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This paper studies how salespeople make ethical decisions. For this purpose a structural model has been developed which configures how the organization's environment, the organizations's climate, and personality traits affect ethical decision making. Internal communication and the choice of a control system especially affect ethical decision making. Internal communication also affects the attraction of salespeople with unethical personality traits (Machiavellism), while the control system affects the ethical climate. Ethical climate and salespeople's personality traits also affect the ethical decision making. In fact the study shows that ethical decision making can be influenced by management.



                    
    


                    
                        
                            
                                
                                    
                                        
                                    
                                    
                                        This is a preview of subscription content, log in via an institution
                                    
                                    
                                        
                                     to check access.
                                

                            

                        

                        
                            
                                
                                    Access this article

                                    
                                        
                                            
                                                
                                                    Log in via an institution
                                                    
                                                        
                                                    
                                                
                                            

                                        
                                    
                                    
                                        
 
 
  
   
    
     
     
      Buy article PDF USD 39.95
     

    

    Price excludes VAT (USA)

     Tax calculation will be finalised during checkout.

    Instant access to the full article PDF.

   

  

  
 

 
  
   
    Rent this article via DeepDyve
     
      
     

   

  

  
 


                                    

                                    
                                        Institutional subscriptions
                                            
                                                
                                            
                                        

                                    

                                

                            
                        

                        
                            
                        

                    

                    
                        
                    


                    
                        
                            
                                
        
            
                Similar content being viewed by others

                
                    
                        
                            
                                
                                    [image: ]

                                
                                
                                    
                                        Antecedents of Ethical Decision Making in Sales Organizations
                                        
                                    

                                    
                                        Chapter
                                        
                                         © 2015
                                    

                                

                                
                            
                        

                    
                        
                            
                                
                                    [image: ]

                                
                                
                                    
                                        Three Levels of Ethical Influences on Selling Behavior and Performance: Synergies and Tensions
                                        
                                    

                                    
                                        Article
                                        
                                         06 June 2017
                                    

                                

                                Selma Kadic-Maglajlic, Milena Micevski, … Irena Vida

                            
                        

                    
                        
                            
                                
                                    [image: ]

                                
                                
                                    
                                        Do Salespeople Compete Ethically? Salespeople Say “Yes,” Customers Say “No”: An Extended Abstract
                                        
                                    

                                    
                                        Chapter
                                        
                                         © 2017
                                    

                                

                                
                            
                        

                    
                

            
        
            
        
    
                            
                        
                    

                    

                    

                    References
	Anderson E. and R. Oliver: 1987, ‘Perspectives on Behavioral-Based Versus Outcome-Based Salesforce Control Systems’, Journal of Marketing
51, 76–88.

                    Google Scholar 
                

	Behrman, D. and W. Perreault: 1984, ‘A Role Stress Model of the Performance and Satisfaction of Industrial Salespeople’, Journal of Marketing, 48, 9–21.

                    Google Scholar 
                

	Bergen, M., S. Dutta and O. Walker: 1993, ‘Agency Relationships in Marketing: A Review of the Implications of Agency and Related Theories’, Journal of Marketing
56, 1–24.

                    Google Scholar 
                

	Blau, P. and R. Schoenherr: 1971, The Structure of Organizations (Basic Books, New York).

                    Google Scholar 
                

	Brady, N. and M. Hatch: 1992, ‘General Causal Models in Business Ethics: An Essay on Colliding Research Traditions’, Journal of Business Ethics
11, 307–315.

                    Google Scholar 
                

	Cravens, D., T. Ingram, R. Laforge and C. Young: 1993, ‘Behavior-Based and Outcome-Based Salesforce Control Systems’, Journal of Marketing
57, 35–46.

                    Google Scholar 
                

	Christie, R. and F. Geis: 1970, Studies in Mechiavellism (Academic Press, New York).

                    Google Scholar 
                

	Churchill, G.: 1991, Marketing Research: Methodological Foundations (5th.) (The Dryden Press, Chicago).

                    Google Scholar 
                

	Churchill, G. and P. Peter: 1988, ‘Research Design Effects on the Reliability of Rating Scales: A Meta Analysis’, Journal of Marketing Research
2, 360–375.

                    Google Scholar 
                

	Dansereau, F., and J. Alutto: 1990, ‘Level-of-Analysis Issues in Climate and Culture Research’, in B. Schneider (ed.), Organizational Climate and Culture (Jossey-Bass, San Francisco), pp. 193–236.

                    Google Scholar 
                

	DeVellis, R.: 1991, Scale Development (Sage, Newbury Park).

                    Google Scholar 
                

	Emler, N. and R. Hogan: 1992, ‘Individualizing Conscience: New Thoughts on Old Issues’, in W. Kurtines, M. Azmita and J. Gewirtz (eds.), The Role of Values in Psychology and Human Development (John Wiley and Sons, New York).

                    Google Scholar 
                

	Etzioni, E.: 1990, The Moral Dimension (The Free Press, New York).

                    Google Scholar 
                

	Ferrel, O. and L. Gresham: 1985, ‘A Contingency Framework for Understanding Ethical Decision Making in Marketing’, Journal of Marketing
49, 87–96.

                    Google Scholar 
                

	Fritzsche, D.: 1991, ‘A Model of decisions-Making Incorporating Ethical Values’, Journal of Business Ethics
10, 841–852.

                    Google Scholar 
                

	Fritzsche, D. and H. Becker: 1984, ‘Linking Managerial Behavior to Ethical Philosophy’, Academy of Management Journal
27(1), 166–175.

                    Google Scholar 
                

	Goolsby, J. and S. Hunt: 1992, ‘Cognitive Moral Development and Marketing’, Journal of Marketing
56, 55–68.

                    Google Scholar 
                

	Grice, H.: 1958, ‘Meaning’, Philosophical Review
78, 147–177.

                    Google Scholar 
                

	Higgins, A., C. Power and L. Kohlberg: 1984, ‘The Relationship of Atmosphere to Judgements of Responsibility’, in W. Kurtines and J. Gewitz (eds.), Morality, Moral Behavior and Moral Development (Wiley, New York), pp. 74–106.

                    Google Scholar 
                

	Hunt, S. and S. Vittel: 1986, ‘A General Theory of Marketing Ethics’, Journal of Macromarketing (Spring), 5–16.

	Hung, S. and L. Chonko: 1984, ‘Marketing and Machiavellism’, Journal of Marketing
48, 30–42.

                    Google Scholar 
                

	Hunt, S. and A. Velasquez-Parraga: 1993, ‘Organizational Consequences, Marketing Ethics and Salesforce Supervision’, Journal of Marketing Research
30, 78–90.

                    Google Scholar 
                

	Hunt, S., L. Kiecker and L. Chonko: 1990, ‘Social Responsibility and Personal Success: A Research Note’, Journal of the Academy of Marketing Science
12, 239–244.

                    Google Scholar 
                

	Hofstede, G.: 1991, Cultures and Organizations: Software of the Mind (McGraw-Hill, London).

                    Google Scholar 
                

	James L. and L. James: 1989, ‘Integrating Work Perceptions: Explorations into the Measurement of Meaning’, Journal of Applied Psychology
74, 739–751.

                    Google Scholar 
                

	Jaworski, B.: 1988, ‘Toward a Theory of Marketing Control: Environmental Context Control Types and Consequences’, Journal of Marketing
52, 23–39.

                    Google Scholar 
                

	Knouse, S. and R. Giacalone: 1992, ‘Ethical Decisions-Making in Business: Behavioral Issues and Concerns’, Journal of Business Ethics
11, 369–377.

                    Google Scholar 
                

	Kohlberg, L.: 1969, ‘Stage and Sequence: The Cognitive Development Approach to Socialization’, in D. Gaslin (ed.), Handbook of Sociolizations Theory and Research, pp. 347–480.

	Kurtines, W.: 1984, ‘Moral Behavior as Rule Governed Behavior: A Psychosocial Role-Theoretical Approach to Moral Behavior and Development’, in W. Kurtines and J. Gewitz (eds.), Morality, Moral Behavior and Moral Development (Wiley, New York), pp. 303–324.

                    Google Scholar 
                

	Laczniak, G. and P. Murphy: 1991, ‘Fostering Ethical Marketing Decisions’, Journal of Business Ethics
10, 259–271.

                    Google Scholar 
                

	Miller, D. and P. Friesen: 1984, Organizations: A Quantum View (Prentice Hall, Englewood Cliffs, NJ).

                    Google Scholar 
                

	Mckenzie, S., P. Podsakoff and R. Fetter: 1991, ‘Organizational Citizenship Behavior and Objective Productivity as Determinants of Managerial Evaluations of Salespersons' Performance’, Organizational Behavior and Human Decision Processes
50, 1–28.

                    Google Scholar 
                

	Nichols, M. and V. Day: 1982, ‘A Comparison of Moral Reasoning of Groups and Individuals on the Defining Issues Test’, Academy of Management Journal
25, 201–208.

                    Google Scholar 
                

	Nisbett, R. and L. Ross: 1980, Human Inference; Strategies and Shortcomings in Social Judgement (Prentice Hall, Englewood Cliffs, NJ).

                    Google Scholar 
                

	Posner, B. and W. Schmidt: 1986, ‘Ethics in American Companies: A Managerial Perspective’, Journal of Business Ethics
6(5), 383–391.

                    Google Scholar 
                

	Rentsch, J.: 1990, ‘Climate and Culture: Interaction and Qualitative Differences in Organizational Meanings’, Journal of Applied Psychology
75(6), 668–681.

                    Google Scholar 
                

	Robertson, D. and E. Anderson: 1989, Does Opportunity Make the Thief? An Exploratory Study of How Control Systems Influence an Industrial Salesperson's Ethical Behavior, Working Paper, Wharton School, Philadelphia.

                    Google Scholar 
                

	Ruch, W. and J. Newstrom: 1975, ‘How Unethical Are We?’, Supervisory Management, 16–21.

	Saxe, R. and B. Weitz: 1982, ‘The SOCO Scale: A Measure of the Customer Orientation of Salespeople’, Journal of Marketing Research
19, 343–351.

                    Google Scholar 
                

	Schneider, B.: 1985, ‘Organizational Behavior’, Annual Review of Psychology
36, 573–611.

                    Google Scholar 
                

	Simon, H.: 1969, The Sciences of the Artificial (The MIT Press, Massachusetts).

                    Google Scholar 
                

	Singhapakd, A.: 1993, ‘Ethical Perceptions of Marketers: The Interaction Effects of Machiavellism and Organizational Culture’, Journal of Business Ethics
12, 407–418.

                    Google Scholar 
                

	Spector, P.: 1990, ‘Method Variance as an Artifact in Self-Reported Affect and Perceptions at Work: Myth or Significant Problem?’, Journal of Applied Psychology
72, 438–443.

                    Google Scholar 
                

	Sperber D. and D. Wilson: 1986, Relevance: A Theory of Communication (Harvard University Press, Cambridge, MA).

                    Google Scholar 
                

	Thurow, L. 1985, The Zero-Sum Solution (Penguin Books, New York).

                    Google Scholar 
                

	Victor, B. and J. Cullen: 1988, ‘The Organizational Bases of Ethical Work Climates’, Administrative Science Quarterly, 101–125.

	Werhane, P.: 1989, ‘The Ethics of Insider Trading’, Journal of Business Ethics
8, 841–845.

                    Google Scholar 
                

	Wotruba, T.: 1990, ‘A Comprehensive Framework for the Analysis of ethical Behavior, with a Focus on Sales Organizations’, Journal of Personal Selling and Sales Management
10, 29–42.

                    Google Scholar 
                


Download references




Author information
Authors and Affiliations
	Erasmus University, 3000 DK, Rotterdam, The Netherlands
Willem Verbeke, Cok Ouwerkerk & Ed Peelen


Authors	Willem VerbekeView author publications
You can also search for this author in
                        PubMed Google Scholar



	Cok OuwerkerkView author publications
You can also search for this author in
                        PubMed Google Scholar



	Ed PeelenView author publications
You can also search for this author in
                        PubMed Google Scholar







Additional information
Willem Verbeke is assistant professor in marketing, School of Economics, Erasmus University, Rotterdam, The Netherlands. His research concentration is sales management.
Cok Ouwerkerk is founder and director of the CSA, a consulting firm for statistical applications, in Mijnheerenland, The Netherlands. He has been involved in many research projects at different Dutch universities and firms.
Ed Peelen is associate professor at the School of Economics, The University of Amsterdam, Amsterdam, The Netherlands. His research concentration is marketing management and logistics.


Rights and permissions
Reprints and permissions


About this article
Cite this article
Verbeke, W., Ouwerkerk, C. & Peelen, E. Exploring the contextual and individual factors on ethical decision making of salespeople.
                    J Bus Ethics 15, 1175–1187 (1996). https://doi.org/10.1007/BF00412816
Download citation
	Issue Date: November 1996

	DOI: https://doi.org/10.1007/BF00412816


Share this article
Anyone you share the following link with will be able to read this content:
Get shareable linkSorry, a shareable link is not currently available for this article.


Copy to clipboard

                            Provided by the Springer Nature SharedIt content-sharing initiative
                        


Keywords
	Control System
	Decision Making
	Economic Growth
	Personality Trait
	Internal Communication








                    
                

            

            
                
                    

                    
                        
                            
    

                        

                    

                    
                        
                    


                    
                        
                            
                                
                            

                            
                                
                                    
                                        Access this article


                                        
                                            
                                                
                                                    
                                                        Log in via an institution
                                                        
                                                            
                                                        
                                                    
                                                

                                            
                                        

                                        
                                            
 
 
  
   
    
     
     
      Buy article PDF USD 39.95
     

    

    Price excludes VAT (USA)

     Tax calculation will be finalised during checkout.

    Instant access to the full article PDF.

   

  

  
 

 
  
   
    Rent this article via DeepDyve
     
      
     

   

  

  
 


                                        

                                        
                                            Institutional subscriptions
                                                
                                                    
                                                
                                            

                                        

                                    

                                
                            

                            
                                
    
        Advertisement

        
        

    






                            

                            

                            

                        

                    

                
            

        

    
    
    


    
        
            Search

            
                
                    
                        Search by keyword or author
                        
                            
                            
                                
                                    
                                
                                Search
                            
                        

                    

                
            

        

    



    
        Navigation

        	
                    
                        Find a journal
                    
                
	
                    
                        Publish with us
                    
                
	
                    
                        Track your research
                    
                


    


    
	
		
			
			
	
		
			
			
				Discover content

					Journals A-Z
	Books A-Z


			

			
			
				Publish with us

					Publish your research
	Open access publishing


			

			
			
				Products and services

					Our products
	Librarians
	Societies
	Partners and advertisers


			

			
			
				Our imprints

					Springer
	Nature Portfolio
	BMC
	Palgrave Macmillan
	Apress


			

			
		

	



		
		
		
	
		
				
						
						
							Your privacy choices/Manage cookies
						
					
	
						
							Your US state privacy rights
						
						
					
	
						
							Accessibility statement
						
						
					
	
						
							Terms and conditions
						
						
					
	
						
							Privacy policy
						
						
					
	
						
							Help and support
						
						
					


		
	
	
		
			
				
					
					3.81.234.231
				

				Not affiliated

			

		
	
	
		
			[image: Springer Nature]
		
	
	© 2024 Springer Nature




	






    