asking to w ith d ra w  i f  I  w as Anna. I v e  experien ced  

on ce in m y life w hen I  w a s abou t 16, 17, a  situation  w h ere  I  f e l t  unable to  w ith draw  

fro m  som eth in g  becau se it h a d  g o n e  on. A fter that experien ce I  think I  v o w e d  never  

to  p u t  m yse lf  in th a t situ a tion  again  a n d  I'll te ll y o u  w h a t it was. I  did, I  f e l t  abused, 1 

rea lly  d id  f e e l  like -  I  f e l t  qu ite  k ind  o f  s o r d id  a fterw ards a n d  I  though t th a t is never  

happening to m e ever  again  ’ (RNT 1). Therefore, MR respondents’ experiences o f 

same ethical issues as the one stated in the scenario given to them influence their 

behavioural intentions directly regardless of the research setting. This then generates 

both positive or negative affections and attitudes due to the positive or negative 

consequences recalled. In situations like this, their behavioural intentions were 

identified to be consistent to their ethical judgements, which are formulated on an 

experiential ground and are driven through instrumental conditioning. Instrumental 

conditioning is a type o f learning in which an individual’s behaviour is modified by 

its past prototype behaviours and their consequences (Miltenberger, 2008). 

Instrumental conditioning is particularly important in understanding EDM in 

marketing research from the MR respondents’ perspective, as it states that a past 

behaviour that was initiated spontaneously and implicitly driven (rather than a 

response to a prior stimulus) can reinforce or inhibit recurrence o f that prototype 

behaviour based on the consequences brought about (Ibid). This can be particularly 

reinforced when pursuing a preference utilitarian ethical ideology; as in the case of 

MR respondents. Figure 34 summarises the above.
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Figure 34: The role of MR respondents' past behaviour in prototype situation in 
the formation of behavioural intentions (BI).

Along with the influence of past behaviour on the behavioural intentions in prototype 

situations, MR respondents’ personal experiences irrelevant to the context were also 

found to influence EDM in marketing research as part of the MR respondents’ 

private self-perceptions. Indicatively, RNT 1 stated “/  h ave been through a  lo t o f  

p a in  during  a ll m y ch ild h o o d  due to  a  m ed ica l condition  w ith  m y le g s .. .a  lo t o f  

p a in ...in  term s o f  scen ario  one (neurom arketing) I  think i t ’s  n o t an uncom m on  

m eth od  f o r  m ed ica l p u rp o ses  bu t I  w o u ld  be  unhappy a b o u t p a r tic ip a tin g  in a  

scen a rio  like th a t e sp ec ia lly  when it is f o r  n on-m edica l p u rp o ses  ...is  this a llo w ed ? " , 

while RNT 6 admitted “sin ce  m y ado lescen ce  I  h ave been  s c a re d  o f  sm a ll p la ces , so  

g e ttin g  through the brain  scan, I  w ouldn t do  it...th is  is g e ttin g  too  fa r . . .  I  am  

claustrophobic" \ Following the same line RNT 4 stated “/  don  t  like h o sp ita ls  a n d  

s tu f f . .1 try  to a v o id  it i f  p o s s ib le .. .so  no to  the bra in  scan  sc en a r io ...fo r  m e i t ’s 

m oving b eyo n d  research  in m arketing!". Furthermore, personal experiences 

unrelated to the marketing research setting, but applicable as a matter o f peoples’
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general experiences in life, are also drivers of control beliefs as derived from the 

quotes above.

Alongside this, both experiences in prototype situations and personal past 

experiences have a great impact on MR respondents’ behavioural controls. In the 

case of the past behaviour in same situation and context, control aspects evolve as a 

matter o f instrumental conditioning, while in the case of the general personal 

experience, control beliefs are part o f the MR respondents’ self-consciousness. Both 

cases provide evidence to support both Kidwell and Jewell’s (2008) findings, they 

stated “that past behaviour obviously moderates the influence of attitude and internal 

and external control on intention” (p. 1162), and Wong and Mullan’s (2009) 

conclusion that “past behaviour may be better viewed as a control variable” (p. 499) 

(Figure 35).

Figure 35: The role of past experiences towards ethical judgments and 
perceived behavioural controls.
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In order to summarise the findings o f Study 2 in terms o f the formulation of MR 

respondents’ judgements of the ethical hypostasis of different marketing research 

techniques; the different components o f their ethical judgements are accumulated in 

Figure 36.

Figure 36: The components of MR respondents’ ethical judgments in marketing
research.

The instrumental and the experiential aspects are the cognitive-driven dimension of 

ethical judgements, while ego-defensive and value-based aspects are affective-driven 

dimension of MR respondents’ ethical judgements formulation.

Lastly, based on the Common Coding Theory, attitude (i.e. ethical judgements in the 

case o f EDM) is a means to action and action is a means to attitude formulation 

(Prinz, 1984; Sperry, 1952; Prinz, 1997; Jackson & Decety, 2004; Dijksterhuis & 

Bargh, 2001;Hommel, Musseler, Aschersleben, & Prinz, 2001). Adhering to this 

theory, people’s past experiences/actions (both prototype and unrelated ones) can 

generate ethical judgments towards present and future actions, while present actions 

activate ethical judgements towards future actions. For example RNT 5 responded in
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one of the scenarios as such “/  h ave this im pression  that his p rev io u s  experience w as  

n ot good , he w as uncom fortable m aybe in the p rev io u s  time, th a t’s  w h y he m ight 

d ec id e  n o t to  p a r tic ip a te”. Therefore, MR respondents’ past behaviour plays a 

significant role in their present ethical judgement formulations (i.e. attitudes 

expressed based on perceptions), and ultimately in the expression of present 

behavioural intentions (RNT 1 ‘‘‘‘B ecause o f  m y p a s t  experience I  w o u ld  h ave no 

qualm s sa y in g  to you , i f  I f e l t  uncom fortable, look, I  am  ou t o f  i f ’).

In turn, drawing from this study, MR respondents’ decisions to participate in the 

present study (present action) might generate particular perceptions towards their 

future ethical judgements in relation to marketing research practices in prototype 

situations. This is particularly important as it justifies the present study’s findings, 

that EDM is not a one-way sequential linear process, but a rather complex and multi

directional process, as it is a product o f cognition and motivation, as well as affection 

(RNT 5 “/  have this im pression"). In particular, affective influences are intensified 

when the individual has no experience o f the exact situation in question, but of 

something unrelated for which they have created codes, and therefore uses intuition 

to assist their reasoning in the current situation.

To conclude, the role o f past behaviour has widely been highlighted in terms of 

influencing present behaviours and predicting future behaviours (Juliusson, Karlsson, 

& Garling, 2005; Abraham & Sheeran, 2003; Sagi & Friedland, 2007) and has 

generated numerous debates between the developer of the TPB and other researchers 

into its relation to behavioural intentions (Sommer, 2011). Past experience has been 

found to be a particularly influential factor on EDM in purely scientific contexts (e.g. 

health sciences) (Mumford et al, 2009). The interview findings of the present study 

support this in regards to the MR respondents’ ethical judgements and control

254



beliefs. Thus in cases such as neuromarketing, past behaviour is of substantial 

importance in the formulation of ethical judgements for the MR respondents, as well 

as for the MR researchers as it has been highlighted in the previous chapter (Chapter 

6). Having deconstructed the formulation of the judgements MR respondents make in 

ethical concerns in marketing research, to follow are the findings with regards to the 

role of the social influences in MR respondents EDM. The next section elaborates on

this.

7.3.3 Subjective norms -  The two-dimensional influence

From the interviews conducted, it has been found that social influences have a two- 

dimensional effect upon MR respondents’ ethical judgements. The social influences 

in the case of the MR respondents are both ‘horizontal’ (individuals similar to them, 

i.e. family and peers) and ‘vertical’ (individuals of great power and knowledge, i.e. 

the researchers) (terms adopted from Cialdini, 2001). In the case o f the horizontal 

social influence, there is no perceived asymmetric information, while there is 

perceived equal power. On the contrary, in the case o f the vertical social influences, 

there is asymmetric information in regards to the matter of special knowledge 

leading to an imbalance in perceived power and authority between the MR 

respondent and the MR researcher.

These two types o f social influence have different junctions in EDM in marketing 

research as captured in the responses o f the interviewed MR respondents when 

confronted with the scenarios of neuromarketing and autoethnography. In particular, 

the MR respondents tend to express behavioural intentions in compliance with those 

social groups that they perceive to have the same power and knowledge (e.g. family 

and peers). RNT 10 stated “i f  m y p a r tn er  d o es it I  w ill do  it as w e lV \ while RNT 3
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said “it seem s to  m e th a t in the scen arios A nna a n d  B ob a re  p artn ers, s in ce  B ob  has 

p a r tic ip a te d  in the p a s t  is m ore p ro n e  to do  so  again, this p e rh a p s  w ill affect A n n a ’s 

decision  as well". Following the same line, RNT4 said “i f  I  s e e  th a t o th er p e o p le  a re  

fee lin g , som eth ing  that o th er p e o p le  a re  doing, yo u  ten d  f e e l  that, okay, e v e r y b o d y ’s 

d o in g  it a n d  this is p ro b a b ly  som eth ing  th a t’s good . I f  yo u  se e  som eth in g  a n d  n obody  

is g o in g  to do  it yo u  d o n ’t w an t to be  the first" .

Considering the above, MR respondents’ behavioural intentions are in line with 

influential social influences applied horizontally, rather than vertically. At the same 

time, the behaviours of social groups such as peers and family, can moderate the MR 

respondents’ ethical judgements accordingly. Therefore, MR respondents can make 

an ethical judgement about a particular study or technique, but they can then adjust 

their ethical judgements in accordance with the behaviour o f their partner or friend, 

for example, “as a  m atter o f  a  p e rso n a l learn in g  p r o c e s s” (RNT 5) to enhance their 

self-confidence, and pursue greater control and power over practicing a behaviour. 

This will then have implications in terms of whether their future behaviour will be 

reinforced or inhibited in similar situations.

Therefore, social influences deriving from peers have a direct impact on MR 

respondents’ behavioural intentions and are subject to heuristics40, by overcoming 

any ethical considerations, while they may act as moderators on ethical judgements 

as a function of perceived control and power. Moreover, horizontal social behaviours 

can act as a way for the respondents to justify their behaviours, RNT 8 stated that 

“others s to p p e d  by to take p a r t  in the R. experim ent, so  I  though it m ust b e  okay f o r  

m e to do  it as well". Therefore, something that is accepted and performed by their

40Mental shortcuts to ease the cognitive load of making a decision. Examples of this method include 
using an intuitive judgment, stereotyping, or common sense (Gigerenzer ,1991; Kahnemen, Tversky 
& Slovic, 1982; Gigerenzer & Gaissmaier, 2011; Epstein, Pacini, Denes-Raj & Heier, 1996).
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peers, and others o f perceived similar power (i.e. horizontal social influences), acts 

as a social proof for the MR respondents’ behavioural intentions, and ultimately 

assists them to overcome any ethical dilemmas, RNT 8 asked ‘Wow, w as it e th ica lly  

righ t to p a y  each respon den t £5?  M aybe  not!” . This is particularly noticeable when 

there is high uncertainty about the perceived outcome or the consequences.

On the contrary, social influences from vertical tactics (i.e. MR researchers) can have 

a direct influence on respondents’ ethical judgements, for example RNT 9 revealed 

that “I f  there is som eth ing suspicious a bou t the resea rch er a n d  the w a y  he/she  

approach es me, then it can  7 f e e l  the m ost e th ica l research  in the w orld, can it?  In 

particular, MR respondents’ might judge MR researchers’ behaviour as unethical in 

relation to a particular situation, but if they are given the appropriate incentives or 

pressure (in a form of obligation for instance), they are willing to participate in the 

situation (a behavioural intention that is inconsistent with their original ethical 

judgement). For example, RNT 8 admitted that when asked to participate in a market 

research survey, she found the researcher “rea lly , rea lly  p u s h y ” and the research 

purpose “du bious”. This indicates a direct influence on the ethical judgement due to 

the influence of the social group in higher perceived power and of greater knowledge 

in a given situation. While the same MR respondent continued by admitting that she 

eventually accepted to participate in the aforementioned study due to “a  fin a n c ia l  

incen tive” and the fact that she was “w ith  a  f r ie n d ” who also accepted to do so (i.e. 

the direct influence of peer influences on behaviours as a matter of perceived social 

approval). In the same line RNT 4 confessed, “even i f  I  f e e l  som eh ow  a bou t this 

d ia ry  m obile  research , i t ’s  okay as long  as th ey w ill  g iv e  m e a  m obile  p h o n e  th a t I  

have n ever u sed  before a n d  I  am  rea lly  in te res ted  in having  it”. Therefore, the initial 

intuitive ethical judgement derived from the research setting and its practitioners is
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inconsistent to the behavioural intention as long as the reciprocity principle is 

fulfilled. This is a matter of neutralisations (deriving from their preference utilitarian 

ideology) that MR respondents incorporate in their EDM in cases like this, in order 

to fulfil their self-interests and preferences. To reiterate that neutralisation is a 

psychological technique for people to turn off ‘inner protests’ when they do, or are 

about to do something they themselves perceive as wrong (Siegal, 2005).

Furthermore, vertical social influences play a significant role in terms of how the MR 

respondents want to be seen by people o f perceived higher power and greater 

knowledge as a matter o f public self-consciousness and socially desirable behaving 

through empathy. This at the same time enhances the MR respondents’ perceived 

power over the MR researcher. For example, RNT 4 revealed that “i f  yo u 're  m oving  

on the s tree t a n d  so m eb o d y  is d o in g  so m e k in d  o f  a  cam paign  a b o u t som e p o o r  

p e o p le  in som e country, a n d  som etim es yo u  w a n t to  sh ow  that yo u  sym pa th ise  with  

the situation . So y o u  do  th a t o u t o f  sym pa th y  so  th a t o th er p e o p le  sh o u ld  n o t look  a t  

yo u  like yo u  d o n ’t ca re  a b o u t it, th a t k in d  o f  p ressu re . The p e o p le  do  n o t think yo u  

a re  a  b a d  p e rso n ”. Similarly, RNT 9 admitted, “even though the resea rch er w as  

pu sh in g  m e to  p a rtic ip a te , sh e  w as qu ite  nice, a n d  sh e  se em e d  that sh e  n eed ed  m y  

help, I  f e l t  tha t I  h a d  to help  her". Based on Forsyth and Boyle (2010) a situation like 

this can act as a behavioural control, as the respondents pursue more control over the 

situation driven by instinctive social responsibility towards offering help as a matter 

empathising with other individuals (the MR researcher in this case). Moreover, the 

inner need of the MR respondents to be accepted as important and highly obliged 

when confronted by vertical social influence reinforces the control beliefs over their 

behaviour as a matter o f affective reasoning towards social conformity needs, thus 

matching attitudes, beliefs, and even behaviours to group norms (Cialldini &

258



Goldstein, 2004). Therefore, vertical social influences towards MR respondents 

EDM are of a normative nature. At this point, the implications for the MR 

researchers is that they should be aware that MR respondents often feel obliged, 

pressurised, as well as empathetic towards wanting to help.

To sum up, it has been made clear that social influences play both an influential (for 

social proof in regards to horizontal social influences compliance) and a moderating, 

rather controlling (towards conformity from vertical social norms) role (instead of a 

solely influential one). This is conceptualised as a close relationship between 

perceived behavioural control and MR respondents’ ethical judgements (i.e. attitudes 

in ethical concerns). Interestingly it has been found that there is a distinction between 

the social influences on MR respondents’ EDM in marketing research. The 

distinction came from the differences in the type of perceived importance o f the 

people who are salient and close to them (i.e. friends, family, and partners) (with 

reference to Cialdini (2001) study on persuasion and peer influences), versus the type 

of importance of other agents who directly interact with them in the marketing 

research, and who are perceived to be of higher power and greater knowledge (i.e. 

MR researchers). These two salient referent others add a two-dimensional role to the 

subjective norms (SN) (under the TPB terminology) of behavioural intentions; the 

horizontal social norms (HSN) for social proof and the vertical social norms (VSN) 

for social conformity, and thus differently affect their affective and cognitive 

reasoning in ethical considerations. In particular, horizontal social influences are 

more prone to affective processing, while the vertical social influences are subject to 

cognitive reasoning. In addition, the findings presented above illustrate the overall, 

social influences that can be theorised as having a dual function in EDM in
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marketing research (unlike the ‘Importance o f Stakeholders’ construct in the H-V 

model suggests). Figure 37 summarises the key points o f this section.

Figure 37: The two-dimensional nature of social influences in MR respondents’
EDM in marketing research.

To reiterate, the role o f social influences’ impact on EDM has not remained 

unresearched. On the contrary, numerous studies (i.e. Krasnovsky & Lane, 1998; 

Babin & Griffin, 1995; Zey-Ferrell, 1979) have investigated the role o f social 

influences on ethical judgements. In addition to this, other studies have pointed to the 

fact that the investigation of purely individual elements, such as individual’s 

attitudes, is a poor theorisation of ethical behaviour (i.e. Cobb-Walgren et al., 1995; 

Shaw & Clarke 1999). Therefore, the focus has been upon the social influences of 

EDM. Moreover, a clear distinction about the role o f different groups of important 

others, has not been found in the literature, in terms of how they might influence 

EDM. However, a more detailed picture on the nature and the impact o f social 

influences in EDM in marketing research has been presented above as documented in 

the interviews conducted for the purpose o f the present study.
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7 .4  H in d erin g  fa cto rs  in  MR r e sp o n d e n ts ’ EDM

The present study utilised two marketing research techniques (i.e. neuromarketing 

and autoethnography) in a scenario format. The first scenario presented a study that 

utilised brain scanning in order to identify the most attractive magazine cover. The 

second scenario described a research study that offered a mobile phone to the 

participants for a month and asked them to document their experiences in relation to 

the mobile phone’s brand. Both techniques were presented with and without the 

presence o f ethical dilemmas. When the interviewees o f the present study were 

confronted with these scenarios, a number o f hindering factors towards their ethical 

judgements, and, ultimately, their behavioural intentions, were enumerated. 

Therefore, it is argued that, from the MR respondents’ perspective, the existence of 

ethical judgement and behavioural intention inconsistencies in marketing research 

are also subject to hindering factors.

The findings from the interviews indicate that “lon g  research  tim efra m e”, 

“inappropria te  research  se ttin g  a n d  environm ent im posing  risks ”, “high com m itm en t 

r e q u ire d ” and “inadequate o r  su sp ic iou s in cen tives” de-motivated the MR 

respondents to participate in marketing research studies that utilised any o f the above 

technique (i.e. behavioural intentions). At the same time these hindering factors had 

an impact on their ethical judgements as a matter o f violating the happiness and 

reciprocity principles, impeding perceived behavioural controls and questioning MR 

researchers’ ethical responsibility (i.e. vertical social norms). In particular, the long 

timeframe and high commitment level o f the diary study imposes sacrifices on the 

respondents. If the sacrifices are perceived to be greater than perceived benefits, then 

this in turn, has an impact on their utility perceptions and their self-interests, while it

261



violates the reciprocity principle. Indicatively, RNT 5 admitted that “i f  i t ’s taking ' 

much o f  m y tim e w ithout the a p p ro p ria te  incentive, then no thanks, the research  

m ight not be a p p ro p ria te  f o r  m e”, as the MR respondents was concerning with long 

research timeframe.

Moreover, a vague research setting and environment were also found to act as a 

hindering influence in MR respondents’ EDM, inflating ethical sensitivity towards a 

particular marketing research technique with ethical matters. For example, poor or 

incomplete information provided (e.g. RNT 7), unspecified, unjustified or ambiguous 

research purpose (e.g. RNT 3), suspicious, or incompatible to their preferences, 

incentives (e.g. RNT 4), as well as questionable safety measurements (e.g. RNT 6 

and RNT 1) have been found to have a hindering role in MR respondents’ EDM by 

triggering higher levels of ethical intensity. Thus intensifying ethical sensitivity of 

the MR respondents. RNT 5 stated “i f  I  d o n ’t tru st the p e rso n  that w an ts to conduct 

the research  o r the en tity  I  p ro b a b ly  w on't do  it. O ften w e  d o n ’t h ave rea lly  a  

know ledge a bou t their repu tation  in that re g a rd ” while RNT 3 said “w hen I'm a sk ed  

to  consen t to research  that is g o in g  to increase  the p ro fits  o f  a  com pan y then I'm not 

in terested  a t a ll” and continued “ yo u  have to  be in form ed o f  the p u rp o se  o f  the 

research”. Similarly, RNT 1 stressed “B ut it is the question  o f  the m a g a z in e ’s 

spon sorsh ip  that is p r im a rily  m y concern  there, how  that m igh t influence the w a y  in 

w hich the research  is se t up a n d  the ch o ice  o f  respondents. I t ’s a  b it like asking a  

c ig a re tte  com pan y to  do  the research  on lung cancer, there m ight be  som e issues 

there, I  d o n ’t know". Thus, in such cases it is easier for the MR respondents to make 

a decision towards refusing to participate.

In most of the interview responses, incomplete information and an ambiguous 

research purpose were found to have an impact on interviewees’ ethical judgements
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as a matter o f impeding their volition and increasing their ethical sensitivity. While 

the unsafe research environment imposes direct influences on MR respondents’ 

ethical judgements, highlighting the importance o f the no harm  principle. For 

example, RNT 10 stated “even i f  there is 1%  consequences th a t can harm  the health  

then it is very  stra igh tforw ard , is very  c lea r  to m e reg a rd in g  e th ica l matters'". In 

addition, suspicious, or incompatible to their preferences, incentives bring the 

research (context) and the MR researchers’ (vertical social influences) ethicality into 

question, which in term has a direct impact on MR respondents’ ethical judgements 

(as a matter of intensified ethical sensitivity), while not always being in accordance 

with their reported actual behaviours. For example, and in accordance with the 

above, inconsistencies between the ethical judgement and the actual behaviour is 

present in the answer o f RNT 8, who stated “they w ere  these o ld  lad ies asking  

respon den ts to s to p  a n d  p a r tic ip a te  in a  m arket research  survey. The f i r s t  th ing they  

s a id  w as this is the research  a n d  y o u  w ill  g e t  £ 5  f o r  y o u r  time. M o st o f  the p e o p le  

w ere  ac tu a lly  g e ttin g  in terested  becau se o f  the £5, w hich I  d o n ’t f in d  it appropria te . 

A n d  when I  w en t f o r  that research  I  sa w  a  lo t o f  p e o p le  w ho usually  y o u  se e  on the  

roads w ho a re  k in d  o f  hom eless" . Figure 38 summarises all the above.
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Figure 38: The role of hindering factors in MR respondents’ ethical judgements
(EJ) and control beliefs (PBC).

E th ica lr ty  j

For the MR researchers’ EDM the hindering factors in the MR respondents’ EDM 

are particularly important as they inflate the ethical intensity o f an issue, thus 

generate further ethical sensitivity, which in turn can constrain any dialogical and 

discursive interactions between the two moral agents. In addition, the hindering 

factors in the MR respondents’ EDM impacts on the MR respondents’ ethical 

judgements due higher ethical intensity and sensitivity, which in turn restrain them 

from participating due to their fear o f experiencing harm and engaging in an 

unethical practice (Figure 39). For the MR researchers this is a strong behavioural 

control as it impedes social consensus in marketing research.
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Figure 39: The role of hindering factors in the relation between ethical 
judgments (EJ) and perceived behavioural controls (PBC) of the MR

respondents.

The investigation of the MR respondents’ EDM has been conducted in order to 

consider how MR respondents’ perspectives contribute to the overall picture o f EDM 

in marketing research, through the impact o f MR respondents’ ethical judgements 

and behavioural intentions towards the MR researchers’ EDM. The next section 

summarises the conceptualisation deriving from the MR respondents’ sample (Study 

2) fitting into MR researchers’ EDM (Study 1).

7 .5  T he th e o r isa t io n s  an d  c o n c e p tu a lisa tio n s  d raw n

As a result o f the interviews conducted in Study 2, it has been found that EDM in 

marketing research can be described as a rather cognitive and affective (i.e. intuitive) 

process. In this process the role o f social influences over the MR respondents’ ethical 

judgements and behavioural intentions is not considered to be a matter o f social 

interaction or a social communication process. On the contrary, in Study 2, social 

influence is a means o f public and private self-consciousness adaptation and 

perceived behavioural control enhancement. The EDM o f the MR respondents is a
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matter o f abstractions, as ethical judgements and behavioural intentions were not 

found to always be in accordance, and their underpinning factors were 

interdependent. This was due to the presence o f both cognitive bias and affective 

influences (as scrutinised in sections 7.2.2, 7.3.1 and 7.3.3).

For the MR respondent to participate, or not, in a marketing research study is a 

decision that comes initially with great perceived control; however, social influences 

can discount perceived control when there is high uncertainty o f outcomes, 

particularly in terms o f vertical social influences (i.e. MR researchers) and 

asymmetric or incomplete information. This is particularly important in cases where 

the research team or firm is uncertain or inexperienced in particular techniques, then 

this inflates the MR respondents’ uncertainty over the consequences, and impacts 

upon the MR respondents ethical judgments, whilst generating cognitive biases (i.e. 

socially desirable responding). The MR respondents then hold that poor research 

results are not their responsibility, but the researchers’. Therefore, the respondents 

will ‘diffuse’ ethical responsibility bottom-up and generate a type of ‘ethical 

hazardous’ situation, distorting any ‘linearities’ in EDM and allowing space for 

neutralisations where the moral agents would deny responsibility (c.f. consumer 

ethics -  it is not my responsibility to stop shoplifter shoplifting (Muncy & Vitell, 

1992).

Ethical hazards arise because an individual (in this case the MR respondents) or 

institution does not take on board the full consequences and responsibilities o f their 

actions, and therefore has a tendency to act less carefully than it otherwise would, 

leaving another party to hold some responsibility for the consequences o f those 

actions, particularly when there is a case o f asymmetric information (Dembe & 

Boden, 2000; Holmstrom, 1979). Similarly, in the case o f other MR respondents’
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role in marketing research EDM (representing horizontal social influences) the 

interviewees ‘passed’ on other MR respondents ethical responsibility towards good 

marketing research practice. The prevailing perception was that ‘it is they (other MR  

respon den ts) w ho are  a lso  respon sib le  f o r  e th ica lity  in m arketin g  research  p ra c tic e '  

(RNT 10). This perception is similar to the ‘bystander effect’ phenomenon in social 

psychology, detailing the matter of ambiguity and uncertainty (Hudson & Bruckman, 

2004; Rutkowski, Gruder & Romer, 1983; Batson, Sager, Garst, Kang, Rubchinsky 

& Dawson, 1997; Koocher & Spiegel, 2010; Levine, Prosser, Evans &Reicher, 

1968). Bystander effect in this case represents a form of apathy and deflected blame 

when other people are also engaged in a situation that responsibilities o f an action 

have to be taken by moral agents. Generally, moral standards are adopted to serve as 

guides and deterrents for conduct in some form of internalised control. Thus people 

regulate their actions by the standards they apply to themselves and refrain from 

behaving in ways that violate their moral standards, thus they disconnect from 

situations that are not in line with their internalised moral standards and self- 

satisfaction and pass the responsibilities on other moral agents. Considering the 

above, the present study argues that:

MR respondents’ ethical judgements are formulated not only by the evaluation 

of consequences and by the principles they pursue; but also by an additional 

element, that of the ‘Perceived Diffused Responsibility’, as a tendency of 

selective ethical disengagement41 (Bandura, 2002; Bandura et al, 1996) triggered 

by social influences, both vertically and horizontally, along with the level of 

uncertainty.

41 When "people do not ordinarily engage in reprehensible conduct until they have justified to them
selves the rightness of their actions" (Bandura et al. 1996, p.365).
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Furthermore, it has been found that EDM in the case o f the MR respondents cannot 

be theorised or conceptualised as a linear sequential, one-way process, as different 

factors that influence ethical judgements interact with each other, and may even end 

up discounting one another. For example, both affective and cognitive processing 

and reasoning influenced behavioural intentions, while individual ethical ideologies 

impact on the affective reasoning (Forsyth & Boyle, 2010). Also, individual ethical 

ideologies can influence ethical judgements (Karande, Rao & Singhapakdi, 2002; 

Allison & Gediman, 2007), while affective reasoning can also have a direct link to 

ethical judgments (Badin & Babin, 1996). However, for example, highly 

individualistic individuals (i.e. egoists) might present high levels o f cognitive bias 

(i.e. introspect illusion) and therefore have distorted perceptions over their 

behavioural beliefs. In this case, their ideology will discount the consistency between 

ethical judgement and behavioural intention, and lead to discrepancies, as a matter of 

affective reasoning (i.e. intuition). For example, RNT 9 stated “f o r  m e it is ea sy  to  do  

it (d iary research), I  have a n sw ered  questionnaires on the street, y e s  I  w o u ld  do  

i t . . . .I f  I  f e e l  o verw h elm ed  du rin g  this m o n th ”, o f reporting experiences about the 

mobile phone brand as stated on the scenario given “b ecau se I  am  n o t in te res ted  on 

the p h o n e  given, then som eth ing  in n o t r ig h t... this is m y in itia l thought” RNT 9.

Additionally, the social influence has a dual function in the EDM of the MR 

respondents. Social influences act as an influential fa c to r  of ethical judgements and 

m o dera tor  o f behavioural intentions from vertical tactics (as a form of social 

conformity), and as an influential fa c to r  o f behavioural intentions and a m od era to r  of 

ethical judgements as a matter o f horizontal social influences (as a form of social 

proof). Therefore, social influences have a dual function in a two-dimensional arena. 

This derives from the fact that the interviewees distinguished the social influences to

268



be a matter of horizontal social influences coming from similar or others close to 

them, and vertical social influences coming from groups or individuals with greater 

perceived power and knowledge in marketing research. At the same time, the dual 

function of social influences serve the private and public self-perceptions of the 

respondents and can lead to ethical judgement-behavioural intention inconsistencies. 

This is a matter for moderation of ethical judgements in order to reach social proof 

through socially desirable responding/behaving towards their social self. In terms of 

the private self, ethical judgement compromises lead to judgement-behaviour 

inconsistencies (Ribeaud & Eisner, 2010) as a matter o f promoting self-interest and 

preferences or conforming to social norms (c.f. Pronin, Gilovich & Ross, 2004; 

Gilovich, Griffin & Kahneman, 2002). Likewise, this dual function also supports the 

finding from the review of the literature, concerning the direct impact of the social 

influences onto both the behavioural intentions and the ethical judgements. This also 

proves that the role of social influences has only partially been theorised by the 

‘General Theory of Marketing Ethics’ (i.e. the H-V model), which proposes that the 

social influences only indirectly affect the behavioural intentions, and the TPB which 

only proposes a direct relationship between the subjective norms construct and the 

behavioural intentions.

The next theorisation to be discussed is the role o f past behaviour on EDM, where it 

was found to operate differently when it comes to past experiences similar to the 

prototype behaviour and personal experiences that the MR respondents’ attached to 

the scenarios given to them. In both cases past experiences were a matter for control 

beliefs and ethical judgements formulation. In the case of the ‘prototype’ behaviour, 

respondents’ past experience has an impact on behavioural intentions as an 

attitudinal variable (i.e. ethical beliefs), deriving from instrumental conditioning,
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which then either inhibits or enhances control beliefs. On the contrary, MR 

respondents’ personal experiences are part o f their private self-formulation which 

impacts upon their control beliefs, which in turn frames their ethical judgements.

Finally, another fact that makes the theorisation and modelling o f EDM in marketing 

research highly complex in a modular setting is the existence o f hindering influences 

that can create shortcuts (i.e. heuristics and neutralisations) in EDM. Heuristics and 

neutralisations, together with any implicit cognitive biases (i.e. introspect illusion 

and socially desirable responding/behaving) can again create inconsistencies between 

judgements and intentions, due to the fact that ethical judgements are both influenced 

by affective and cognitive reasoning (Stack & Deutsch, 2004; Haidt, 2001) and 

therefore are very prone to fluctuations and behavioural biases. Figure 40 

summarises MR respondents’ behavioural intentions (BI) formulation as a matter of 

perceived diffused responsibility (PDR), their ethical judgements (EJ), the social 

influences (SN), and the perceived behavioural controls (PBC). In addition, figure 40 

depicts the formation of ethical judgements (EJ), as interacting with subjective norms 

considerations (SN), the perceived behavioural controls (PBC), while framed by the 

perceptions o f diffused responsibility (PDR). Ethical judgements are composed by 

ego-defensive elements that generate biases due to perceived asymmetric reciprocity 

(PAR) and ethical beliefs (EB), experiential elements (past behaviour), instrumental 

elements (PDR), and value-based elements (as part o f their moral character). Ethical 

judgment composition is also framed by the context-related elements (moral context) 

that frames their behavioural beliefs (BB) and can trigger hindering factors.
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Figure 40: MR respondents’ behavioural intentions formulation.

To summarise, the investigation of the MR respondents was carried out in order to 

fully understand the EDM process in marketing research, and thus record and 

document implications for MR researchers. The above figure (Figure 40) fits within 

the overall picture of EDM in marketing research through the impact o f the MR 

respondents’ behavioural intentions and ethical judgements over the MR researchers’ 

obligations (O) and responsibility (R), ethical judgements (EJ), social influences 

(SN), and perceived controls (PBC). The MR researchers’ behaviours feed back on 

the MR respondents’ future behavioural intentions through interdependent diffused 

responsibility (PDR) as a factor of MR researchers’ obligation. In line with 

Josephson (2014), it is stated that the moral obligations o f MR researchers is a 

prerequisite for the MR respondents to perceive collective responsibility, which in 

turn affects their behavioural intentions. Figure 41 depicts how MR respondents’
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EDM fits into MR researchers’ EDM in marketing research in the cases of 

neuromarketing and autoethnographic research scenarios examined.

Figure 41: EDM in marketing research between interdependent stakeholders; 
the MR respondents and the MR researchers.

7.6 Conclusion

This chapter presented and scrutinised EDM in marketing research by investigating 

the role o f the MR respondents’ ethical judgements and behavioural intentions 

formulation, concluding as to how this fits into the picture of EDM in marketing 

research. Understanding the MR respondents’ EDM provides normative implications 

for the MR researchers, while it paves the way for the marketing research industry to 

understand unethical practices as perceived from the point of view of the MR 

respondents. This chapter has framed the moral character of a moral agent when 

being researched (i.e. MR respondents), whilst it has outlined the different factors 

over which their behavioural intentions and ethical judgements are formulated. By
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utilising and deconstructing the TPB constructs, it is argued that the MR 

respondents’ decision to participate in marketing research studies comes with great 

control, although it is influenced by social and situational factors. It is also argued 

that an additional component labelled ‘Perceived Diffused Responsibility’ impacts 

on the formulation of the MR respondents’ behavioural intentions in the matters of 

uncontrolled harm experience, benefit maximisation and ethical disengagement, 

which are embraced by reciprocity and happiness principles. In summary, the 

respondents’ EDM in marketing research lies on the premise o f happiness and 

reciprocity from an individualistic social exchange approach. This then feeds into the 

MR researchers’ EDM as a set o f values and expectations based upon a shared 

discourse or set of interpersonal communications linked to their ethical obligations 

and responsibilities towards social consensus. In the following chapter the 

synthesised theorisations and discussion over the research findings presented above 

are elucidated.
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Chapter 8: Discussion of research findings
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8 .1  In trod u ction

This chapter synthesises the research findings o f the present study, by presenting a 

holistic picture of EDM in marketing research as captured by the perspectives of the 

MR researchers and the MR respondents as the interdependent moral agents in the 

same social context; marketing research. In addition, this chapter discusses and 

summarises the conceptualisations made by the findings o f the present study. Then 

the synthesised picture o f EDM in marketing research as a dynamic, rather 

functionalistic, modular dual process model is presented, while the remaining 

sections present the details identified for this conceptual model. Hence, EDM in 

marketing research adheres to principles of:

a) Social Learning (Bandura, 1977) - as a cognitive and behavioural type of 

socialisation in order to reach social proof and conformity,

b) Structural Functionalism (Parsons, 1937) -  as a framework o f theoretical 

conceptualisation to map social context, behavioural and personality trait 

contribution when conceptualising a socially bounded-process such as EDM,

c) Communicative Rationality (Habermas, 1981) -  when mapping those intuitively 

mastered rules for reaching an understanding and conducting argumentation,

d) Affect Theory o f Social Exchange (Lawler, 2001) - explaining how and when 

emotions, produced by social exchange, generate stronger or weaker ties to 

relations or groups.

e) Social Contract (Hobbes, 1651) -  to enhance the conceptualisation which states 

that peoples’ moral obligations and beliefs; thus ethical judgements, are 

dependent upon a contract or agreement among them to form the society in which 

they live or the social groups in which they interact with each other.
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While it is subject to behavioural, cognitive and affective biases, such as socially 

desirable responding, instrumental conditioning, introspect illusions and 

neutralisations when perceiving and assigning shared responsibility. The following 

sections elaborate on these further and complete the conceptualisation of EDM in 

marketing research when examined through the perspectives of two interdependent 

moral agents; the MR researcher and the MR respondent.

8 .2  Ethical d e c is io n  m a k in g  o f  in te r d e p e n d e n t  m ora l a g e n ts  -  A 
fu n c tio n a lis t ic  m o d u la r  a n d  d u a l-p ro cess  co n cep tu a l m o d e l.

A synthesised conceptual model has been developed based upon the findings from 

the two moral agents under investigation and presented in the previous two chapters. 

The proposed synthesised conceptual model depicts the interdependence, interaction 

and reflection of two moral agents’ EDMs within the same social setting: marketing 

research. The findings from the in-depth interviews conducted with both moral 

agents under investigation revealed a synthesised social function of interdependent 

individual socially-attributed behavioural intentions in the presence o f ethical 

dilemmas. The conceptual model presents the interrelation o f MR respondents’ and 

MR researchers’ behavioural intentions (BI) (red circles), and the conceptualisations 

of perceived behavioural controls (PBC), ethical judgements (EJ), social norms (SN), 

perceived diffused responsibility (PDR) (linking MR researchers’ and MR 

respondents’ Bis), and moral obligation as driven by cognitive and affective 

processes. Then, the holistic picture o f EDM is conceptualised and mapped against 

the relevant section of this thesis (Figure 42).
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Figure 42: A synthesised conceptual model of EDM in marketing research and
how it is mapped in this thesis.
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In more detail, the MR researchers’ behavioural intentions towards adopting a 

particular marketing research technique are extensively formulated based upon the 

ethical judgments they made (when considering their passive salient referent groups, 

in particular the MR respondents). This is in addition to their perceived behavioural 

controls (that can be attributed to a marketing research technique, such as research 

setting, commercial considerations etc.) and the direct impact of active salient 

referent groups (e.g. the Marketing Research Society) upon them, who in turn 

operate towards the protection of the passive referent groups. In particular, MR 

researchers’ EDM incorporates a social learning tendency triggered both through 

their interaction with their passive salient referent groups (i.e. MR respondents) and 

the guidance given by their active salient referent groups (i.e. MRS). Based on social 

learning approach to ethics, ethical behaviour is learned from the dynamics of the 

environment as process of observational learning and direct instructions (Bandura, 

1963; 1971; 1972; 1977). In the case o f the MR researchers this is evident as being 

documented through the role o f the social influences when they ethically evaluate 

and form their behavioural intentions in a social setting. In addition, no established 

linearity has been identified between their behavioural intentions, perceived 

behavioural controls and ethical judgements, due to the presence of both affective 

and cognitive reasoning, the characteristics o f their moral character and the 

uncertainty of the environment. Thus, the conceptualisations made are presented in a 

rather functionalistic and modular manner (not as a linear sequential process) that is 

founded in the behavioural intentions (BI) o f the perceived passive salient referent 

groups, the MR respondents. The functionalistic nature o f such conceptualisation 

represents EDM processing as a complex system whose parts work together to 

promote solidarity and stability, while the modularity derives from the fact that
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constructs of EDM processes can be disconnected and recombined in an dynamic 

manner given the situation and the context.

In addition, it was found that an examination of EDM on an individual-only level 

does not offer a holistic understanding o f the EDM phenomenon in marketing 

research; however, the investigation o f MR researchers and MR respondents 

accomplished this. In particular, a link between MR respondents’ behavioural 

intentions and the perceived vertical social norms (i.e. those of the MR researchers) 

through the MR respondents’ ethical judgements made on social norms (as a matter 

of social proof [horizontal social influence] and conformity [vertical social 

influence]) and the perceived diffused responsibility towards the moral obligations of 

the perceived vertical social influences has been evidenced, in a form of social 

exchange.

Social exchange approach to ethics is based on the predisposition of the moral 

agents’ engagement in social relationships formed by the use of a subjective cost- 

benefit analysis and the comparison o f alternatives (Zafirovski, 2005; McDonell, 

Strom-Gottfried, Burton, Yaffe, 2006; Emerson, 1976). In the case o f the MR 

respondents, EDM is grounded in a form of social exchange that is not purely 

rational, while it is subject to cognitive biases. Therefore, it is argued that ‘Affect 

Theory’ o f social exchange (i.e. Lawler, 1991; 2001) is more appropriate as a 

theoretical underpinning in the case o f the MR respondents. In particular, ‘Affect 

Theory’ o f social exchange complements social exchange theory by incorporating 

affective influences as being part of the exchange process. Formalised by Lawler 

(2001), the ‘Affect Theory’ examines the structural conditions o f exchange that 

produce emotions and feelings and then identifies how individuals attribute these
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emotions to different social units (exchange partners, groups, or networks) (Lawler 

1999; 2001).

Furthermore, both in the case of the MR researchers and MR respondents EDM it 

has been identified no established linearity between behavioural intentions, perceived 

behavioural controls and ethical judgements. This is due to the presence of both 

affective and cognitive reasoning, the elements o f their moral characters and the 

uncertainty o f the environment. Considering this, this conceptualisation is presented 

in a rather modular manner, rather than a linear sequential process. This is motioned 

by the MR researchers’ behavioural intentions that are influenced indirectly by the 

behaviours of the passive to them salient referent groups; the MR respondents. To 

sum up, the behavioural intentions and the ethical judgements of the MR respondents 

and the MR researchers are retrospective and interdependent, founded in cognitive 

and affective processings. The following section presents a detailed discussion of the 

theoretical conceptualisations made by the present study.

8 .3  T he MR r e se a r c h e r  an d  th e  MR r e sp o n d e n t  a s  in te r d e p e n d e n t  
m ora l ch a ra cters

The starting point for portraying MR researchers and MR respondents as moral 

agents in MR is the characteristics o f their moral character. In other words, the 

personality traits that underpin the way they ethically evaluate different marketing 

research techniques. The majority of the empirical and theoretical contributions to 

EDM in Marketing have been dominated by positivistic ethical traditions that focus 

on the behavioural description of the individual overlooking socio-demographics and 

personality characteristics (Narvaez, Gertz, Rest & Thomas, 1999; Schlegelmich and 

Oberseder, 2010; McRorie, Sneddon, Sevin, Bevacqua & Pelachaud, 2009) and
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cognitive-affective processes (Pylyshyn, 1999). Even though the aim of these 

contributions has been the description of ethical behaviour for future prediction, the 

ultimate reason for describing EDM is founded in the normative implications of 

EDM. A purely descriptive behavioural approach of EDM from an individual 

perspective in isolation is not believed to be sufficient for a detailed in-depth 

understanding of the phenomenon serving the above purpose (i.e. normative 

implications of EDM description). While the present study was initiated and 

theoretically informed by behavioural descriptive models of EDM, the individual 

characteristics of the moral character of the agents investigated were found to 

underpin EDM and in a way they interact in marketing research (i.e. a social setting). 

Alongside, cognitive and affective processes have also been documented. Thus, it is 

argued that to understand EDM, EDM has to be framed by the social setting in which 

it happens/it is about to happen and has to be understood through personality traits of 

the moral agents who interact. Alongside, the consideration of normative aspects is 

needed to elicit a holistic understanding of EDM in marketing research.

The present research indicated that personality characteristics of socially 

interdependent moral agents (such as ideology and personal values framing the moral 

character) are fundamental for an in-depth understanding of EDM in a given social 

setting. The evidence suggests that MR researchers and MR respondents are two 

interdependent moral agents in marketing research with rather complementary moral 

personality traits. In particular, the MR researchers were identified as holding either 

a progressive (pragmatic inclination) or traditional (idealistic inclination) research 

philosophy with predominantly utilitarian moral thinking. Progressive MR 

researchers are ideologically driven by a rationalism and subjectivism (i.e. 

pragmatists). They are influenced by stimulation (creativity and curiosity) and
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benevolent (preservation and enhancement o f welfare of people who they have 

frequent contact with) values representing an act-utilitarian approach in marketing 

research ethics. Traditional MR researchers were found to be holding an idealistic 

and absolutist research ideology. They are driven by universalism (appreciation, 

protection and understanding of the welfare of all people) and benevolent values 

representing a rule-utilitarian approach in marketing research ethics. Based on 

Steenhaut and Kenhove’s (2006) research, with both progressive and traditional MR 

researchers, self-transcendence, where an individual considers themselves as an 

in tegra l p a r t  o f  the universe  (Cloninger, Svrakic, & Przybeck, 1993), is the 

superordinate value. Progressive MR researchers have a clearer picture of their moral 

imagination, while with traditional MR researchers high moral intuition was evident. 

Thus, traditional MR researchers were more prone to affective reasoning in their 

ethical judgements. This revealed an absolutist manner towards their responsibilities 

and obligations. Traditional MR researchers, in uncertain situations, including 

situations they have no experience of, were more ethically sensitive than progressive 

MR researchers. Lack o f experience generally had an adverse effect on the moral 

imagination. As such, it acted as a negative reinforcement towards practising a 

research technique because of potential, but unknown, consequences.

In the case of the MR respondents, their ethical judgements are coloured by their 

egocentric ideology, driven by preference utilitarianism and grounded in happiness 

and reciprocity principles. This represents a degree o f relativism and conformity 

towards self-direction which places them somewhere in the middle of the ‘openness 

to change’ and ‘conservatism’ dimension o f Steenhaut and Kenhove’s (2006) 

categorisation of personal values. The moral character o f the MR respondents has 

also been identified as being framed by their self-perceptions (as defined by their
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private and public self in a social setting) which have an ethical dimension. In 

addition, both private and public self-perceptions have been identified as being 

linked to implicit cognitive biases (i.e. introspect illusion and socially desirable 

responding) that can confuse the ethical judgements of the MR respondents, based on 

how ethically sensitive they are and how they want to be seen by the MR researchers.

Having a clear picture o f the two moral agents’ personality traits and values, it is 

argued that, in both the case of the MR researcher and the MR respondents, they 

integrate a social and an ethical dimension into their personal value system. 

Considering this, the values they pursue are both externally-orientated and 

interpersonally focused. Thus, even if they have their distinctive characteristics they 

both appreciate showing respect towards others and their mutual interdependence. 

There is an underlining existence of a shared (or diffused) responsibility in the same 

social setting, marketing research, which in the case o f the MR respondents this 

originates from themselves. In the case o f the MR researchers this is originated from 

other salient referent groups in marketing research (both active and passive). 

Considering all the above, the next step in discussing the findings of the current 

research is to look at the role of the social influences in the EDM in marketing 

research for those interdependent moral agents in a collective manner. The following 

section elaborates on this.

8 .4  EDM a s  a r e su lt  o f  so c ia lisa t io n  -  T he c o m p le x ity  o f  in co rp o ra tin g  
so c ia l in ter a c tio n  an d  so c ia l r e f le c tio n  o f  th e  m o ra l so c ia l a g e n ts

After considering the findings from the two samples under investigation, it has been 

made clear that the social influences played a significant role in the formation of 

ethical judgements and behavioural intentions expressed. This resulted from both
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cognitive and affective processes (Sadler-Smith, 2015; Schaefer, Heinze, Rotte & 

Denke, 2013) augmenting the complexity o f the EDM in marketing research. Thus, 

social influences on the MR researchers’ EDM are conceptualised against the social 

influences on the MR respondents’ EDM. These are discussed in the next two 

sections, respectively.

8.4.1 Informational Social Influences and Social Consensus

The findings from the MR researchers’ sample indicate that their EDM processes are 

predominately governed by communicative rationality rather than purely rational or 

reasoned processes. Their ethical judgements are conducive to communal living, 

with particular emphasis on their MR respondents. Communicative rationality is one 

of the two key elements o f Habermas’ (1984) ‘Theory of Communicative Action’. 

According to the ‘Theory o f Communicative Action’, communicative rationality in 

social action is emancipative reasoning (i.e. affectively-driven) towards resolving 

mutual conflicts through the harmonisation of the agents’ plans o f actions (i.e. 

behavioural intentions) with their salient referent groups (Habermas, 1984; Huttunen 

& Heikkinen, 1998) reaching for a social consensus. Based on Kelman (1961), the 

above theory refers to one of the three processes under which social influences can 

operate; this is the internalisation o f social influences on behaviour. Internalisation 

based on Kelman (1961) occurs when the individual is prone to accept influences 

from other individuals or groups as the influence that is “inherently conducive to the 

maximisation of his values” (p.65) and when the individual views others as 

mediators (Thibaut & Strickland, 1956). Related to this, Deutsch and Gerard (1955) 

identified two types o f social influences, the informational and normative. 

Informational social influences are information offered by others as some evidence 

of reality, while normative social influences refer to the tendency to adapt to the
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expectations o f another individual or group (Ibid). In the case o f the MR 

researchers’ EDM, the social influences towards their ethical judgments and 

behavioural intentions were identified to be informational in nature, as a mean of 

gaining knowledge for current and future marketing research practices as a form of 

social consensus. Social consensus can be achieved through counselling as it is 

orientated towards others and holds that there is a general or widespread agreement 

among all members o f a particular society about norms, values, rules and regulations. 

In the case o f marketing research consensus is concerned with the maintenance or 

continuation o f social order in the given social setting within the wider society. In 

addition, social consensus serves as a sociological argument for marketing 

research status quo towards maintaining and changing, when needed, the existing 

social structures and values.

Furthermore, the findings from the interviews conducted with the MR researchers 

have indicated a rather communicative approach to their EDM, towards social 

consensus. This is substantially determined, in a multi-dimensional and multi-layered 

way, by the moral agents they perceived as important, In particular, the MR 

researchers’ ethical judgements were found to be formed around the potential impact 

of their practices over a particular salient, passive referent group: the MR 

respondents. This feeds directly into the behavioural intentions o f MR respondents. It 

was found that MR researchers’ obligation, duties and responsibilities towards the 

MR respondents are the fundamental innate moral values inherent to the ordinary 

language of the researcher’s ethical judgements. In addition, the MR researchers’ 

evaluation of the potential consequences has been documented as orientated in a 

form of act- or rule- utilitarianism towards passive salient referent groups (i.e. the 

MR respondents) always governed by the MR researchers’ moral obligations, duties
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and responsibilities. In addition, social influences from active salient referent groups 

(i.e. the MRS) serve as counselling and instruction in regards to the MR researchers’ 

behavioural intentions through the consideration of the passive salient referent 

groups. Thus the interaction of passive and active referent groups serves as an overall 

informational social influence towards the MR researchers’ EDM. As a result, the 

MR researchers’ EDM theorisation should not be approached as a socially isolated 

phenomenon, but rather as a socially interactive process of learning, where ethical 

judgements are innately made and orientated towards a collective agreement. The 

overall conceptualisation, however, is characterised by a high degree of complexity 

in order to try to reach a social consensus. In summary, the following is argued that:

MR researchers’ EDM is grounded in communicative rationality and the social 

influences on their EDM are theorised as an informational social influence 

towards their ethical judgments and their behavioural intentions aiming for 

social consensus, especially since passive salient moral agents in marketing 

research, such the MR respondent, consider MR researchers’ practices in their 

own EDM as a form of vertical social influence.

In order to highlight the importance of the above, it must be noted that informational 

social influences are influences regarding accepted information from another 

individual or party, so as to obtain knowledge about reality. In contrast to this, MR 

respondents consider social influences in a normative manner. The next section 

discusses the MR respondents’ social considerations in their EDM in marketing 

research respect.
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8.4.2 Reflection through normative social influences for social proof and 
conformity

Social influences on ethical judgements and behavioural intentions were also 

documented with MR respondents. In contrast to the social influences on the MR 

researchers’ EDM, the social influences on the MR respondents’ EDM were 

identified to have a normative social impact towards their ethical judgements and 

behavioural intentions. The social influences were framed is a form o f affective 

social exchange when looking for some form of social proof and social conformity 

To reiterate that the distinction between normative and informational social 

influences has been made by Deutsch and Gerard (1955) in regards to the nature of 

the social influences exhibited by buyers’ behaviour. In particular, normative social 

influences are influences towards being accepted by or being line with another 

individual’s or party’s behaviour (Ibid; Aronson, Wilson & Akert, 2005). Iri the case 

of the MR respondents’ EDM normative social influences were evident both in the 

case of their horizontal social practices (e.g. peers, family, friends) and the vertical 

social practices (i.e. in relation to the MR researcher) as a form conforming with the 

social influences from vertical practices and finding social proof by matching with 

the behaviours from horizontal social influences (peers, friends, family). In 

particular, normative social influences from horizontal social tactics (i.e. family 

member) are a matter o f social proof towards self perceptions. Bumkrant and 

Cousineau (1975) describe this as identification”. While normative social 

influences from vertical social tactics are a matter o f perceived rewards and costs, 

and a matter o f conformity. Conformity is the act o f matching attitudes, beliefs, and 

behaviours to group norms when individuals interact (Bumkrant & Cousineau, 1975; 

Cialdini & Goldstein, 2004; Aronson, Wilson & Akert, 2005). This tendency for the
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MR respondents to conform to normative social influences was identified to be 

linked to affective processing expressed in the form o f empathy, pressure, perceived 

diffused responsibility and perceived asymmetric reciprocity. As a result the MR 

respondents’ EDM is a rather reflective behaviour grounded in normative social 

influences (subjective norms). In summary, the following is argued:

MR respondents’ EDM is grounded in Affect Theory of social exchange and 

their social influences on EDM are theorised as a normative social influence to 

their ethical judgments and their behavioural intentions aiming for social proof 

from horizontal (to them) social norms and conformity towards vertical social 

norms (i.e. MR researchers).

Considering all the above, the conceptualisation and theorisation o f EDM in 

marketing research is characterised by a high degree o f complexity and multi

dimensional functionality when considering the role o f social impact in the process. 

What enhance this conceptualisation are the interaction and the interdependence of 

the key moral agents in marketing research and the fact that their EDM is not only 

rationally reasoned, but also emotionally driven. EDM in marketing research is 

subject to interaction, reflection, behavioural biases and affective processing (i.e 

socially desirable responding, empathy, perceived diffused responsibility, perceived 

asymmetric reciprocity, self-enhancement). In addition, EDM in marketing research 

is founded in social contract approaches to ethics. Figure 43 summarises all the 

above, in terms o f the social influences’ role in the EDM in MR. The next section 

presents the links and theoretical considerations o f the moral agents’ interdependent 

control beliefs in the marketing research EDM.
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Figure 43: The synthesised picture of the role of the social influences in the
EDM in marketing research.

Cognitive and Affective Reasoning

42

An important fact to consider at this point is that the MR researchers and the MR 

respondents interviewed for the purpose of this thesis neither talked to each other nor 

met each other and were interviewed separately. However, during the interview, as 

well as during the dialectics part o f the interview, they both put significance on each 

other’s importance in ethical decisions and practices. A high degree o f mutual 

respect and willingness for agreement towards the adaptation o f marketing research 

techniques was documented (c.f. Kruger & Gilovich, 2004).

8 .5  P e rce iv ed  b eh a v io u ra l co n tro ls , c o g n itiv e  b ia se s  a n d  e m o tio n a l  
co n stra in ts  in  EDM in  m a rk e tin g  r e sea rch

The investigation of control beliefs in EDM, both in the case o f the MR researchers 

and the MR respondents, has contributed substantially to an in-depth understanding 

of the moral agents’ interdependence o f EDM in marketing research. In particular, in 

the case of the MR researchers, the perceived behavioural controls were subject to 42

42 MR respondents are part of the passive stakeholders, thus represent this variable. MR researchers 
are part of the vertical social norms, thus represent this variable.
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their active salient referent groups’ considerations (as a matter of counselling), as 

well as to contextual considerations, in terms of experience of the methodology, the 

technique’s characteristics, commercial considerations, resources required, etc. These 

in turn, had an effect on their ethical judgements (i.e. attitudes generated in ethical 

matters) as a mean for social consensus. In turn, the ethical judgements made on 

rule-utilitarian beliefs impact on the perceived behavioural controls.

In the case of the MR respondents, their ethical judgements were blended with the 

control beliefs in the presence o f hindering factors that triggered further ethical 

sensitivity. This, in turn, brought into question the ethicality of a research technique 

and generated cognitive biases, emotional constraints and uncertainty, which then 

had an adverse effect upon how the MR respondents ethically judge a marketing 

research technique. This situation generated more perceived controls over 

participation in marketing research studies that adopt certain techniques. Alongside 

this, MR respondents’ past experiences have a great impact upon their behavioural 

controls, and thus intentions. In the case of the past behaviour in same situation and 

context, control beliefs evolve as a matter o f instrumental conditioning, while in the 

case o f the general personal experience, control beliefs are part of the MR 

respondents’ self-consciousness.

Both the MR researcher and the MR respondent, provide evidence to support 

Kidwell and Jewell’s (2008) findings that stress the influence of attitude (i.e. ethical 

judgements) on internal and external controls and on intention. In addition, cognitive 

biases and uncertainty of a situation influence the formation o f certain control beliefs 

generating emotional constraints (in the case o f MR respondents) and behavioural 

constraints (in the case on the MR researchers) in the presence of an ethical dilemma. 

As a result, there is an adverse effect on perceptions over control beliefs and
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perceived power over actions on ethical considerations. In addition, in the presence 

of cognitive biases, the rational reasoning (i.e. motivations and cognition) is puzzled 

(Stanovich & West, 2008; West, Toplak & Stanovich, 2008) and distorted in regards 

to the ethical judgements and control beliefs generated due to emotional constraints 

(i.e. hesitation). Figure 44 summarises what occurs.

Figure 44: Cognitive biases and rational reasoning in EDM in marketing
research.

The next important discussion over the findings is described as a shared 

accountability between the MR researchers and the MR respondents over EDM in 

marketing research. This derives from the above discussions and is under the rubric 

of diffused  respon sib ility  in m arketing research  eth ics. The next section elaborates 

on this.

8 .6  E thical ju d g e m en ts  a n d  d iffu sed  r e sp o n s ib ility  b e tw e e n  MR 
r e se a r c h e r s  an d  MR r e sp o n d e n ts .

In ambiguous and uncertain situations, an individual’s appraisal o f the situation and 

subsequent action or inaction largely depends upon the reactions o f other people
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(Latane & Darley, 1968). With MR researchers, their research obligation and 

responsibility is directed towards the moral agents they interact with, considering the 

potential for unforeseen consequences. With MR respondents, their moral 

responsibilities are assigned to other moral agents (e.g. the MR researchers and other 

MR respondents). In particular, MR respondents’ perceived behavioural controls are 

generated by the interaction of cognitive and affective reasoning as a matter of 

‘Perceived Diffused Responsibility’ towards the MR researchers and other moral 

agents involved in marketing research (i.e. other MR respondents) (as presented in 

sections 7.3.1 and 7.5). This in turn generates counter-attitudinal intentions as a 

matter o f cognitive biases (i.e. socially desirable responding) that can disengage their 

ethical judgements from their behavioural intentions. Therefore, they assign 

responsibility to both their vertical and horizontal social influences, but not to 

themselves. In contrast, the MR researchers do not diffuse responsibility, but support 

that good marketing research practice is solely their responsibility and obligation. 

Nevertheless good marketing research practice should be a matter of assigned 

responsibility amongst a ll  m ora l agen ts who are interdependent, such as in the case 

of marketing research. Therefore, the present study argues that:

EDM in marketing research is a matter of social interdependence driven by 

informal and normative social influences on ethical judgements and behavioural 

intentions as a matter of diffused responsibility among all moral agents 

involved.

In addition, the matter o f diffused responsibility among the interdependent moral 

agents in contexts like marketing research can balance the flow of information 

among those agents and thus generate a clearer picture towards their ethical 

judgements. To add that the aforementioned argument is based on the fact that EDM
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has been found to be a matter of interaction, reflection and interdependence for the 

moral agents involved, which creates a rather high degree o f complexity.

8 .7  S tru ctu ra l fu n c tio n a lism  o f  EDM in  m a rk e tin g  r e se a r c h  - T he  
co g n itiv e  an d  a ffec tiv e  fo u n d a tio n s

In the reviewed literature, EDM has been approached in a rather simplistic manner, 

theorised in a linear route, while investigated within a rather controlled environment. 

Saying this, EDM has extensively been theorised based on the assumption that it is a 

rational process, in which the agents involved follow well-thought out steps, based 

on rational reasoning in a linear manner. It is particularly interesting that even the 

developers of the extensively empirically researched H-V model appreciate that 

investigating EDM solely on the assumption that the agents are rational is 

incomplete. For example, Vitell, King and Singh (2013, p.74) admitted that “an 

overwhelming preponderance of the literature in marketing and consumer ethics 

assumes that decision makers follow cognitive, rational processes” and together with 

Tenbrunsel and Crowe (2008) (as cited in Vitell, King & Singh, 2013, p.74) call for 

“a suspension of this assumption”. Saying this, EDM theorisation so far has been 

approached from a connectionist perspective based on m ora l con cep ts, upon which 

behavioural phenomena are modelled as the emergent processes o f in tercon n ected  

sequ en tia l constructs. After almost four decades of empirical research (through the 

H-V model and other descriptive models in the field), it has been made clear, now 

more than ever, that such a paradigm is rather incomplete in formulating an in-depth 

understanding of EDM. In addition, this theorisation of EDM could be problematic 

when used for normative considerations and presumably for any real-life practical 

application. Recent scholars have revealed that emotions and affective reasoning 

should be integrated into EDM theorisation (Kligyte, 2008; Tenbrunel & Smith-
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Crowe, 2008; Hannah et al, 2011). As a result, the connectionist approach to EDM 

requires reconsideration. Despite the fact that the present study was designed based 

on behavioural foundations (i.e. connectionist approaches o f EDM), the findings 

reveal that EDM in marketing research does not present a picture o f a solely rational 

sequential and linear process. The rationale for utilising existing behavioural 

reasoned-action models, was based on the need to deconstruct the existing constructs 

of EDM (as presented by behavioural connectionist models), investigate their nature 

and derivation, and thus understand their dynamics and the level o f complexity The 

findings confirmed two problematic areas that need to be tackled in the theorisation 

of EDM:

• The assumption o f a purely rational decision maker in ethically challenging 

situations does not reflect the reality.

• The construction of EDM modelling should not be presented as a rigid, linear 

process or o f  being constructed by sequential com ponen ts.

On the contrary, after deconstructing, and investigating in-depth, the key constructs 

of EDM by using the context o f marketing research, the findings revealed that the 

different constructs can progress in retrospective and dynamic manners. This leads to 

the argument that EDM is a rather complex process that operates in a multi

dimensional manner rather than a system of tightly linked, sequential constructs that 

follow specific m o ra l s c h e m a s43 (i.e. connectionist). This is because intuition, 

emotions and mood were found to play an important role in the way individuals 

ethically judge and intend to behave in ethical considerations. For example, when the 

context is dynamic, there is asymmetry o f information and uncertainty. Differences

43A schema is a mental representation of stimuli that has previously been encountered, which allows 
one to make sense of newly experienced, but related, stimuli.
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in the agents’ level of hesitation exist, therefore inconsistencies between ethical 

judgments and behavioural beliefs appear, and inconsistencies in their perceived 

responsibilities. At the same time the moral agents do not behave in isolation from 

each other. This in turn triggers further affective processing (e.g. perceived diffused 

responsibility, blame, ambiguity, and gut feelings, fear etc.). In particular, EDMs of 

both moral agents under investigation (i.e. MR researchers and MR respondents) 

function as media for solidarity and stability towards good marketing research 

practice in a complex manner. This leads to the conclusion that ‘good marketing 

research’ is structured as of the norms, mutual respect and functions o f the moral 

agents who directly interact. Considering the above, the present study theorises EDM 

as a non-linear, interactive, situation-contingent process driven by both reasoning 

(cognition) and emotions (affect) in a dynamic manner as a result o f the moral 

character of the agents and their interdependence. Consequently, it is argued the 

EDM conceptualisations in marketing research is should be theorised on structural 

functionalism premises. Structural functionalism conceptualises society as a 

system of high complexity and abstractation, whose parts work together to promote 

solidarity and stability (Parsons, 1975).

Furthermore, one of the developers of the H-V model only recently admitted that “it 

is unlikely that an individual will recognise the complete set o f possible alternatives” 

(Hunt, 2013, p.66). Thus, it is unlikely that an individual will go through detailed 

rational calculations and an exact, linear reasoned-action process when ethical 

considerations are in place. Important theories in the field, such as Ferell and 

Gresham (1985), Trevino (1986), and Hunt and Vitell (1986, 1993) have 

“overlooked a potentially important component of EDM, namely that o f emotions” 

(Vitell, King & Singh, 2013, p.74). While the present study together with recent
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scholars (e.g. Kahane, 2015; Harp & Caudill, 2009; Skulmowski, Bunge, Kaspar & 

Pipa, 2014; Marczyk & marks, 2014; Cushman, Young & hauser, 2006; Damasio, 

1994; Haidt, 2008; 2007; 2000; 2001; Haidt & Algoe, 2004) have empirically 

evidenced the role o f emotions in decisions made in ethical situations. Ultimately, all 

the above highlight that the findings o f the present study are o f significant 

importance as they corroborate the importance of emotions theorisation in EDM, 

driving it towards a new era of research. Therefore, at this point it is argued that:

The existing connectionist approach to EDM falls short in explaining decisions 

made in light of ethical consideration, by overlooking the role of affective 

reasoning (i.e. emotions) and the structural functionalistic premises.

In particular, both MR researchers’ and MR respondents’ illustrated emotional 

elements (i.e. affective reasoning, intuition, gut feelings, blame, fear, hesitation etc.) 

and multi-dimensional considerations o f each other’s role in marketing research. 

Emotional influences in marketing research EDM were especially evident when the 

participants of Study 1 and Study 2 were asked to both ethically evaluate and judge 

the research techniques in question within the scenarios given, neuromarketing and 

autoethnography. In both samples, ethical judgements and behavioural intentions 

expressed were not always in accordance with each other, indicating a rather multi

layer relation between ethical judgements and behavioural intentions as a matter of 

emotional and intuitive origins. This is well supported by the statement made by 

Hauser (2006) that in the mind of the H om o Sapiens what is right and what is wrong 

is by nature built to be the innate, instinctive and intuitive foundations o f morality. 

Any process linked to this is initially natural and it evolves in the presence of 

universality and communal life. Hence, again revealing the structural functionalistic 

premises of EDM. Therefore, EDM is founded in our instincts (emotions), it is
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nurtured through group dynamics (socialisation) and it is educated through 

experiences and perceived consequences (cognition) in a process o f multi-agent 

learning and assigned responsibility. Strack and Deutsch (2004, p. 242) in their 

review concluded that “social behaviour is not exclusively determined by peoples’ 

attitudes” referring to the motivational influences o f human behaviour, but it is 

“rather important to consider impulsive influences and study their interaction” with 

rational reasoning. This points at a need for deeper investigation between the link 

and interaction concerning cognition and the emotional underpinnings of ethical 

judgements. Linked to the above is another finding; that ethical beliefs and the 

judgements made on them can diverge from behavioural beliefs, and thus from the 

behavioural intentions expressed. This was documented from both samples 

investigated. In an uncertain marketing environment, it has been found that both 

ethical judgements and behavioural intentions can succeed each other, interact or 

interchange with each other as modular constructs that are rather “loosely coupled”.

To summarise, the importance o f emotions in the conceptualisation of EDM has been 

documented and highlighted by the findings o f the present study through inductive 

data collection and data analysis inquiry. The same conclusion has been drawn by 

scholars utilising different research approaches and methodologies and in different 

contexts (i.e. Haidt, 2001, Hauser, 2006; Green, 2011; Palazzo et al, 2008). Thus, the 

initial step in an attempt to holistically conceptualise EDM is to put a halt to the out

dated assumption that EDM is a rational and linear process. The next step is to build 

EDM conceptualisation on the premise o f it being a structural functionalistic process 

that is grounded in both cognitive and emotional foundations of ‘loosely coupled’ 

modular elements. Considering all the above it is argued that an in-depth  

understanding  o f  E D M  derives fro m  the ‘lo o se ly  c o u p le d ’ m odu larity  a n d  the
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m ultid im ensional nature o f  the E D M  elem en ts b a se d  on the in terdependence o f  

cognition  a n d  em otions on stru ctu ra l fu n c tio n a lis tic  p rem ises . In regards to the 

above arguments, and the normative considerations in marketing research ethics, the 

present study’s findings suggest that clear guidelines should be drawn particularly 

when the ‘head’ and the ‘heart’ of the interdependent marketing research moral 

agents are in conflict so as to generate p u b lic  tru st amongst them. Figure 45 depicts 

all the above in a synthesised manner and also maps the above findings to the 

relevant sections, figures and tables within this thesis.
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Figure 45: EDM in marketing research as conceptualised in the various sections
of this thesis.

Sections 6 22  

Figure 26

Sections 7.5,7.2.2, 
7.3.1,7.3.3

Figure 24,33

Section 7.5 

Figure 40

8 .8  C on clu sion

This chapter has presented the general picture of EDM in marketing research. The 

chapter has discussed the synthesised conceptualisations o f EDM in marketing 

research. In summary, the need for further conceptualisation and further 

understanding in the field, particularly in an uncertain marketing environment faced 

by ever-growing number of ethical issues (Schlegelmilch & Oberseder, 2010) has 

been substantially documented. In particular, in EDM theorisation, there has been a 

tendency to treat society as an externality, which may bring individuals to a decision

making process, but which has not been a part o f the mental accounting that 

constitutes that process. In contrast, social ‘pressures’ or ‘context’ clearly play a role 

in determining behaviour as does the establishment or moderation of ethical
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judgements o f the interdependent moral agents. Also, whether conceptualised as a 

pressure felt and processed by an individual decision-maker, or as a context which 

unconsciously structures and determines individuals’ actions, society does have an 

impact on the agency or power of individuals (Morris, Marzano, Dandy & O’Brien,

2012). In addition, the foundations o f EDM on emotional grounds are substantially 

present, and thus personality traits and the moral agents’ emotional state are an 

integrated part of it. The following chapter outlines the contribution o f the present 

study to theory, methodology and practice, while it addresses how the research 

questions and objectives were tackled.
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Chapter 9: Conclusion
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9 .1  In trod u ction

After outlining the themes to be investigated from the literature and addressing the 

current needs in the conceptualisation of EDM, outlining the research process and 

presenting the research findings, this thesis has arrived at its conclusion. The present 

chapter summarises the purpose and the importance of this study, while it outlines 

the contributions made at a theoretical, methodological and managerial level, 

pointing towards normative considerations in current and future marketing research 

ethics. The final sections of this chapter, address that this study is not without 

limitations and consider the future implications and the future agenda in relation to 

EDM.

The present study’s aim was to investigate MR researchers’ (un)willingness to 

practise marketing research techniques that trigger ethical issues in a social setting, 

with implications fo r  norm generation in marketing research practice. In order to 

investigate the social implications for norm generation in marketing research, apart 

from MR researchers’ EDM processes, MR respondents’ EDM processes were also 

examined in the light of MR researcher’s norm generation implications. Ultimately, 

this study investigated EDM in marketing research considering different moral 

agents’ perspectives in the same social setting, putting in the spot light MR 

researchers’ EDM processes. The next section presents a reflection of the researcher 

of this thesis on the research questions and the research objectives that nurtured the 

present research.
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9 .2  R eflectin g  on  th e  re sea rch  q u e s t io n s  an d  th e  r e se a r c h  o b jec tiv e s

This research aimed for an in-depth holistic investigation of MR researchers’ 

(un)willingness to practice two marketing research techniques presented above (i.e. 

autoethnography and neuromarketing), in the light o f the MR respondents’ 

willingness to participate in them when common ethical issues are apparent. 

However, in order to reflect on the research aim, a reflection on the initial research 

questions (RQs) that triggered this research and the research objectives that 

structured it is the starting point.

In response to RQ1 (H ow  does a  M R resea rch er m ake a  decision  on w h ether to  

adopt, o r  not, a  p a r ticu la r  technique th a t ra ises e th ica l d ilem m as/issu es?) and RQ2 

(H ow  is the M R re se a rc h e r ’s E D M  p ro c e ss  co n cep tu a lised  when in fluenced b y  o ther  

m oral agents, such as the M R respon den ts?), EDM is characterised, by the 

modularity and the interaction of the key constructs identified in the literature and 

investigated in the present study. EDM in marketing research is a rather complex 

process founded in rational and affective processing (e.g. Haidt (2001), Haidt 

(2012), Haidt & Graham (2007), Haidt & Graham (2009), Haidt, Graham & Joseph 

(2009), Haidt (2007a), Haidt (2007b), Haidt & Bjorklund (2008), Haidt & Hersh 

(2001), Haidt & Joseph (2004), Haidt & Joseph (2007), Haidt, Roller, & Dias 

(1993)) and framed by the interactive and reflective responses, and the behavioural 

intentions and ethical judgements o f key referent groups in a social setting. The 

relationship between the marketing research moral agents investigated, is 

characterised by interdependency as MR researchers’ EDM is influenced based on 

their passive salient referent groups in marketing research (i.e. MR respondents) 

reaching for social consensus based on communicative rationality in a discursive

303



manner (i.e. informative social influence), whilst MR respondents’ EDM in 

marketing research is influenced by their vertical social norms (i.e. MR researchers) 

in the form of conformity (i.e. normative social influences). Taking such a view, it is 

argued that MR researchers construct a set of values and expectations based upon a 

shared discourse or set o f interpersonal communications. This is line with Bateson’s 

(2002) interconnected view of the world. In essence “we are multi-layered and 

multi-connected multi-leveled contexts all of the time” (Vivien-Byme and Hunt, 

2014, p.9). Thus, EDM in relation to how MR researchers design their own research 

(which subsequently impacts on its external significance) is to be understood as a set 

of layered, dialogic and discursive interactions and as context-contingent.

With regards to RQ3 ( What o th er fa c to r s  influence, a n d  in w h at w ay, the MR  

re se a rc h e r ’s behaviou ral in tention w h ether to  a d o p t a  p a r ticu la r  techniques that 

ra ises e th ica l d ilem m as/issues?), in Chapters 6 the identified factors were presented 

and elaborated in detail. The factors are summarised in Table 21 based on the themes 

identified, and are accompanied by example quotes from the interview transcripts.
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Table 21: The factors driving MR researchers’ EDM.
Themes S u b ject E xam p le

M a rk etin g  resea rch er’s m ora l id en tity  #10  
- T h e ir  research  id eo logy

T h e p ercep tio n s tow ard s un k n ow n  #6  
co n seq u en ces and  th eir  m oral 
im ag in ation

#5
R isk  p ercep tio n s and  to leran ce

T h e level o f  ex p erien ce  #8

In fo rm a tio n a l socia l in flu en ces -  T h e #7  
P assive  and  the A ctiv e  S a lien t R eferen t  
G ro u p s #6

#4

#5

C om m erc ia l co n sid era tio n s -  In d u stry  #8  
ty p e  and  com p etitiven ess

M ethodo log ical considera tions -  #9
M ethods ch a rac te ris tic s  an d  resources

#2

#1

“I  am traditionalist when it comes to methods ” and 
“not so keen on new ones " when could not “see the 
benefit straight o f f ’

“When things are new and the consequences 
unknown there is heat and possib le  conflicts ”

“As soon as w e heard enough o f  that w e fe lt  more 
com fortable that actually that's a  go o d  thing to do  
or an appropriate thing to do ".

“It's ju s t not an issue at a ll...the neurophysiologists 
do this stu ff dozens o f  times every single day... but 
i f  you  re not used to doing it, it could be quite 
uncomfortable ”

“I  would ring the MRS to check with them if  this is 
o k a y”

“A good  marketing research practice  is one which 
adheres to the objectives o f  its client 
sponsors....w hich does the right thing by its 
respondents and treats them with respect and gives 
them absolute clarity about what they're engaged
in .... rather than in any w ay m isleading them or
abusing their trust ”.

“I  would fo llow  the codes o f  conduct o f  the MRS, 
because they know better

“I'd also want to speak to other organisations that 
had used this method to see i f  they actually go t 
anything out o f  it before I  com m itted to being 
associated  with i t "

“I f  you  are a brand leader p a r t o f  you r com petitive 
advantage can be derived  from  utilising techniques 
ahead o f  you r opponents i f  they g ive you  a better 
understanding and insigh t”, and new techniques 
“are used by companies as a com petitive 
advantage ”

“I f  a method is not fu lly  evidenced o f  getting to the 
real truth, then this is an issue especially fo r  those 
who utilise and apply the findings ”

“D iary m ethod has been fo r  a  long tim e around, 
and this (autoethnography) is a  form  o f  a  diary  
method, so  it is more straightforward to me. It 
generates less ethical issues than the other one 
(neuromarketing) ”

"Scenario two (autoethnography)has been fo r  
longer time around, so in that respect I  might fe e l  
less uncomfortable with it ”____________________
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What is to be highlighted is the multi-layered, informational in nature, social 

influences in MR researchers’ EDM. In addition, MR researchers’ multidimensional 

ethical judgments are to be understood as going beyond personal preferences and as 

adhering to principles of communicative rationality (i.e. Habermas’ (1981) Theory 

of Communicative Action) and communal living (e.g. Lomas & Vivian-Byme’s 

(2007) approach to ethics).

Further, reflecting on the Research Objective 1 {To d eve lo p  a  th eo re tica l 

understanding o f  MR researchers ’ decision -m akin g  p ro cess  in an e th ica l con text), 

following the research findings from Chapters 6 and their discussion in Chapter 8, 

the present study found that MR researchers’ EDM is not a linear sequential process. 

On the contrast, MR researchers’ EDM is a multi-dimensional, dual (intuitive and 

cognitive), social-interactionist situational process, particularly complex and with 

rather interrelated elements and factors. It has been argued thus that MR researcher’s 

ethical decision-making is a matter o f communicative rationality which is stated by 

Habermas (1984) as the communicative action driven by the ability to reflect upon 

language by a consensus-orientated communication in a social setting. Linked to this, 

the findings from the interviews conducted with the MR researchers have clearly 

indicated that their ethical decision-making processes are tightly linked to the salient 

to them moral agents in order to conduct marketing research and generate norms of 

conduct. Thus, the present thesis presents a theoretical model for understanding 

EDM in marketing research as depicted in Figure 46, when looking more closely the 

conceptualisations presented in Figure 45.
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Figure 46: The theoretical conceptualisations of EDM in marketing research -  
The multidimensional ethical judgements.

44

By utilising descriptive and normative ethical accounts, this study has found that 

EDM in marketing research is grounded in a social contract ethics foundation of a 

multidimensional structural functionalistic premise. Within this ethical setting the 

MR researcher is considering the MR respondents’ decision making processes with 

regards to norm generation, governed by social consensus, social proof and 

conformity. This results from a multidimensional interdependent social interaction of 

the two moral agents. Finally, this thesis has concluded that EDM in marketing 

research does not follow a linear progressive manner (likewise H-V model and the 

TPB). EDM in marketing research consists of numerous multi-dimensional 44

44 PBC: Perceived behavioural Control 
EJ: Ethical Judgements 
Bl: Behavioural Intentions 
SN: Subjective Norms 
PDR: Perceived Diffused Responsibility

Note: The red circles indicate the links between the different elements in MR researchers' EDM 
linked to the different elements in MR respondents' EDM.
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constructs that fit with each other in a rather ‘loosely coupled’ modular manner 

depicting a rather complex and dynamic system of multi-layered factors.

The second objective o f this thesis was to investiga te  the so c ia l im plica tions (i.e. as  

re flec ted  by  the considera tions o f  the M R responden ts) on M R research ers ’ decisions  

in e th ica l situation s). This study presented in a detailed manner the nature of social 

influences in MR researchers’ EDM by considering the impact of MR respondents’ 

EDM on MR researchers’ ethical judgements and behavioural intentions. The present 

thesis achieved to record and evidence a rather interdependent interaction between 

the MR researchers’ and the MR respondents’ EDM processes when considering the 

two marketing research techniques under investigation; neuromarketing and 

autoethnography. Important to note is that the MR researchers’ interviews were 

conducted separately from the MR respondents’ interviews. However they both 

considered the decisions and the behaviours o f each other, either in an informational 

manner or for a normative purpose (Figure 47). Of particular interest are the social 

considerations o f the MR researchers with regards to norm generation for marketing 

research conduct.
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Figure 47: A detailed conceptualisation of the multi-layered social influences in
EDM in marketing research.

Lastly, the third research objective was to in vestiga te  individual, s itu a tio n a l a n d  

contextual fa c to rs  that influence the fo rm u la tio n  o f  dec ision s m ade in e th ica l m atters  

in m arketing research . The present thesis has presented in detail the identified factors 

relevant to EDM in marketing research, both in the case of MR researchers (Chapter 

6) and the in case of the MR respondents (Chapter 7), while it has been presented the 

context under investigation (Chapter 2, Chapter 3 and Chapter 4) and a detailed 

synthesised analysis of the identified factors in Chapter 8. In particular, Table 21 

summarised the identified factors responsible for the formation of MR researchers’ 

ethical judgements and behavioural intentions in the cases o f neuromarketing and 

autoethnography. In the case of the factors responsible for the formation o f MR 

respondents EDM, normative social influences and respondents past experiences, (as 

framed by the MR respondents moral character) and any identified hindering factors 

have been identified to interact in cases when the MR respondents reach for
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conformity and social proof, from the vertical and the horizontal to them social 

influences. Table 22 summarises the MR researchers’ and the MR respondents’ 

identified factors that influence their EDM processes. The factors from both samples 

are put side by side to present the similarities and the differences in the factors and 

influences of their EDM processes that explain their interdependence and interaction, 

and offer implications for normative considerations in marketing research conduct.

Table 22: A comparative table of the identified factors.

Identified Factors [MR 
researchers')

Identified Factors (MR 
respondents')Ideology -  R esearch Identity Id eo lo g y  - M oral ch ara cterR isk  percep tions U n certain ty  and risksPerceived u n certain ty  to w ard s the S e lf  p ercep tion su nknow n con sequen cesE xp erience P ast b eh av io u rInform ational social in fluences N o rm ative  social in flu en cesT yp e o f industry Long tim efram eCom petitiveness R esearch  settin gCharacteristics o f m arketin g  research H igh co m m itm en ttechniqueA v a ila b ility  o f resources In cen tives

To conclude, all research questions have been answered by the findings o f the 

present research as resulted from the review of the literature, the research design 

employed the analysis undertaken, the findings presented and the conceptualisations 

made. While at the same time the research objectives have also been met, fulfilling 

the research aim. The holistic and synthesised picture o f EDM in marketing research 

is depicted in Figure 48 mapped against the relevant sections in this thesis.
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Figure 48: EDM in marketing research.

Next to follow, are the contributions made by this thesis. The following sections

elaborate on the theoretical and the managerial contributions made.

9 .3  T h eo re tica l co n tr ib u tio n s

Considering the findings presented in the previous chapters and the 

conceptualisations made in EDM in marketing research the following theoretical 

contributions have derived:

>  Theoretical Contribution 1 -  Critical and affective reasoning in EDM  

theorisation: The existing connectionist approach to EDM in the existing literature 

falls short in explaining decisions made with ethical considerations, by overlooking 

the role of affective processing (i.e. emotions) in reasoning. In particular, ethical 

judgements, social influences and behavioural intentions all have cognitive and 

affective dimensions, resulting in inconsistences and, as a result, back-forth links
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exist between them. Thus, EDM processes should not only be theorised in a linear, 

descriptive behavioural manner, but in multi-layered and multidimensional manner, 

driven by communicative rationality, rather than instrumental-only rationality. In the 

same line, the present thesis provided evidence that EDM is not a purely rational, 

linear process in which the moral agents follow strict steps, nor a strict reasoned 

action process. On the contrary, EDM processes employ a rather loosely coupled 

system of factors and retrospective constructs that operate in a rather structural 

functionalistic manner based on the interdependence of affective reasoning and 

cognition. This is in line with current neuroscientific studies in the field of EDM (e.g. 

Nakamura, (2013), Skulmowski, Bunge, Kaspar & Gordon Pipa, (2014); Graham, 

Haidt, Sena Koleva, Matt Motyl, Iyer, Wojcik, & Ditto (2012)) that support the dual

process premises of decision made (or to be made) in ethical dilemmas. Thus, EDM 

in marketing research is characterised by high degree of complexity, and 

consequently, non-linearity.

> Theoretical contribution 2 — The role o f  the multi-dimensional social 

influences and the social setting in EDM: The MR researchers’ social influences on 

EDM are theorised as an informational social influence towards their ethical 

judgments and their behavioural intentions are framed by communicative rationality 

in aiming for social consensus within a social contract setting (i.e. Gauthier’s (1986) 

Social Contract Theory). On the other hand, MR respondents’ social influences on 

EDM are theorised as a normative social influence towards their ethical judgments 

and their behavioural intentions, aiming for social proof from their horizontal social 

norms (e.g. family, friends etc.) and conformity towards their vertical social norms 

(e.g. MR researchers), within a social contract setting. In EDM in marketing 

research, individual social influences have been recorded to be a result of social
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interaction, and are different in nature and in purpose (normative versus 

informational social influences). Therefore, social influences are neither solely 

influences from subjective norms (based on the TPB) nor solely influences on behalf 

of others’ welfare (based on the H-V model), but an interaction of informational and 

normative social influences on interdependent moral agents’ EDM, grounded in the 

features of the context and the situation in question (e.g. level o f uncertainty in 

marketing research). EDM in marketing research is a matter o f social 

interdependence driven by informational and normative social influences on ethical 

judgements and behavioural intentions as a matter o f diffused responsibility assigned 

amongst the moral agents who interact. It is argued thus, that MR researchers’ EDM 

is instituted in social learning approach to ethics, while MR respondents’ EDM is 

instituted in an affective social exchange approach to ethics, all together within a 

functionalistic social contract setting. This supports Bateson’s (2002) statement that 

ethics in a social setting entail dialogue, reflexivity, and an understanding o f the 

reciprocal relationship between the meaning o f actions and their contexts for the 

moral agents.

> Theoretical Contribution 3 — Deconstructing the links between different 

constructs to understand their relation: Attitudinal influences (influences on ethical 

judgements) in EDM in marketing research were found to be multi-dimensional, 

while serving different functions. At the same time social influences are also multi

dimensional and multi-functional, while control beliefs interact with ethical beliefs. 

As a result, ethical judgements of interdependent moral agents in marketing research 

interact with the social beliefs and the control beliefs as a matter o f affective and 

cognitive reasoning, and their interaction crafts the behavioural intentions, 

particularly in uncertain environments. These findings take further our understanding
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of EDM from the existing literature. To reiterate that the existing literature is 

dominated by theoretical and empirical works heavily based on the H-V model and 

present EDM as a linear process composed by sequential constructs that are driven 

by various factors and are founded in connectionist underpinnings (i.e. the H-V 

model), rather than functional. This theorisation is based on m ora l con cep ts, upon 

which behavioural phenomena are modelled as the emergent 

processes o f in tercon n ected  sequ en tia l constructs. On the contrary, the present 

study’s findings have managed to question this as it is argued that EDM constructs 

are multi-layered and multi-dimensional and thus they are “loosely coupled” in a 

functionalistic manner. Thus, it is about seeing one thing in relation to others so that 

we can understand or make meaning (Voorhoeve, 2009) o f EDM in marketing 

research.

> T h eo re tica l C on tribu tion  4  -  A  h o lis tic  th eo risa tio n  o f  E D M : As it has been 

documented in this thesis, a holistic theorisation of EDM in marketing research 

derives from the integration o f the personality traits (i.e. the moral character) and 

moral ideology, the emotional state, the nature o f reasoning and the behavioural 

considerations of the interdependent moral agents, as well from the social setting in 

which they interact, not solely on behavioural descriptive considerations like most of 

the existing theorisations of EDM in the literature support. A purely behavioural 

description of EDM is solely for simplification purposes towards these particular 

decision making processes that are were found to be rather complex in nature, very 

context-bounded, while present a high degree o f unpredictability and subjectivity. 

The existing connectionist approach to EDM falls short in explaining decisions made 

in light o f ethical consideration, by overlooking the role o f affective reasoning (i.e. 

emotions) and the structural functionalistic premises. Putting all the elements the
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holistic picture of EDM in marketing research depicts that what is in play is an 

interaction of people and the multiplicity of relevant contexts in which they are 

actors, and that all of their competencies are relevant for consideration. This is in line 

with Derrida’s (2005) and Foucault’s (2009) post-structuralist positions and 

suggestions that the self is constituted and reconstituted in relationship, language, 

and communication (Fruggeri, 2012; Kinsella, 2005). This gradually brings us 

towards a more social constructionist approach that redefines ethical decision making 

as an interactive and dialogic rather than an intra-psychic process.

In conclusion, with respect to existing literature, the present thesis supports that 

EDM cannot be conceptualised in linear manner as the emotional state and reasoning 

of the moral agent shape the EDM process in a multi-dimensional manner. In 

addition, EDM is highly influenced by the social setting and the salient moral agents’ 

interaction, while the different constructs of EDM are multi-dimensional and multi

layered and they interact in a complex manner. Finally for a holistic understanding of 

EDM the moral character (personality traits), the emotional and cognitive state 

(affect and rational reasoning), the behavioural predispositions (motivations) and the 

social setting (situation, issues and context) have to be considered simultaneously. 

This can then feed back on MR researchers’ and MR practitioners’ considerations for 

norm generation in the field (Figures 46, 47 & 48). Lastly, after having presented the 

four core areas that this thesis contributes in theory, the managerial implications are 

to follow. The next section explains these.
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9 .3  M an ageria l im p lica tio n s  -  H ow  b eh a v io u ra l in v e s t ig a tio n  o f  EDM 
fe e d s  th e  n o rm a tiv e  im p lica tio n s  for r e sea rch  in  m a rk etin g

The present study was initiated with the objective to understand EDM, by 

investigating its formulation in a particular context (marketing research). The field 

investigation was initiated on behavioural, theoretical grounds in order to do so. 

However, personality trait influences and normative implications for setting 

normative boundaries arose during the process o f analysis, generating implications 

for normative considerations in marketing research practice (Frances-Gomez, 

Sacconi and Faillo, 2012). This highlights the importance o f empirical knowledge for 

application o f EDM in the general field of organisational business ethics, by 

emphasising the contribution of descriptive ethics as a methodological tool for 

normative ethics and their ultimate application within the organisation.

In particular, based on the present descriptive findings, the following normative 

implications for marketing research practitioners are presented below:

1. Embrace ethical relativism and hybrid ethical approaches in marketing 

research conduct (Chapter 3: Section 3.2.2.4): interdependent moral agents in the 

same context have different established values (Chapter 3: Sections: 3.3.5.1.2 &

3.3.5.1.2, Chapter 6: Section 6.2.1.1, Chapter 7: Section 7.2.1). For example MR 

researchers embrace stimulation, benevolence and obligation for self-transcendence 

aiming at social consensus, while MR respondents embrace self-direction, happiness, 

reciprocity and security when reaching for social conformity and social proof. To 

reiterate that MR researchers consider social influences from an informational 

perspective towards norm generation (Chapter 8: Section 8.4.1), while MR 

respondents consider social influences in a normative manner (Chapter 8: Section
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8.4.2). Thus, the description o f ethical behaviour in marketing research needs to be 

understood through the normative foundations o f such behaviours (Chapter 3: 

Section 3.2.2.3).

2. Reduce asymmetric information by embracing the notion of diffused 

responsibility amongst all moral agents in marketing research so as to increase public 

trust and reduce the risks o f principal-agent45dilemmas, increase moral intensity, 

uncertainty and perceived risks (Chapter 2: Sections 2.3 & 2.4, Chapter 6: Sections

6.2.1.2 & 6.2.1.3, Chapter 7: Section 7.4) in marketing research practice. Thus, 

increasing transparency and balancing the flow o f information to reduce ambiguity, 

behavioural biases and lack of trust between interdependent marketing research 

moral agents (Chapter 7: Sections 7.2.2 & 7.3.3).

3. Frame marketing research Codes of Conduct towards the Kantian respect

for autonomy of others and for free will (Chapter 3: Section 3.2.2.2) so as to reach 

social consensus since from the interviews with the MR respondents it has been 

flagged out that they look for respect and reciprocity from the MR researchers’ side 

(Chapter 6: Section 6.3.1, Chapter 7: Sections 7.2.1 & 7.2.2). This should be linked 

to the first implication as interdependent moral agents in the same context have 

different established values (Chapter 3: Sections: 3.3.5.1.2 & 3.3.5.1.2, Chapter 6: 

Section 6.2.1.1, Chapter 7: Section 7.2.1), and thus embrace respect in a different 

manner. Therefore, revaluate existing codes o f conduct on agreed codes between MR 

researcher and MR respondents on existing and potential moral dilemmas -  for 

example use focus groups on marketing research scenarios from different marketing 

research moral agents.

45The principal-agent problem or agency dilemma occurs when one person or entity (the agent) is 
able to make decisions that impact, or on behalf of, another person or entity: the principal. The 
dilemma exists because sometimes the agent is motivated to act in his own best interests rather 
than those of the principal (Eisenhardt,1989).
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4. Foster the sense of self that is meaningful to the all the person(s) concerned, 

while increasing personal effectiveness for all interdependent moral agents. Since 

from the MR respondent interviews it has been highlighted that MR respondents’ self 

perception plays an important role in the formation of their ethical judgements. In 

particular, their social self perception pointed towards perceived asymmetric 

reciprocity, while their private self perceptions pointed towards the moral intensity of 

an ethical issue (Chapter 7: Section 7.2.2) (i.e. Jones’ (1991) model).

5. Enhance the quality of relationships and trustworthiness between the MR 

researcher and the MR respondent by appreciating the variety o f human values 

(Chapter 6: Sections 6.2.1, Chapter 7: Section 7.2.1), experiences and cultures and 

motivations as reflected from the MR respondents hindering factors preventing them 

from participating in marketing research studies (Chapter 7: Section 7.4).

6. Embrace resilience by working with the MR respondents’ concerns, without 

being personally diminished (Chapter 7: Section 7.2.2). This is also an extension of 

point 3 above.

7. Increase new research techniques’ credibility and reliability in marketing 

research by requesting instructions from regulatory bodies such as the MRS, EMAC 

(European Marketing Academy), ESOMAR, as well as from passive salient referent 

groups (i.e. the MR respondents), since the social influences o f the MR researchers 

were found to be informational in nature (Chapter 8: Section 8.4.1 & 8.4.2, Chapter 

6: Section 6.3.1). Moreover, focus on open validation for new marketing research 

techniques to reduce uncertainty, risk perception, moral intensity and thus reach 

social consensus.

8. Approach marketing research as a tool for interdependent social learning:

in the social learning approach individual’s differences together with their social
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settings are the elements that influence the overall decision-making procedure and 

foster learning (Chapter 3: Section 3.2.3.2, Chapter 8: Sections 8.3 & 8.4).

9. Practice marketing research conduct as multiple-stakeholder-centric 

based on a social exchange approach deriving from social contract theory. Social 

contract theory is the view that persons’ moral obligations are dependent upon an 

agreement among them to form the society in which they live (Chapter 8: Section 

8.2).

10. Appreciate and communicate that there is diffused responsibility between 

different marketing research moral agents in conducting good marketing research 

practice, not, for example, just obligation and duties from the MR researcher towards 

the MR respondents (Chapter 8: Section 8.6).

11. Pay attention to hindering factors impeding EDM (Chapter 7: Section 7.4). 

This will increase public trust and reduce the risks of principal-agent dilemmas, 

increased moral intensity, uncertainty and perceived risks (Chapter 2: Sections 2.3 & 

2.4, Chapter 6: Sections 6.2.1.2 & 6.2.1.3, Chapter 7: Section 7.4) in marketing 

research practice.

12. Take into account and observe affective processing in decision making to

increase cognitive processing and reduce cognitive and affectively driven biases 

(Chapter 7: Sections 7.3.1 & 7.3.2, Chapter 8: Section 8.7). This will increase 

transparency, trust and support reciprocity embraced by the notion of diffused 

responsibility (Chapter 6: Section 6.3.1, Chapter 7: Sections 7.2.1 & 7.2.2).

13. Blend interpersonal morality to institutionalised moral considerations. In 

other words blend micro-morality to macro-morality. Micro-morality concerns with 

the particular face-to-face relations that people have in a given social setting (Rest, 

Narvaez, Bebeau & Thomas, 1999). Macro-morality concerns with the formal
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structure o f society as defined by institutions, rules, and roles (Rest, Narvaez,Bebeau 

& Thomas, 1999). Thus, for norm generation considerations, direct social 

interactions as well as wider social considerations should be well blended and 

considered, instead of context-only social considerations in a structural functionalist 

manner (Chapter 8: Sections 8.2, 8.3 & 8.4).

After presenting the normative implications for marketing research conduct, the 

following two sections of this chapter drive to the conclusion of this thesis. As this 

thesis draws to an end, the researcher acknowledges the limitations o f this study and 

thus proposals for future research are made. The next two sections elaborate on these.

9 .4  L im ita tion s

The researcher of the present study recognises that there is no research without 

limitations, especially when there are time constraints and restricted resources. 

Considering this, the main limitations being identified in the operationalisation o f the 

present study are the following:

1. With regards to the MR respondents’ sample, MR respondents who have 

participated in one of the marketing research techniques under investigation (i.e. 

neuromarketing) have not been sampled. Neuromarketing is relatively new so it has 

been difficult to identify and access MR respondents who have participated in a 

study using such technique. Thus, this might allow for a knowledge gap associated in 

the current study as a result of this absence. While this is a limitation and a 

knowledge gap, the MR respondents sampled have participated in other marketing 

research studies, and thus they are all potential respondents for studies utilising 

neuromarketing or autoethnography in the future. This is particularly important as 

their ethical judgements and behavioural intentions documented in this thesis provide
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normative implications for future marketing research studies employing the 

aforementioned techniques. At the same time, a ‘non experienced’ MR respondent is 

a consideration that would affect the decision to participate in a research project with 

a new research technique.

2. It has been difficult to engage MR researchers in higher-level posts in a one- 

and-a-half or two-hour discussion. However, the researcher was able to conduct a 

series of eleven elite interviews with MR researchers from various industry 

backgrounds and from different companies. More interestingly the MR researchers 

interviewed provided useful insight and were even willing for any follow-ups. In 

cases when the interview duration is long, it is down to the interview design and 

mainly to the interviewer’s skills to keep the interviewee engaged and interested, 

while the interview setting plays also a significant role. For this reason, all interviews 

with the MR researchers were conducted on venues that the interviewees were more 

comfortable with, and the interview questions were approached in a friendly relaxed 

manner. Please note that no incentives were used on any of the individuals 

interviewed in the two samples.

3. The interviews with the MR researchers preceded the interviews conducted 

with the MR respondents, which again could have imposed some contextual bias. 

While this is an imperfection from a methodological perspective, it did not affect the 

data quality. This was because the researcher of this research allowed a time gap 

between the two sets of interviews and between the two sets of data analysis in order 

to decrease the contextual and researcher’s own biases.

4. A final limitation of the present study is that the interviews were conducted by 

the same researcher, while the researcher o f the present research is a MR researcher, 

thus she is part of the MR researchers population. This might enable bias to
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accumulate as the amount of data increases and increase the pressure on the 

researcher’s side, thus might question the quality o f the data, analysis and 

interpretation. On the one hand, the present study utilised inductive research 

inference in the data collection and the analysis stage, and this, by nature, inherits a 

degree o f bias in the process. On the other hand, this research design and inference 

provides a consistency that might not have been possible with multiple researchers 

conducting the interviews, particularly with two different samples. At the same time, 

researcher’s own background proved significantly helpful in approaching the MR 

researchers interviewed, as well as in adapting to the needs of the MR respondents 

sample. In order this to overcome a limitation of this this kind training is needed for 

the researcher conducting the research.

Considering the above limitations the researcher proposes the following steps in 

terms of future research considerations. The next section presents on these.

9 .5  F u tu re w o rk

The researcher o f the present study supports that the present study is the foundation 

for future research in the field of EDM. Following this thesis, a deductive 

investigating over this study’s findings can corroborate what the present study 

postulates. In addition, as the findings o f the present study hold, EDM in marketing 

research is a multi-dimensional social-interactionist process, thus the investigation of 

further moral agent groups can enhance and enrich the findings o f this study. Finally, 

the conceptualisations of EDM made in the context of marketing research can be 

investigated in different contexts in the future, e.g. EDM in an educational setting. 

Considering the above, the future plans include:
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1. The interpretive nature of the qualitative research does not allow for 

generalisation of the research findings. Moreover, the present study utilised inductive 

research inference in the data collection and the analysis stage, and this, by nature, 

inherits a degree o f bias in the process. Thus, further research is required through a 

deductive investigation o f this thesis’ findings. This could be done by quantitatively 

testing the conceptualisations and the theoretical links made in this thesis.

2. As the present study predominantly investigated MR researchers’ 

(un)willingness to adopt two chosen marketing research techniques in the light of the 

MR respondents’ EDM processes for norm generation implications, a further 

investigation of marketing additional moral agents in marketing research can 

corroborate the norm generation in the field. In particular, EDM processes of the 

clients of the marketing research agencies, as well as, of individuals from regulatory 

bodies such as the MRS, EMAC, ESOMAR require investigation with respect to 

norm generation implications. To reiterate, that the social influences in the case of 

the MR researchers were recorded to be both from passive salient referent groups as 

well as active salient groups, such as their clients and their regulatory body. As the 

present thesis looked at the passive salient referent groups (i.e. MR respondents), 

further future investigation is required towards the active salient referent groups.

3. The present study investigated EDM in the context o f an uncertain, rather 

evolving, marketing research and had identified that were there is direct relation 

between moral agents EDM becomes rather multi-dimensional and social- 

interactionist process in a structural functionalist manner. Thus, future research 

related to this could look into different contexts where the moral agents interact in 

both direct and indirect manners as a matter o f learning. For example, EDM 

processes in an educational context can provide another context to investigate EDM
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process of different moral agents to understand norm generation in the context. This 

also paves the way for future research in the role of power dynamics and the 

reciprocity perceptions in understanding EDM (c.f. Keltner et al, 2008).

4. Since emotions and intuition have been identified as an integral part o f EDM in 

marketing research, future research agenda includes a closer investigation over 

emotions elicitation and assessment (e.g. Coan & Allen, 2007) in the theorisation of 

EDM in marketing research. Thus, future research involves the investigation of 

approaches and instruments in social psychology for the study o f emotion in EDM.

To conclude, the future agenda is designed on four areas: to quantitatively test the 

findings o f this thesis, to investigate further moral agents in marketing research, to 

investigate EDM in contexts that present some similarities with marketing research 

context and to conceptualise the role of affective reasoning and emotions in EDM. 

The next, and last, section of this chapter concludes this thesis.

9 .6  C on clu sion

This thesis has arrived to its conclusion. This chapter has elaborated on the answers 

to the research questions and outcomes to the research objectives have also been 

presented. The theoretical and the practical contributions made by this study have 

also been presented. The final reflections on the research questions and the research 

objectives have also been presented, followed by the identified research limitations 

and the future research agenda derived this study.

To conclude this thesis, EDM in marketing research has been investigated in a 

holistic manner so as to enhance our understanding o f how MR researchers decide 

whether to practice a particular marketing research technique or not, when they are 

confronted by ethical issues and dilemmas. This thesis investigated the phenomenon
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of EDM in its actual conditions by investigating interacting moral agents, being 

conducted by a MR researcher within the marketing research context and considering 

topical ethical issues in contemporary research techniques. Thus, for a better 

understanding two moral agents were examined. EDM was not found to be an 

individual action matter solely. EDM in marketing research serves a social function 

of an interactive and reflective conduct.
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