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ABSTRACT 

Research in business and marketing has tended to view strategic decision-making 

as separate and distinct from ethical decision-making. However, all types of decision

making often require individuals to go through a similar process: recognizing that a 

decision needs to be made, identifying a set of alternatives, developing choice criteria, 

applying choice criteria, and making a decision. The similarity of the processes involved 

in strategic and ethical decision-making invite the question: Are some individuals just 

good (poor) at the decision-making process, regardless of the context? If so, what factors 

contribute to their decision-making ability? 

Extant literature on strategic and ethical decision-making has focused on aspects 

of the decision task and decision situation that influence decision outcomes. However, 

there has been less emphasis placed on characteristics of decision-makers. This study 

focuses on two characteristics of decision-makers, cognitive moral development (CMD) 

and cognitive style (CS), and how they relate to decision-making in two decision 

contexts, strategic and ethical. 

The findings of this study partially support the hypothesis that individuals higher 

in CMD make superior decisions. Individuals higher in CMD tend to make superior 

strategic decisions. However, no relationship was found between CMD and ethical 

decision-making within the context of this study. The hypotheses regarding CS were not 

all supported. While the results do not show any relationship between the dimensions of 
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CS and strategic decision-making, there is evidence of a relationship between CS and 

ethical decision-making. 
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CHAPTER I 

INTRODUCTION 

Research in business and marketing has tended to view strategic decision-making 

as separate and distinct from ethical decision-making. Researchers study one or the 

other, but do not integrate strategic and ethical decisions into the same framework. 

However, studies in both contexts often use similar variables (e.g., age, education, and 

experience) to explain why individuals make different decisions (see Hitt and Tyler 1991 

and Ford and Richardson 1994, for examples). Furthermore, it has also been argued that 

both strategic decisions and ethical decisions are subsets of business decisions (Chonko 

and Hunt 1995, Mclntyre and Capen 1993, Fleming 1985) Moreover, examining the 

steps involved in making decisions in both strategic and ethical contexts reveals at least 

some similarities in the processes of both. For example, decision-makers in both contexts 

may be required to (1) recognize that a decision needs to be made, (2) identify a set of 

alternatives, (3) develop choice criteria, (4) apply choice criteria, and (5) make a decision. 

(See Hunt and Vitell 1986 for an in-depth discussion of these steps as they relate to 

ethical decision-making.) These similarities of strategic and ethical decision processes 

invite two questions: Are some individuals good (poor) at the process of decision

making, regardless ofthe context? And, if so, what factors contribute to their decision

making ability? 

Research on strategic decision-making has focused on factors that influence 

decision outcomes, such as: organizational factors (Hambrick and Mason 1984, Aldrich 
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1979), managerial influence (Montanari 1978), and objectives and information (Griffith 

and Rust 1997, Armstrong and Collopy 1996). Similarly, research on ethical decision

making has focused on aspects ofthe decision task and the decision situation that 

influence decision outcomes, including: organizational factors (Akaah 1993, Hunt, 

Wood, and Chonko 1989, Akaah and Riordan 1989, Ferrell and Skinner 1988), peer 

group influence (Izraeli 1988, Zey-Ferrell and Ferrell 1982, Zey-Ferrell, Weaver, and 

Ferrell 1979), managerial influence (Vitell and Festervand 1987, Hunt, Chonko, and 

Wilcox 1984, Posner and Schmidt 1984), and rewards and sanctions (Hunt, Chonko, and 

Wilcox 1984, Fritzsche and Becker 1983). 

Studies in both contexts tend to view decision-making as a highly structured and 

programmed process. However, when confronted with the same information decision

makers often arrive at different solutions (Sparks and Hunt 1998, Weick 1979). The 

reason is that most decisions require individuals to evaluate and interpret information, not 

just make choices. In some instances of strategic decision-making these evaluations and 

interpretations result in sharp departures from economic rationality. For example, 

Armstrong and Collopy (1996) found that over 40% ofthe students who participated in 

their new product pricing study were willing to harm their own firms by sacrificing 

profits to beat or harm a competitor. Similarly, Griffith and Rust's (1997) study of 

competitive pricing revealed that most subjects tended to be irrationally competitive, 

sacrificing profits (the stated objective) for relative standing versus other firms. Weick 

(1979) maintains that in order to explain why individuals choose different solutions when 

confronted with the same problem one must examine an individual's "thinking practices," 



not just the mechanics associated with choice. In order to understand these "thinking 

practices," research must focus more on the characteristics ofthe decision-maker. 

In the context of ethical decision-making, consider the work of Frank, Gilovich, 

and Regan (1993). They examined the effect of educational experience on self-interested 

behavior. A portion of their study involved an experiment dealing with ethical decision

making. Ethical scenarios were presented to students in two economic classes (one class 

that stressed mainstream economical theories and one that did not) and to a control group 

of students from an introductory astronomy class. Students were tested at the beginning 

and the end ofthe semester. The results of their experiment indicated that exposure to 

mainstream economic theories (e.g., the self-interest model) tended to result in subjects 

making less ethical decisions. That is, subjects in the class that emphasized mainstream 

economics showed more of a shift toward less ethical decisions over the course ofthe 

semester than did students in the other economics class. In turn, the subjects in the 

economics class that did not stress mainstream economic theory showed more of a 

movement toward less ethical decisions than did subjects in the control group. 

This study explores strategic and ethical decision-making by focusing on two 

characteristics ofthe decision-maker: level of cognitive moral development (CMD) and 

cognitive style (CS). This introductory chapter (1) describes CMD and CS, (2) presents a 

model ofthe factors that affect strategic and ethical decision-making, (3) presents the 

major hypotheses of this study, and (4) describes the sample. Finally, the research design 

is discussed. 



Cognitive Moral Development 

Building on the seminal work of Piaget (1932), Kohlberg (1969) posits that a 

highly developed capacity for advanced logical reasoning is necessary for advanced 

moral reasoning. Individuals with poorly developed logical reasoning skills are unable to 

recognize all ofthe elements (or understand the relationships among them) that are 

inherent in decisions with moral impHcations. Therefore, such individuals are not able to 

recognize all ofthe possible contingencies and consequences of their actions nor are they 

able to assimilate the rightful needs of all parties involved in a moral decision into a 

judgment satisfying a moral ideal (Goolsby and Hunt 1992). 

As individuals progress in their CMD, they increase their interpretive abilities and 

acquire a broader societal perspective (see Table 1.1). Evidence suggests that individuals 

at higher levels of CMD are able to construct more elaborate cognitive structures 

(Trevino 1992), which in turn allows them to rely more on memory in evaluating new 

stimuli, notice relative differences, and separate schemata and inconsistent facts 

(Gatignon and Robertson 1991). 

The CMD approach to moral reasoning is based on the concept that individuals 

gain, over time, an increasingly more accurate understanding ofthe nature of moral 

obUgations in complex social systems (Rest 1979). However, Rest (1986b, p.57) 

maintains: "It is not specific moral experiences (i.e., moral education programs, moral 

leaders, moral crises, thinking about moral issues) as much as a growing awareness ofthe 

social world and one's place in it that seems to foster development in moral judgment" 



Table 1.1 Kohlberg's Stages of Cognitive Moral Development. 

Stage of Cognitive Moral Development 

Level 1: Preconvention 
Stage 1: Heterogamous Morality 

Stage 2: Instrumental Purpose and 
Exchange 

Level 2: Conventional 
Stage 3: Mutual Interpersonal 

Expectations, Relationship, 
and Interpersonal Conformity 

Stage 4: Social Accord and System 
Maintenance 

Level 3: Postconventional 
Stage 5: Social Contract and Individual 

Rights 

Stage 6: Universal Ethical Principles 

What is "Right" and Why 

Avoiding the breaking of rules that 
are backed by punishment. Superior 
power of authority determines 
"right." 
Following one's own interest and 
letting others do the same. Follows 
rules only when it is in one's own 
self-interest. Right is defined by 
equal exchange, a fair deal. 

Exhibition of stereotypical good 
behavior. Living up to what is 
expected in a person's role. Respect 
for trust, loyalty, and gratitude. 
Behef in Golden Rule. 
Making a contribution to society, to 
group, or institution. Fulfills duties 
to which he/she has agreed. Avoid 
breakdown of system. 

Rules are upheld because they are a 
social contract; however, nonrelative 
values are upheld regardless of 
majority opinion. Concern for laws 
and duties are based on rational 
determination of overall utility. 
Welfare and rights are protected. 
Self-chosen ethical principles 
determine what is right. Laws and 
social duties are valid only because 
they are based on such principles. 
The individual respects others and 
has personal commitment to beliefs. 

(Adapted from Goolsby and Hunt 1992). 



(italics in original). Therefore, one's level of CMD may be an indirect indication of one's 

general social/cognitive development. 

Cognitive Stvle 

The concept of cognitive style or "CS" is based on the works of Carl Jung (1971, 

1933). Jung developed a typology to better understand how individuals habitually or 

preferentially orient themselves in the world (Sharp 1987). Jung identified four 

"functions" or modes of orientation: sensation, intuition, thinking, and feeling. Whereas, 

sensation and intuition designate the way in which individuals take in information, 

thinking and feeling designate the way in which individuals use information to make 

decisions. The function of sensation represents perception by means ofthe physical 

senses; intuition refers to perception by way ofthe subconscious; thinking refers to the 

process of cognitive thought; and feeling refers to subjective valuation. 

The concept of CS can be illustrated using the standard coordinate axes from 

plane geometry (the two intake modes placed on one axis, the two decision-making 

modes placed on the other axis — see Figure 1.1). CS refers to one's position in relation 

to the point of origin. An individual who prefers to take in information through his/her 

subconscious mind and use that information by means of cognitive thought would be 

located in quadrant I. However, an individual who prefers to take in information through 

his/her senses and use it by means of subjective valuation would be located in quadrant 

III. It is important to note that one cannot be located in more than one quadrant. That is, 



an individual cannot prefer to use both information intake modes (sensation and intuition) 

nor can he/she prefer to use both decision-making modes (thinking and feeling). 

Research suggests that individuals with different cognitive styles (i.e., individuals 

located in different quadrants in Figure 1.1) approach decision-making differently 

(Brightman 1988a, 1988b, Hirsch and Kummerow 1987, Margerison 1982, Margerison 

and Lewis 1981, Mason and Mitroff 1973). Importantly for this study, Fleming (1985) 

proposes that decision-makers use the same cognitive style for any problem they face, 

which includes strategic as well as ethical decisions. 

Sensation 

Thinking 

II 

m 

Feeling 

IV 

•> Intuition 

Figure 1.1 
The Four Modes of Cognitive Style 



The Purpose ofthe Research 

The purpose of this study is to examine the relationship between two facets of 

cognitive development (i.e., CMD and CS) and two types of decision-making, strategic 

and ethical. The underlying research question is whether some people are good (poor) 

decision-makers, independent ofthe context in which the decision is being made. That is, 

do people who make superior (inferior) strategic decisions tend to be the same people 

who make good (poor) decisions when it comes to ethical conflicts? Or is superior 

(inferior) strategic decision-making independent of good (poor) ethical decision-making? 

Finally, what factors affect the decision-making ability of individuals who are good 

(poor) decision-makers in both strategic and ethical contexts? The proposed model is 

given in Figure 1.2. A description ofthe hypothesized paths follows. 

Hypotheses 

Strategic and Ethical Decisions. Regardless ofthe decision context, decision

makers are often required to (1) recognize that a decision needs to be made, (2) identify a 

set of alternatives, (3) develop choice criteria, (4) apply choice criteria, and (5) make a 

decision. If a decision-maker possesses the ability to consistently make correct decisions 

in either a strategic or an ethical context, then that individual must possess advanced 

reasoning skills. These skills should not be context specific. Therefore, it is 

hypothesized that individuals who make superior (inferior) strategic decisions will also 

make good (poor) ethical decisions. 
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Cognitive Moral Development. The possession of advanced logical reasoning is a 

necessary but not sufficient condition for advanced moral reasoning (Kohlberg 1969). 

Therefore, individuals who have progressed to higher levels of CMD should possess the 

logical reasoning abiUty to make superior strategic decisions, as well as good ethical 

decisions. As a result, CMD is hypothesized to be positively associated with both 

strategic decision-making and ethical decision-making. 

Cognitive Stvle. Individuals who use their senses to take in information 

("sensates") tend to use details and specifics that are present in a decision situation. 

Therefore, it is hypothesized that "sensates" make superior strategic decisions and good 

ethical decisions. "Thinkers" rely more on their analytical skills when making decisions, 

which allows them to make more consistently correct decisions regardless ofthe context. 

Therefore, it is also hypothesized that individuals who prefer to use cognitive thought 

("thinkers") when making decisions make superior strategic decisions and good ethical 

decisions. 

Other Relationships. Two other independent variables are hypothesized to be 

positively associated with both strategic decision-making and ethical decision-making: 

education level and age. In addition, ethical decision-making is hypothesized to be 

positively associated with several independent variables: religiosity, deontological 

orientation, and idealism; and negatively associated with teleological orientation and 

relativism. Finally, strategic decision-making is hypothesized to be positively associated 

with business experience. 



Sample 

The sample consists of college students from different disciplines and at different 

points in their educational programs (i.e., freshmen, junior/seniors, and MB As) and 

practitioners who have returned to school to earn an executive MBA degree. Seven 

hundred fifty-seven questionnaires were administered, of which 675 were sufficiently 

complete to use in the analysis. Although the use of students as research subjects has 

been criticized, in this study it is not problematic. The main concern is that enough 

variance is present in the constructs being studied, not whether the subjects are 

representative of marketing practitioners or some other population. 

Measurement 

Strategic decision-making is measured using the scenario developed in Frank, 

Gilovich, and Regan (1993). Ethical decision-making is measured using a modified 

version ofthe scenario developed by Armstrong and Collopy (1996). The respondents 

were asked to read each scenario. The respondents were then asked to make a decision 

regarding the situation outlined in each scenario. Independent variables were measured 

using either single items (gender, education level, age, and business experience) or well 

established scales (CMD, CS, religiosity, deontological/teleological orientation, and 

idealism/relativism). 

10 



Figure 1.2 
Factors Proposed to Affect Strategic and Ethical Decisions 
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CHAPTER n 

CONCEPTUAL DEVELOPMENT 

Cognitive Moral Development 

Research concerning CMD and its effect on moral behavior began in the 1930s 

with the work of Piaget. Piaget (1932) was interested in understanding the complex 

mental processes used in deriving meaning from experience. Piaget theorized that 

individuals' cognitive development progresses through a series of stages that he labeled 

intuitive, concrete operational, and formal operational (see Piaget 1970 for summary). 

Piaget was successfiil in defining the psychological construct referred to as 

"cognitive judgment," establishing a framework for studying the phenomenon, and 

collecting extensive data on the subject. However, it was not until three decades later, 

through the work of Lawrence Kohlberg, that his concept of cognitive development 

received much attention. Kohlberg (1958) emphasizes that advanced moral reasoning 

requires advanced logical reasoning capacity. If an individual does not possess advanced 

logical reasoning capacity, then he/she is unable to recognize or analyze all of the 

ambient factors involved in making moral decisions. Kohlberg believed that moral 

development must be related to cognitive development. In fact, he reasoned that although 

not sufficient, advanced logical development is necessary for advanced moral reasoning. 

Kohlberg posited that in order for individuals to develop advanced moral 

reasoning skills, they must be able to interpret the thoughts, feelings, and roles of other 
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individuals potentially affected by a decision. Research has independently substantiated 

this line of reasoning (e.g., Feffer and Gourevitch 1960, Selman 1980). 

Kohlberg (1969) identifies six stages comprising three levels of moral 

development that individuals progress through sequentially. As individuals proceed to 

the next level, they rely less on other individuals' definitions ofthe situation (as their own 

interpretive capabilities increase) and they acquire a broader societal perspective. In 

addition, Kohlberg's research indicates that individuals from all age groups, cultural 

backgrounds, and socioeconomic classes progress through these six stages (see Table 

1.1). 

Although Kohlberg's stages are useful for illustrative purposes, it is important to 

remember that CMD is actually a continuous process, not a jump from one stage to the 

next (Rest 1986b). An individual who is at stage 2 in CMD does not suddenly awake one 

morning to discover that he/she is now at stage 3. CMD is fostered by a "growing" 

awareness ofthe social world and one's place in it (a learning/>roce55). As Rest (1986b) 

explains, individuals who develop in moral judgment are those who love to learn, who 

seek challenges, and who enjoy intellectually stimulating environments. 

Cognitive Moral Development and Decision-Making 

As Trevino (1992) emphasizes, research indicates that moral judgment is 

cognitively based. The stages of development identified by Kohlberg's CMD framework 

represent different modes of thinking. As individuals progress through the stages of 

CMD they are able to construct more elaborate cognitive structures. In turn, individuals 
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who are able to construct more elaborate cognitive structures are able to: rely more on 

memory when evaluating new stimuli, notice relative differences, and separate schemata 

and inconsistent facts (Gatignon and Robertson 1991). Therefore, individuals with a 

higher level of CMD will be better able to cope with atypical situations and compare 

diverse stimuli, which can lead to superior decision-making. 

Cognitive Moral Development in the Marketing Literature 

The use of CMD in the marketing literature has been infrequent (due, in part, to 

the difficulty associated with getting marketing practitioners to participate in studies that 

use questionnaires ofthe length and complexity needed to measure CMD) (Goolsby and 

Hunt 1992). The studies utilizing CMD in marketing have been positive in nature. 

Ferrell, Gresham, and Fraedrich (1989) adapted Hunt and Vitell's (1986) general theory 

of marketing ethics by explicitly incorporating CMD into it. Goolsby and Hunt (1992) 

examined the CMD of marketing practitioners. They found that (1) marketing 

practitioners compare favorably in CMD with other social groups, (2) marketers scoring 

high on CMD tend to be female and highly educated, and (3) marketers with advanced 

moral reasoning properties tend to have socially responsible attitudes and behaviors. 

Castleberry, French, and Carlin (1993) found that marketing researchers' CMD is the 

same as or higher than the general public's. 
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operationalization of Cognitive Moral Development 

The Kohlberg typology centers around the form ofthe answers given rather than 

responses to content. That is, it concentrates on the type of reasoning used, rather than 

the final ethical decision. Therefore, the research concerning CMD does not center on 

ethical judgments, per se, or behaviors. Instead, it centers on the cognitive processes 

used in the interpretation of ethical dilemmas. 

Kohlberg's method entails a clinical interview technique. A subject is asked to 

read three scenarios. Each scenario presents a different dilemma. One dilemma concerns 

the conflict between helping someone enhance their quality of life and breaking the law. 

Another dilemma deals with a conflict between regard for conscious justice and 

retributive justice. The final conflict revolves around the maintenance of a contract and 

the upholding of legitimate authority. 

After the subject reads a dilemma, a trained interviewer asks the subject what 

course of action should be followed by the principal character in the scenario. The 

interviewer then questions the subject in regard to the reasons why the subject should 

choose that particular action. The conversation is recorded and transcribed. Then the 

responses are classified into categories corresponding to the stages ofthe typology. The 

task of scoring the responses is very difficult and time consuming. It requires the use of a 

highly skilled interviewer and does not lend itself to large sample sizes. In addition, it is 

often recommended that a second interviewer be used to lessen the chance of scorer error 

or misinterpretation. Even though a coding manual has been developed to help in the 

classification of responses (cf Gibbs and Widaman 1982), scoring is still problematic. 
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Rest (1986a) developed the Defining Issues Test (DIT) to provide a simplified 

alternative to Kohlberg's methodology. Rest (1979) observes that individuals in each 

stage of development generally responded to the dilemmas prototypically. Rest reasoned 

that it would be much simpler to provide subjects with a set of prototypical responses 

from each stage of development and then ask them to choose the statements that are the 

most important in the determination ofthe ethical judgment. The correlation between the 

two procedures (i.e., Kohlberg's moral maturity index and the DIT "P%" score) is 

approximately 0.75. Both methodologies have been shown to be measuring judgmental 

processes in the same nomological network (Rest 1979). The DIT is considered to be a 

reliable, valid measurement device for the study of CMD (Gibbs and Widaman 1982, 

Kohlberg 1984, Rest 1986a). 

Cognitive Style 

Cognitive style refers to the way in which individuals take in information and the 

way they use that information to make decisions. Jung (1971) maintains that there are 

two information intake modes, sensation and intuition. These two modes are considered 

paired opposites and may be thought of as ranging in intensity along a continuum 

(Hellriegel and Slocum 1975). Those labeled "sensates" emphasize the use of their 

senses to gather information from the external world. Individuals located toward the 

sensation end ofthe continuum tend to be interested in details and specifics (i.e., the 

objective universe). Jung states, "[sensation] is, therefore, identical with perception" 

(Jung 1971, p. 461). However, "intuitors," individuals located toward the intuition end of 
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the continuum, tend to mediate perceptions by way ofthe subconscious (Mattoon 1981). 

They see the gestalt of a situation because they take in information by means of their 

imagination (Mitroff and Mitroff 1980). As Jung explains: "In intuition a content 

presents itself whole and complete, without our being able to explain or discover how this 

content came into existence" (Jung 1971, p. 453). 

Paired with his two information-intake modes, Jung identifies two decision

making modes, thinking and feeling. These two modes are also considered paired 

opposites, and may be thought of as ranging in intensity along a continuum (Hellriegel 

and Slocum 1975). "Thinkers," i.e., those toward the thinking end ofthe continuum, 

stress the role of logic in decision-making. They emphasize impersonal, analytic modes 

of reasoning (Mitroff and Mitroff 1980). Jung states: "Thinking is the psychological 

function which, following its own laws, brings the concepts of ideation into conceptual 

connection with one another" (Jung 1971, p. 481). Conversely, "feelers," i.e., those 

toward the feeling end ofthe continuum, tend to allow their feelings ("values") to 

dominate the decision-making process. Jung indicates, "Feeling is primarily a process 

that takes place between the ego (q.v.) and a given content, a process, moreover, that 

imparts to the content a definite value in the sense of acceptance or rejection ('like' or 

'dislike')" (Jung 1971, p. 434). 

Jung believed that the paired modes were mutually exclusive. That is, a person is 

incapable of preferring both the thinking function and the feeling function (or the 

sensation function and the intuition function). However, a person can use one ofthe 

perceiving modes along with one ofthe decision-making modes. The resulting possible 
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combinations (sensing-thinking, sensing-feehng, intuiting-thinking, and intuiting-feeling) 

form the core of Jung's typology of psychological types (Jung 1933, 1971). Jungian 

theorists usually refer to the combination of modes as "function type." However, this 

term has been replaced by that of "cognitive style" (Mclntyre 1991). 

Jung first proposed his typology as a method to understand the conflict between 

Freud's views and those of Adler. However, Jung envisioned his typology as a critical 

psychology that would allow researchers to empirically investigate the "chaotic profusion 

of individual experiences" (Jung 1971, p. 555) through the organization and delimiting of 

typical psychic processes. 

Cognitive Style and Decision-Making 

Research has shown that individuals with different cognitive styles approach 

decision-making differently (e.g., Brightman 1988a, 1988b; Hirsch and Kummerow 

1987; Margerison 1982; Margerison and Lewis 1981; Mason and Mitroff 1973). In 

addition, individuals with different styles perceive different problems when looking at the 

same information and prefer to solve different types of problems (Mitroff, Barabba, and 

Kilmann 1977). Smith and Urban (1978) examined how "thinkers" and "feelers" process 

information. While "feelers" tended to vary their probability estimates as they acquired 

more experience with a phenomenon, "thinkers" were more conservative and less likely 

to revise probability estimates. 

Herden and Lyles (1981) studied how individuals with different cognitive styles 

conceptualize problems. They found that "feelers" tended to be conceptualizers, 
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attributing problems to technical systems, while "thinkers" tended to be integrative 

conceptualizers, attributing problems to both systems and individuals. 

Nutt (1979) proposes that individuals with different cognitive styles prefer 

different decision models. For example, Nutt posits that "intuitor-thinkers" prefer either 

the Normative Decision Theory (NDT) model or the Behavioral Decision Theory (BDT) 

model. The NDT assumes that the necessary information to make the decision is 

available and that the goals are known. The BDT approach focuses on a serial search for 

"acceptable solutions." Nutt indicates that "intuitor-feelers" reject both the NDT and the 

BDT approaches in favor of more adaptive approaches. "Intuitor-feelers" prefer ill-

structured problems and more qualitative methods, 

Henderson and Nutt (1980) tested whether individuals with different cognitive 

styles actually make different decisions. They found that individuals with different 

cognitive styles perceived different amounts of risk associated with the same project. The 

following order arranged from high perception of risk to low perception was found: 

sensing-thinking, intuiting-feeling, intuiting-thinking, sensing-feeling. The order of 

likelihood of adopting a project was just the reverse: sensing-feeling, intuiting-thinking, 

intuiting-feeling, sensing-thinking. Therefore, there is evidence that cognitive style has 

some effect on decision-makers' judgments. 

Becker and Myers (1970) examined cognitive style and its affect on individuals' 

responses to market research questionnaires. They found that individuals favoring 

intuition were more likely to give polar evaluations (more positive or more negative), 

while individuals favoring sensation were more likely to report less extreme evaluations. 
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Cognitive Style in the Marketing Literature 

Although cognitive style has been used in a number of articles in the business-

related literature (e.g., Brightman 1988a, Greig 1984, Henderson and Nutt 1980), there 

have only been a few articles related to cognitive style in the marketing literature. These 

studies have focused on three areas: information definition and usage, information 

processing, and communication. 

Kerin (1983) investigated whether individuals with different cognitive styles 

prefer different information. In empirical tests with JVIBA students he found that 

"intuitor-thinkers" preferred more objective data, while "intuitor-feelers" preferred more 

subjective data. As a result, he found that "intuitor-thinkers" preferred careers in market 

research, while "intuitor-feelers" preferred careers in sales management. 

Hirschman (1985) investigated the relationship between cognitive style and the 

psychology of inquiry by illustrating that different cognitive styles define information 

differently. Based on personal interviews and the analysis of sample works, Hirschman 

categorized four different marketing authors into four cognitive styles: sensing-thinking 

("analytical scientist"), sensing-feeling ("particular humanist"), intuiting-thinking 

("conceptual theorist"), and intuiting-feeling ("conceptual humanist"). 

Becker and Myers (1970) applied cognitive style to marketing research. They 

found that "intuitors" were more likely to make extreme evaluations, while "sensates" 

were less likely to do so. Lessig and Tollefson (1971) also investigated cognitive style in 

the marketing research area. They attempted to identify consumers who were likely to 

respond similarly to marketing stimuli. They included a measurement of respondents' 
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tendency to be either "thinkers" or "feelers" (the TF scale) as a variable in their cluster 

analysis technique with marginal results (TF scores differed significantly between groups 

at the 0.074 level). 

Cognitive style is discussed in several marketing textbooks. These textbooks 

stress the need to incorporate the concept of cognitive style into marketing 

communications (e.g., sales presentations). Futrell (1996) stresses the need for adapting 

sales presentations to best relate to buyers with different "personality styles." He 

provides guidelines for identifying a buyers "personahty style" using simplified 

descriptions ofthe four modes (sensation, intuition, thinking, and feeling). Wilkie (1994) 

briefly introduces readers to neo-Freudian (which includes Jung's theory) views of 

personality in the chapter dealing with consumer motivation. He notes that the theory is 

of extreme interest and recommends further reading. Zaltman and Wallendorf (1979) 

provide an extensive overview of Jung's theory. They recommend that marketers adapt 

promotions to fit each ofthe different cognitive styles. They include examples of 

advertisements that should appeal to each cognitive style. 

Operationalization of Cognitive Style 

Jung did not offer any way to measure the elements of his typology. Jung's 

theory of psychological types was operationahzed by Myers (1962). A series of forced 

choice, self-report questionnaires were developed known as the Myers-Briggs Type 

Indicator (MBTI). The MBTI allows researchers to establish the modes that an individual 

prefers to use and the order of preference. The MBTI enables researchers to examine 
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Jung's typology from a variety of approaches including single modes (e.g., "thinking") 

and combinations of modes (e.g., "sensing-thinking"). The instrument yields preference 

scores on a number of scales (thinking-feeling, sensing-intuiting, extroversion-

introversion, and judging-perceiving). Each of these scales can be used as continuous 

scores for correlational research (Myers and McCaulley 1985). The current study uses 

the thinking-feeling (TF) score and the sensing-intuiting (SN) score. 

Model Development 

The focus of this research is the relationship between cognitive development and 

strategic and ethical decision-making. A review ofthe literature yielded, in addition to 

the two cognitive variables (CMD and CS), seven additional variables that may influence 

decision-making (Figure 1.2). 

Dependent Variables 

The two scenarios that were used to measure strategic and ethical decisions were 

chosen because they met four basic criteria. (1) They were short. This was necessary to 

keep the overall questionnaire to a more manageable length. (2) Both scenarios contained 

choices that could be identified as the correct choice. (3) Both scenarios have undergone 

prior testing and (4) prior research has shown that subjects' responses to both of these 

scenarios do vary. 

Strategic Decisions. Following Armstrong and Collopy (1996), respondents were 

asked to read a short scenario dealing with pricing. The respondents were asked to 
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assume the role of owner of a fictitious company. They received written descriptions of a 

business situation and were asked to set the price of a new product. They were told that 

the higher the price, the more money both the respondent's firm and its competitor would 

make. As the price was lowered, the respondent's firm's profits decreased. However, the 

competitor suffered increasingly more substantial losses. The original questionnaire 

administered by Armstrong and Collopy (1996) offered the respondents two possible 

prices, high and low. In an effort to achieve more variance, the current study allows the 

respondents to choose from four different prices. The correct strategic choice within the 

context ofthe scenario used in this research is to price the new product so that the 

respondent's firm makes the most money possible. All things being equal, individuals 

should prefer more (Hunt and Morgan 1996). 

Ethical Decisions. Following Frank, Gilovich, and Regan (1993), respondents 

were asked to read a short ethical scenario. The ethical scenario involved an envelope 

containing $100 bearing the owner's name and address. First, the respondents were 

asked to imagine that they had lost the envelope and to estimate the likelihood (0% to 

100%) that a stranger would return it. The respondents were then asked to assume that 

the roles were reversed and to indicate the likelihood that they themselves would return 

the envelope. 

Ethical decisions within the context ofthe scenario used in this research are 

defined as those in which the respondent indicated that he/she would be likely to return 

the money; respondents' answers were considered to be more ethical than other 

respondents' answers if they indicated a higher likelihood of returning the money. 
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Both strategic and ethical decision-making within the context of this study 

required individuals to (1) develop choice criteria, (2) apply choice criteria, and (3) make 

a decision. In order to become proficient at this process individuals must possess 

advanced reasoning skills, which, regardless ofthe context, allow them to recognize 

elements (and understand relationships among them) that are inherent in decision-making 

situations. 

Hp There is a positive relationship between strategic decision-making and ethical 
decision-making: Those who make superior strategic decisions also make more 
ethical decisions. 

Independent Variables 

Cognitive Moral Development. Respondents who are at higher levels of CMD 

possess an increased ability to reason logically (Goolsby and Hunt 1992). In addition, 

they have the ability to construct more elaborate cognitive structures (Trevino 1992). As 

a result, these individuals have an enhanced ability to recognize and analyze complex 

relationships among elements in a decision problem. 

H2a: Individuals higher in CMD make superior strategic decisions. 

H2b: Individuals higher in CMD make more ethical decisions. 

Cognitive Style. Cognitive style is composed of two scores: thinking-feeling and 

sensing-intuiting. Respondents who are "thinkers" prefer to use analytical processes to 

make decisions, which allow them to make consistently better decisions. Respondents 

who are "sensors" use the details and specifics presented in a decision problem, which 

allow them to make consistently better decisions. 
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Hja: "Thinkers" make superior strategic decisions. 

K^b' "Thinkers" make more ethical decisions. 

Hjj,: "Sensates" make superior strategic decisions. 

Hj^: "Sensates" make more ethical decisions. 

A review ofthe literature revealed other possible variables that have been shown 

to affect strategic and/or ethical decision-making. In order to employ a more fully 

specified model, the following variables were included. 

Sex. The topic of gender differences has been debated in the literature. It has 

been argued that women develop different social attitudes and moral orientations due to 

the fact that women experience the world differently than men (Gilligan 1977), Gender 

has been extensively investigated in the literature with mixed findings. Some studies 

indicate that females are likely to act more ethically than males (e.g., Ferrell and Skinner 

1988, Chonko and Hunt 1985), while others have found that gender has no role in the 

formation of ethical beliefs (e.g., Callan 1992, Dubinsky and Levy 1985). Given the 

mixed findings of researchers, the following hypothesis is put forth as a means to 

investigate the phenomena within the context ofthe current study. 

H4: Women make more ethical decisions than men. 

Religiosity. Religiosity reflects the degree to which an individual is considered to 

be religious. Religious institutions can play a substantial role in defining an individual's 

core values. These core values, in turn, influence ethical behavior (Engel, Blackwell, and 

Miniard 1995). Wiebe and Fleck (1980) found that intrinsically rehgious individuals, i.e., 

those for which religion is a central focus in life, have a greater concern for moral 
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standards, conscientiousness, discipline, and responsibility. In addition, they appear to be 

more sensitive and empathetic. Religious orientation has also been shown to affect 

aspects of individuals' personality and life-style (Wilkes, Burnett, and Howell 1986). 

H5: There is a positive relationship between religiosity and ethical decisions. 

Deontological/Teleological Orientation. Normative ethical theories draw on two 

traditions in moral philosophy: deontology and teleology (Murphy and Laczniak 1981). 

Deontologists focus on the rightness of an action itself That is, they believe that there 

are certain features of an action that make it either correct or incorrect. On the other 

hand, a teleologist focuses on the consequences of an action. Teleologists believe that 

individuals should determine the consequences of alternative actions and evaluate the 

rightness or wrongness of all ofthe consequences (Hunt and Vitell 1986). In terms ofthe 

ethical scenario used in this study, an individual who believes that taking someone else's 

money is wrong (a deontologists) would be more likely to return the money. 

Hĝ : There is a positive relationship between deontological orientation and ethical 
decisions. 

Hgb: There is a negative relationship between teleological orientation and ethical 
decisions. 

Idealism/Relativism. As Forsyth (1980) proposes, idealism pertains to the extent 

to which rule deviation is tolerated with respect to the consequences ofthe behavior 

(Deontologists would score very high on this scale), while relativism is defined as the 

degree to which some individuals reject universal moral rules (A deontologist would 

score very low on this scale). Shaub (1989) proposes that individuals who tend to reject 

the existence of universal moral rules are less likely to learn norms and rules that guide 
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ethical behavior. Sparks and Hunt (1998) posit that individuals who are more relativistic 

tend to be less ethically sensitive and, as a result, may be less likely to recognize that a 

given decision involves an ethical issue. Given how a deontologist would score on these 

scales and the ethical scenario used in this study, the following two hypotheses are 

posited. 

Hŷ : There is a positive relationship between idealism and ethical decisions. 

H-T̂ : There is a negative relationship between relativism and ethical decisions. 

Education Level. As Rest (1984) hypothesizes, increased intellectual capacity is a 

necessary, but not sufficient condition for higher levels of moral reasoning. In addition, 

studies have indicated that managers with higher levels of formal education make 

different decisions from those with less formal education (Armstrong and Collopy 1996, 

Hitt and Barr 1989). 

Hĝ : There is a positive relationship between level of education and strategic 
decisions. 

Hgi,: There is a positive relationship between level of education and ethical 
decisions. 

Age. Age has been hypothesized to affect both strategic and ethical decisions. 

Studies dealing with ethics do not agree as to the role that age plays. Some studies have 

reported that there is no relationship between age and an individual's ethical behefs (e.g., 

Callan 1992; Izraeli 1988; Jones and Gautschi 1988; Kidwell, Stevens, and Bethke 1987), 

while other studies have found that a relationship exists. For example. Browning and 

Zabriskie (1983) found that younger purchasing managers tend to have a more ethical 

viewpoint than older managers. Ruegger and King (1992) found older students to be 
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more ethical than younger students. In addition, studies have shown that age affects 

salary decisions. Younger managers are more willing to grant higher salaries to 

executives (Hitt and Barr 1989). The relationships found in these studies may be a result 

of individuals of similar age having had similar life experiences, and potentially similar 

values and behefs (Ireland, Hitt, Bettis, and de Porras 1987). For the purpose of 

investigating the role that age plays in the current study, the following two hypotheses are 

posited. 

Hĝ : There is a positive relationship between age and strategic decisions. 

Hgj,: There is a positive relationship between age and ethical decisions. 

Business Experience. Amount and type of work experience have been found to 

affect strategic choices. Hitt and Barr (1989) found that less experienced managers differ 

from their more experienced counterparts in decisions regarding executives' 

compensation. Other studies have shown that managers with more experience tend to use 

different decision processes than less experienced managers (Fredrickson 1985). One 

explanation is that managers' cognitive models may be based partially on their career 

experiences (Hambrick and Mason 1984). That is, individuals with more experience have 

learned about certain situations and the consequences of alternative courses of actions. In 

turn, these lessons are incorporated into the models they use when making decisions. 

HJQ: There is a positive relationship between business experience and strategic 
decisions. 
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CHAPTER m 

METHOD 

The basic research design for this research is a survey of individuals (decision

makers) varying in education, age, and business experience. The subjects consist of 

college students and marketing practitioners (enrolled in executive MBA programs). The 

use of students as a portion ofthe sample is appropriate in the context of this study. The 

purpose of this study is to assess the influence of cognitive development on strategic and 

ethical decisions-making. The key is not whether the sample is representative of business 

practitioners or some other population; rather, it is whether the sample reflects variance 

on the variables of interest (e.g., CMD and CS). As a result, the sample was chosen to 

reflect subjects with varying amounts of education (freshmen, juniors/seniors, 

MBA/executive MBAs), varying in age, and varying in business experience. 

The questionnaire was administered during each student's regularly scheduled 

class. Subjects were asked to read a series of scenarios dealing with strategic and ethical 

decisions and respond to a series of questions for each. Next, the subjects were asked a 

series of questions designed to measure the constructs hypothesized to affect decision

making. 

Sample 

The sample consists of college students from different disciplines and at different 

points in their educational programs and marketing practitioners. Students were recruited 
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from various departments (e.g., marketing, economics, human sciences, etc.) at eight 

different universities. In addition, marketing practitioners were recruited from 5 different 

executive MBA programs. The sample consists of students from 3 levels of education: 

incoming freshmen, junior/seniors, MBA's (including executive MBA/marketing 

practitioners). The characteristics ofthe respondents are shown in Table 3.1. 

Measurement of Constructs 

Multiple item, self-report measures were used, when applicable, for the constructs 

in this study, all of which had been employed in previous studies. 

Cognitive Moral Development. The Defining Issues Test (DIT) (Rest 1986a) was 

used to measure this construct. Two versions ofthe DIT are available: a six and a three 

vignette version. The three vignette version was used in this study in order to keep the 

questionnaire to a manageable length. Although the shorter version is not as reliable as 

the six scenario version, it correlates very highly with the longer version (.91 to .94 in 

previous research), and is considered to have corresponding measurement properties 

(Rest 1986a). The instrument yields two indices: the "P% Score" and the "M Score." 

The "P% Score" is an index representing the relative importance given to principled 

(stages five and six) considerations in the determination of an ethical decision. The "M 

Score," for meaningless, is a reliability check used to detect non-thoughtful respondents. 

Cognitive Style. The Myers-Briggs Type Indicator (MBTI) Form G (Myers 

1985) was employed to measure this construct. The instrument yields two scores. The 
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Table 3.1 Respondent Characteristics 

Sex 

Male 

Female 

Number (N = 675) 

390 

285 

Percentage 

57.8 

42.2 

Level of Education Number (N = 675) Percentage 

Freshmen 

Junior/Senior 

MBA/EMBA 

147 

337 

191 

21.8 

49.9 

28.3 

Years of Business Experience Number (N = 675) Percentage 

0 - 4 

5 - 10 

11 -15 

16-20 

21 -25 

26-30 

31-35 

Mean: 5.09 years 

434 

130 

52 

33 

15 

7 

4 

64.3 

19.3 

7.7 

4.9 

2.2 

1.0 

0.6 
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Table 3.1 Continued 

Age Number (N = 675) Percentage 

17-20 

21 -25 

26-30 

31-35 

36-40 

41-50 

>51 

228 

262 

47 

44 

50 

42 

2 

33.8 

38.8 

7.0 

6.5 

7.4 

6.2 

0.3 

Mean: 24.82 years 

first is a thinker-feeler (TF) score. The second is a sensor-intuitor (SN) score. The scores 

were transformed into continuous measures as outlined in Myers and McCaulley (1985). 

Strategic Decision. Following Armstrong and Collopy (1996) respondents were 

asked to read a short scenario dealing with pricing. The respondents were asked to 

assume the role of owner of a fictitious company. They received written descriptions of a 

business situation and were asked to set the price of a new product. They were told that 

the higher the price, the more money both the respondent's firm and its competitor would 

make. As the price was lowered, the respondent's firm's profits decreased. However, the 

competitor suffered disproportionately, i.e., their losses were increasingly more 
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substantial. The original questionnaire administered by Armstrong and Collopy (1996) 

offered the respondents two possible prices, high and low. In an effort to achieve more 

variance, the current study allows the respondents to choose from four different prices. 

The scenario was originally used with students. 

Ethical Decision. Following Frank, Gilovich, and Regan (1993), respondents 

were asked to read a short ethical dilemma. The ethical dilemma involved an envelope 

containing $100 bearing the owner's name and address. First, the respondents were 

asked to imagine that they had lost the envelope and to estimate the likelihood on a scale 

from 0% to 100% that a stranger would return it. The respondents were then asked to 

assume that the roles were reversed and to indicate the likelihood that they would return 

the envelope. The dilemma was originally used with students. 

Sex. Respondents were asked to indicate their sex: 

Male Female 

Religiosity. Respondents were asked to rate their agreement with a series of four 

statements designed to measure the respondent's religious commitment (Wilkes, Burnett, 

and Howell 1986). The response format was a 7-point scale anchored by "strongly 

disagree" and "strongly agree." The four statements were: 

• I go to church regularly. 
• Spiritual values are more important than material things. 
• If Americans were more religious, this would be a better country. 
• I am a religious person. 

Deontological/Teleological Orientation. Respondents were asked to rate their 

agreement, using a 7-point Likert scale anchored by "strongly disagree" and "strongly 
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agree," with a series of belief statements designed to evaluate the respondent's 

deontological and teleological orientation (Bums and Kiecker 1995). The statements 

were: 

Scale Items Measuring Deontological Orientation 
• It is important to do the right thing, even if one's self and/or family suffer greatly 
as a result. 
• Before knowing the consequences of an action, it can be said to be either right or 
wrong. 
• It is wrong to decide whether or not to perform an act by balancing the act's 
positive consequences against its negative consequences. 
• Some actions are simply wrong, even though they may result in positive 
consequences for many people. 
• There are important rules determining whether an action is right or wrong that do 
not depend on the consequences ofthe action. 

Scale Items Measuring Teleological Orientation 
• It is not possible to determine the rightness or wrongness of an action without 
considering its consequences. 
• A right action is one that provides the greatest good for the greatest number of 
people. 
• A right action is one that provides the greatest good for me, my family, and those 
for whom I care greatly. 
• As the probability of positive consequences resulting from an action increases, 
the action increasingly becomes the right thing to do. 

Idealism/Relativism. Respondents were asked to rate their agreement, using a 7-

point Likert scale, with a series of belief statements designed to evaluate the respondent's 

ideaUsm and relativism orientation (Forsyth 1980). The scale has ten questions for each 

construct (see appendix A). The response format was a 7-point scale anchored by 

"completely disagree" and "completely agree." 

Educational Level. Respondents were asked to answer the following questions: 

(for use in questionnaires that were distributed to undergraduates) 

Please specify your education level and major. 
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Freshman 
Sophomore 
Junior 
Senior 

Current Major: 

(for use in questionnaires that were distributed to graduate students) 

Please specify the degree you are currently working toward. 

Master's 
Doctorate 
Other, please explain 

Please list any degrees that you have previously earned along with your major(s) 

Degree Major 

Age. Respondents were asked to indicate their age by answering the following 

question. 

Please indicate your age: 

Business Experience. Respondents were asked to answer the following question: 

Please indicate your business experience. If you have no business experience 
please enter a 0. 

I have had year(s) business experience. 
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Data Analysis 

The reliability and discriminant validity of all constructs was assessed. LISREL 

VIII software (Joreskog and Sorbom 1993) was used to perform confirmatory factor 

analysis on the full set of measurement items. The structural model reflected by this 

research was tested using the LISREL VIII software (Joreskog and Sorbom 1993). The 

sample correlation matrix was used to test the adequacy ofthe theorized model as well as 

the significance of each hypothesized relationships. Additional analysis (e.g., exploratory 

factor analysis) was conducted using SAS 6.08. 
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CHAPTER IV 

ANALYSIS 

The structural equation modeling (SEM) approach is used in this research. This 

approach involves developing a measurement model to define latent variables and then 

establishing relationships among them. The analysis separates the variability in the 

response factors explained by the exogenous (independent) variables from the variability 

due to specific factors not considered and the variability associated with the 

intercorrelations ofthe exogenous variables. 

SEM is appropriate when researchers are investigating multiple and interrelated 

dependence relationships involving unobservable (latent) concepts. An advantage to 

using SEM is that it allows the researcher to incorporate measurement error into the 

analysis, reducing the chances of making Type-II errors (Bagozzi and Yi 1989). 

Two-Step Approach to Structural Equation Modeling 

This study uses the two-step approach to SEM. In this approach, the measures of 

the constructs are analyzed simultaneously. However, they are analyzed separately from 

the structural model. This approach allows for a more systematic and detailed assessment 

ofthe sources of model mis-specification (Anderson and Gerbing 1988). Although the 

structural model can be evaluated for both the qualities of measures and the ability ofthe 

theoretical model to capture the causal relations among the constructs simultaneously (the 

"one-step method"), this method can lead to the rejection of an ill-fitting theoretical 
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model when the lack of fit is actually due to measurement error. As a result, the "one-

step method" has not been widely adopted. 

The Measurement Model 

This study uses reflective scales, formative scales, and items measured by single 

indicants. The nature ofthe weighted scoring used in measuring thinking-feeling, 

sensing-intuiting, and cognitive moral development does not allow one to investigate the 

properties of these scales. Therefore, they are being treated as single-indicant items. In 

order to facilitate the analysis ofthe measurement model, measurement ofthe five 

reflective constructs (religiosity, deontological orientation, teleological orientation, 

idealism, and relativism) were analyzed separately from the single-indicant items. Once 

the measures ofthe reflective constructs were refined, the single-indicant items were 

added and the entire measurement model was tested. The correlation matrix was used as 

the input for the analysis. The analysis ofthe measurement model and the structural 

model were conducted using LISREL VIII. 

Testing the Measurement Model. During the testing ofthe measurement model, 

the indicants of exogenous and endogenous constructs were all treated as indicants of 

exogenous variables. The resulting measurement model is represented by the following 

equation: 
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This equation represents the relationships between the observable indicants {q x 1 

vector x) and the exogenous latent constructs (5) through the loadings {qxn matrix A, of 

Xs) ofthe observable indicants and their error terms {q x 1 vector 6). 

As convention dictates (when multiple indicants are used to measure a latent 

construct), one indicant's coefficient {X) was set to 1.00, which set the scale for the latent 

construct to be the same as that indicator. However, since this research uses single 

indicants to measure some ofthe constructs, it is necessary to specify the portion ofthe 

variance due to error and the portion to be assigned to the loading for the constructs 

measured by a single item (strategic decision, ethical decision, thinking-feeling, sensing-

intuiting, cognitive moral development, sex, and business experience). The choice ofthe 

amount of variance to be assigned to measurement error is often arbitrary (Anderson and 

Gerbing 1988) and it has been suggested that a conservative estimate should be used. As 

Hayduk (1987) explains, the choice is rarely of any consequence. In this study the values 

for the variance due to error are set at 0.19 (A, = 0.90) for exogenous variables (thinking-

feeling, sensing-intuiting, cognitive moral development, sex and business experience) and 

at 0.00 {X = 1.00) for endogenous variables (strategic decision and ethical decision). 

(According to Schumacker and Lomax [1996], the error variances for endogenous 

constructs should always be set to 0.00.) 

The measurement model provides an assessment of convergent and discriminant 

validity ofthe constructs. The objective ofthe measurement model is to find a group of 

indicators for each construct whose variance is largely composed of common variance 
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between the items intended to measure that construct. In addition, one would not like 

these items to possess (1) a large portion of unexplained variance, (2) a large portion of 

variance shared with items intended to measure other constructs, or (3) to possess a large 

portion of variance that is not shared by all indicants ofthe intended construct. 

Measurement Model Respecification Procedure. Following the approach 

described above, items were candidates for deletion from the measurement model if they: 

(1) displayed a non-significant loading for the intended construct, (2) shared a large 

portion of unexplainable shared variance due to error with other indicants, or (3) shared 

variance with multiple indicators of other constructs. During each stage ofthe 

respecification process decisions regarding the deletion of a given item were based on 

both statistical indicators and theoretical considerations. 

Measurement Model (Latent Constructs Only). Prior to specifying the 

measurement model, an exploratory factor analysis was done on all reflective scales 

(religiosity, deontological orientation, teleological orientation, idealism, and relativism). 

All indicants loaded on their intended constructs. Confirmatory factor analysis was then 

performed on the reflective items using LISREL VIII. 

The initial model included 33 items intended to measure 5 constructs. The 

resulting model fit was x^ss) = 1,845.28 (p = 0.0). The goodness-of-fit index (GFI) = 

0.85, the root mean square error of approximation (RMSEA) = 0.065, and the 

standardized root mean square error residual (RMR) = 0.060. These indices suggest that 

the measurement model could be improved. 
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The lack of fit in the initial model is due to 9 problematic indicants: 13,16,17,19, 

111, 114,122,123, and 133. An examination of each of these items was undertaken. 123 

from the rehgiosity scale cross-loaded heavily on both the idealism scale and the 

relativism scale. It was determined that the idea present in this item was effectively 

captured by other items in the religiosity scale. 13 from the deontological orientation 

scale showed a tendency to share error variance with items from many ofthe other scales. 

A close examination reveals that the idea represented by this item is effectively captured 

by other items in the deontological orientation scale. 14 from the teleological orientation 

scale cross-loaded on the ideahsm construct. In addition, the idea present in this item was 

effectively captured by other items in the scale. Items 16,17,19, and 111 from the 

idealism scale showed a tendency to share error variance with items from other 

constructs. In addition, the ideas present in these items were effectively captured by the 

remaining items in the idealism scale. Items 122 and 133 (from the relativism scale) were 

candidates for deletion. 122 had a tendency to share error variance with items from other 

scales, while 133 cross-loaded on all reflective constructs except idealism. The ideas 

inherent in these two items were effectively captured by other items in the relativism 

scale. As a result, all of these items were systematically deleted from the reflective 

measurement model. The step-by-step results ofthe described respecification process are 

shown in Table 4.1. Although model fit could be improved (e.g., by deleting additional 

items), the current reflective construct measurement model yielded an acceptable fit. The 

resulting model fit was x'(242) = 563.82 (p = 0,0), The goodness-of-fit index (GFI) = 0.93, 

41 



the root mean square error of approximation (RMSEA) = 0.044, and the standardized root 

mean square error residual (RMR) = 0.047. The reflective measurement model was then 

combined with the single indicant constructs and the full measurement model was tested. 

Full Measurement Model. The reflective measures (rehgiosity, deontological 

orientation, teleological orientation, idealism, and relativism) were combined with the 

single-indicant constructs (strategic decision, ethical decision, cognitive moral 

development, thinking-feeling, sensing-intuiting, sex, and business experience). An 

initial examination ofthe correlations amongst the items measuring age, education, and 

business experience showed that these constructs were highly correlated and, therefore, 

lacked discriminant validity. As a result, age and education were not included in the full 

measurement model. 

The resulting model fit was xVo2) = 1,012,35 (p = 0.0). The goodness-of-fit index 

(GFI) = 0.91, the root mean square error of approximation (RMSEA) = 0.047, and the 

standardized root mean square error residual (RMR) = 0.050. Although the indices 

indicate an adequate model fit, item 116 (from the idealism scale) showed a tendency to 

cross-load on many ofthe single indicant items. Because the idea implied by this item 

was effectively captured by other items in the idealism scale, it was deleted. 

The final measurement model yielded an acceptable fit x̂ (377) = 918.31 (p = 0.0). 

The goodness-of-fit index (GFI) = 0.92, the root mean square error of approximation 

(RMSEA) = 0.046, and the standardized root mean square error residual (RMR) = 0.048. 
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Table 4.1 Summary of Measurement Model Respecification Process 

Changes made from 
previous test 

Reflective Measures 

None 

Delete 133 

Delete 111 

Delete 17 

Delete 123 

Delete 19 

Delete 122 

Delete 13 

Delete 16 

Delete 14 

GFI RMSEA RMR t df 

0.85 

0.87 

0.87 

0.89 

0.89 

0.90 

0.91 

0.92 

0.93 

0.93 

0.065 

0.056 

0.057 

0.053 

0.053 

0.052 

0.049 

0.047 

0.045 

0.044 

0.060 

0.055 

0.055 

0.053 

0.054 

0.053 

0.051 

0.049 

0.048 

0.047 

1,845.28 

1,408.04 

1,336.39 

1,130.28 

1,063.22 

951.35 

825.88 

715.19 

634.61 

563.82 

485 

454 

424 

395 

367 

340 

314 

289 

265 

242 

Full Measurement Model 

None 0.91 

Delete 116 0.92 

0.047 0.050 1,012.35 402 

0,046 0.047 913.13 372 
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The reliability for the composite ofthe measures ofthe constructs and their average 

variance extracted are listed in Table 4.2. In Addition, the estimated correlations ofthe 

constructs included in the full measurement model are shown in Table 4.3. 

The Structural Model 

The next step in the SEM approach is the testing ofthe structural model. The 

structural model (Figure 4.1) was testing using the final measurement model (Table 4.2) -

recall that two ofthe originally proposed constructs were dropped from the model (age 

and education). The results ofthe analysis are discussed in the following sections. 

Analysis ofthe Structural Model. The results ofthe analysis ofthe structural 

model are displayed in Table 4.4. The structural model has the following fit indices: 

X'(358) = 857.64 (p = 0.0), GFI = 0.92, RMSEA = 0.046, and RMR = 0.046. In terms of 

the paths hypothesized, 6 ofthe 13 proposed paths are significant in the hypothesized 

direction. One ofthe constructs (thinking-feeling) is significant, but is not in the 

hypothesized direction. In addition, the correlation between strategic decision and ethical 

decision is positive, as hypothesized, and is significant. Although some ofthe correlation 

between the two types of decisions is attenuated by other factors included in the model 

(i.e., the correlation is reduced to 0.08 from 0.12), the model does not reduce the 

correlation to 0. This may be evidence that there are other factors not included in the 

model that may help explain the correlation (e.g., other characteristics ofthe decision-
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Table 4.2 Properties of the Revised Measurement Model 

Constructs and 
Indicators 

Standardized 
Loading t-value' 

Variance 
Extracted 

Rehability Estimate 

Strategic Decision (SD) 
STRDEC l.OO'̂  

Ethical Decision (ED) 
ETHDEC 1,00' 

Thinking/Feeling (TF) 
TF 0.90' 

Sensing/Intuiting (SN) 
SN 0.90' 

Cognitive Moral Development (CMD) 
CMD 0.90' 

Religiosity (RLG) 
117 
126 
127 

Deontological Orientation (DEO) 
11 
12 
14 
15 

Teleological Orientation (TEL) 
112 
113 
115 

0.81 
0.72 
0.75 

0.43 
0.42 
0.59 
0.64 

0.36 
0.68 
0.65 

22.41 
19.58 
20.43 

9.33 
9.09 

12.92 
13.89 

7.74 
13.47 
13.14 

0.804^ 
0.65 
0.52 
0.56 

0.600' 
0.18 
0.17 
0.35 
0.41 

0.589' 
0.13 
0.46 
0.42 

0,578 

0,279 

0,338 
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Table 4,2 Continued 

Constructs and 
Indicators 

Standardized 
Loading 

0,61 
0.72 
0.57 
0.51 
0.37 

0.36 
0.67 
0.47 
0.72 
0.68 
0.64 
0.44 
0.42 

t-value' 

15.16 
18.41 
14.01 
12.46 
8.58 

8.81 
17.97 
11.70 
19.78 
18.43 
17.12 
10.96 
10.50 

Rehability 

0.694' 
0.37 
0.52 
0.32 
0.26 
0.13 

0.781' 
0.13 
0.45 
0.22 
0.52 
0.47 
0.41 
0.19 
0.18 

Variance 
Extracted 
Estimate 

0.322 

0.320 

Ideahsm (IDL) 
18 
no 
118 
119 
120 

Relativism (REL) 
121 
124 
125 
128 
129 
130 
131 
132 

Sex (SEX) 
SEX 0.90' 

Business Experience (EXP) 
EXP 0.90' 

^ All t-tests were significant at p < .001. 
^ Loadings set to 1 (endogenous constructs). 
' Loadings set to 0.90 (exogenous constructs). 
' Denotes composite reliability. 
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Table 4.3 

Item 

SD 
ED 
TF 
SN 
CMD 
RLG 
DEO 
TEL 
IDL 
REL 
SEX 
EXP 

SD 

1.00 
0.12 

-0.05 
0.07 
0.17 

-0.04 
-0.03 
-0.01 
-0.01 
-0.09 
-0.01 
0.20 

Estimated C 

ED 

1.00 
0.12 
0.09 
0.13 
0.23 
0.14 

-0.09 
0.14 

-0.26 
0.32 
0.16 

TF 

1.00 
0.32 
0.01 
0.29 

-0.05 
0.00 
0.36 

-0.02 
0.58 

-0.32 

orrelat ions (O) for Constructs 

SN CMD RLG DEO TEL 

1.00 
0.26 

-0.04 
-0.14 
-0.01 
-0.03 
-0.11 
-0.01 
0.13 

1.00 
0.01 1.00 

-0,01 0.36 1.00 
-0.09 -0.03 -0.24 1.00 
0.01 0.44 0.34 0.18 

-0.12 -0.21 -0.25 0.40 
0.21 0.20 0.10 0.02 
0.09 -0.05 0.09 -0.03 

IDL 

1.00 
0.06 
0.49 

-0.07 

REL 

1.00 
0.07 

-0.24 

SEX 

1.00 
-0.15 

EXP 

1.00 

SD = Strategic Decision 
TF = Thinker/Feeler 
CMD = Cognitive Moral Development 
DEO = Deontological Orientation 
SEX = Sex 

ED = Ethical Decision 
SN = Sensor/Intuitor 
RLG = Rehgiosity 
REL = Teleological Orientation 
EXP = Business Experience 

maker). Finally, six ofthe proposed paths are not supported due to the lack of significant 

^values. An examination ofthe fit indices indicates that the model has an acceptable fit. 

As a result, no respecification ofthe structural model is necessary. The variance 

explained for the endogenous constructs by the structural equations are Usted in Table 

4.5. The specific hypotheses and results will be discussed in Chapter V. Finally, the 

exogenous constructs were allowed to correlate in the structural model. These 

correlations are shown in Table 4.6 and the total effects are listed in Table 4.7. 
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Figure 4.1 
Structural Model 
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Table 4.4 Structural Model 

^^^^ Estimate ^value 

Thinking/Feeling ^ Strategic Decision 

Thinking/Feeling -^ Ethical Decision 

Sensing/Intuiting -> Strategic Decision 

Sensing/Intuiting -> Ethical Decision 

Cognitive Moral Development -> Strategic Decision 

Cognitive Moral Development -> Ethical Decision 

Religiosity -> Ethical Decision 

Deontological Orientation -> Ethical Decision 

Teleological Orientation -> Ethical Decision 

Idealism -> Ethical Decision 

Relativism -> Ethical Decision 

Sex -> Ethical Decision 

Business Experience -> Strategic Decision 

Strategic Decision <-> Ethical Decision 

0.00 

-0.28 

0.01 

0.19 

on 0.15 

I -0.06 

0.20 

0.00 

0.02 

-0.08 

-0.24 

0.53 

0.18 

0.08 

-0.03 

-3.86' 

0.29 

3.47' 

3.46' 

-1.20 

3.66' 

0.02 

0.27 

-1.20 

-4.90' 

7.18' 

3.73' 

2.35^ 

GFI = 0.92 RMSEA = 0.046 RMR = 0.046 x'oss) = 857.64 (p = 0.0) 

'p-yalue< 0.001 
''p-value<0.01 
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Table 4.5 Variance of Endogenous Constructs Explained by Structural Equations 

Construct Explained Variance 

Strategic Decision 

Ethical Decision 

0.06 

0.24 

Table 4.6 Correlation ofthe Exogenous Constructs ofthe Structural Model 

TF SN CMD RLG DEO TEL IDL REL SEX EXP 

TF 
SN 
CMD 
RLG 
DEO 
TEL 
IDL 
REL 
SEX 
EXP 

1.00 
0.33 
0.01 
0.29 

-0.05 
0.00 
0.36 

-0.02 
0.59 

-0.32 

1.00 
0.26 

-0.04 
-0.14 
-0.01 
-0,03 
-0.11 
-0.01 
0.13 

1.00 
0.01 

-0.01 
-0.09 
0.01 

-0.12 
0.21 
0.09 

1.00 
0.36 

-0.03 
0.44 

-0.21 
0.20 

-0.04 

1.00 
-0.24 
0.34 

-0.25 
0.10 
0.09 

1.00 
0.19 
0.40 
0.02 

-0.03 

1.00 
0.06 
0.49 

-0.08 

1.00 
0.07 

-0.25 
1.00 

-0,14 1.00 

TF = Thinker/Feeler 
CMD = Cognitive Moral Development 
DEO = Deontological Orientation 
IDL = Idealism 
SEX = Sex 

SN = Sensor/Intuitor 
RLG = Religiosity 
TEL = Teleological Orientation 
REL = Relativism 
EXP = Business Experience 
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Table 4.7 Total Effects 

Path Estimate 

Thinking/Feeling -> Strategic Decision 0.0224 

Thinking/Feeling -> Ethical Decision -0.2800 

Sensing/Intuiting -^ Strategic Decision 0.0252 

Sensing/Intuiting -> Ethical Decision 0.1908 

Cognitive Moral Development -^ Strategic Decision 0.1452 

Cognitive Moral Development ^ Ethical Decision -0,4800 

Religiosity -> Ethical Decision 0,2000 

Deontological Orientation -> Ethical Decision 0,0000 

Teleological Orientation -> Ethical Decision 0,0200 

Ideahsm -> Ethical Decision -0,0800 

Relativism -> Ethical Decision -0.2400 

Sex ^ Ethical Decision 0.5300 

Business Experience -> Strategic Decision 0.1800 
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CHAPTER V 

DISCUSSION AND CONCLUSION 

This final chapter reviews the findings of this research, discusses their 

implications and limitations, and offers suggestions for further research. 

Discussion 

This study combines two streams of research that are often thought of as separate 

and distinct - strategic decision-making and ethical decision-making. An examination of 

the extant literature revealed similarities between these two types of decisions. 

(1) Studies in both contexts (strategic and ethical) use many ofthe same explanatory 

variables (e.g., age, education, and experience). (2) Both strategic decision-making and 

ethical decision-making are considered subsets of business decisions. (3) Decisions in 

both contexts require decision-makers to go through a similar process when making their 

decisions. 

Prior research in decision-making has tended to focus on the decision task and the 

decision situation. However, although these factors are important, they do little to 

explain why individuals faced with the same decision task and situation often arrive at 

different solutions. The answer lies in the fact that individuals do more than just make 

choices. They are required to evaluate and interpret information. As a result, research 

investigating the factors that affect an individual's decision-making must attempt to 
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examine the "thinking practices" ofthe decision-makers. Therefore, it is necessary to 

focus on the characteristics ofthe decision-maker. 

This research examines two characteristics ofthe decision-maker (cognitive moral 

development and cognitive style) and their influence on individuals' decision-making in 

two decision contexts (strategic and ethical). The underiying question that this study 

explores is: Are some individuals just good (poor) at the decision-making process, 

regardless ofthe context? The following section will examine the evidence regarding this 

thesis. 

Strategic and Ethical Decision-Making - Separate and Distinct? The question of 

whether individuals who make superior strategic decisions also make good ethical 

decisions has not been previously examined. Therefore, there exists no well-accepted 

theory that one could look to for guidance when formulating hypotheses. As a result, one 

could propose any number of hypotheses regarding the relationship between strategic and 

ethical decision-making. For example, these two types of decisions could be 

hypothesized to be unrelated. (This line of reasoning can be seen in the fact that 

researchers tend to treat them as separate and distinct topics.) Empirical evidence 

supporting this hypothesis would take the form of no correlation between the decisions in 

this study. 

Another hypothesis could be that superior strategic decisions are at odds with 

good ethical decisions. That is, individuals who are good at one type of decision, are 

poor at the other type of decision. (This line of reasoning was evident in the protests 
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against "big business" in the 1960s.) Empirical evidence in favor of this hypothesis 

would take the form of a negative correlation between the decisions in this study. 

However, based on the similarities found between decision-making in these two 

contexts the present study poses a different question: Is it possible that these two types of 

decisions are positively correlated? That is, if an individual possesses skills that are 

helpful in making better decisions (i.e., aid in the decision-making process), then would 

not those skills be useful in both a strategic decision-making context and in an ethical 

decision-making context? If so, one would expect there to be a positive correlation 

between strategic decision-making and ethical decision-making in this study. The resuhs 

of this study support this hypothesis. The correlation between the two types of decisions 

is positive (0.12) and significant at the 0.01 level (^yalue = 3.12). Therefore, there is 

some evidence that individuals who made a superior strategic choice tended to make a 

more ethical choice as well. 

The strength ofthe correlation (or lack of strength) can be traced to the nature of 

the ethical dilemma given to the respondents. The respondents may have found the 

ethical dilemma to be fairly simple (whether to return the envelope with the money in it). 

This decision was not as cognitively challenging as the strategic decision, which included 

information about their company, the competitor, and future profitability for both firms. 

However, the simplicity ofthe ethical scenario was necessary. It was chosen because it 

matched the four criteria that were used to choose both scenarios. (1) The ethical 

scenario was short, which was necessary to keep the overall questionnaire to a 

manageable length. (As it was, the majority of respondents still took approximately 30 
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minutes to finish the questionnaire.) (2) The scenario contained an answer that most 

people would consider to be the correct answer - to return the money to its owner. (This 

was critical to the entire research design.) (3) The scenario had been tested in prior 

research and (4) the scenario had been shown to perform well (i.e., there was sufficient 

variance in the responses). An attempt was made to find a more cognitively challenging 

ethical scenario that met these requirements. However, no such scenario was found. 

In addition, there are other factors that affect the correlation between these two 

variables. As Nunnally (1967, p. 128) points out, "... it is not possible to obtain a perfect 

correlation between two variables unless they have exactly the same distribution form 

(normal or otherwise)." Based on Nunnally's work, an upper bound for the correlation 

was computed (Wilcox 1998). The upper bound for the correlation between the two 

variables is 0,56. It is not possible for the correlation to go above this level given the 

distribution ofthe two variables. Taking this into account, the 0.12 correlation between 

the strategic decision and the ethical decision is approximately 21.4% ofthe maximum 

value, which would translate into a correlation of 0.214, if the maximum correlation 

possible had been 1.0. 

The next phase ofthe research was to test a model ofthe factors that lead to better 

decision-making in both strategic and ethical decision contexts. The next section will 

discuss the results of this analysis. 

Characteristics ofthe Decision-Maker and Strategic and Ethical Decision-Making. 

The findings of this study partially support the hypothesis that individuals higher in CMD 

make superior decisions. Individuals higher in CMD did make superior strategic 
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decisions. However, no relationship was found between CMD and ethical decision

making within the context of this study. One possible explanation traces back to the 

nature ofthe ethical decision being made by the respondents. As discussed eariier, the 

ethical scenario used was not very challenging cognitively (i.e., it did not require 

respondents to use higher levels of reasoning). Therefore, individuals at lower levels of 

CMD would possess the ability to make the appropriate choice. 

The hypotheses regarding cognitive style are not all supported. The results do not 

show any relationship between either the thinking-feeling (TF) score and strategic 

decision-making or the sensing-intuiting (SN) score and strategic decision-making. One 

possible explanation may be that although individuals show a preference for certain 

information intake modes or information use modes, they may not be very successful at 

implementing their preferred modes. Cognitive style is a measure of preferences for 

modes of information in-take and usage, not cognitive ability. This explanation seems to 

be supported by the lack of correlation (p = 0.01, ^yalue 0.22) between the TF score and 

CMD. The thinking-feeling scale is a measure ofthe respondents preferred way to use 

information to make decisions and, as such, would have an impact on the way in which 

any information taken in would be used. In addition, both thinking-feeling and sensing-

intuiting are shown to be related to the ethical decision, which is less complex. That is, 

the respondents' preferences did have an impact on their decisions when the decision was 

less challenging cognitively. 
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Although both thinking-feeling and sensing-intuiting are shown to be related to 

ethical decision-making, only sensing-intuiting is in the hypothesized direction. Results 

indicate that individuals who are "sensors" made more ethical decisions. That is, 

individuals who preferred to use their senses to take in information were more likely to 

return the money to its rightful owner. Contrary to what was posited however, 

individuals who were "feelers" were more likely to make the more ethical choice. Again, 

these results may be due to the nature ofthe ethical scenario. The ethical scenario dealt 

with a situation (a stranger losing his/her money) in which a person who allowed their 

emotions to dominate the decision process may be more likely to return the money. That 

is, in this scenario "feelers" may have been more likely to empathize with the person who 

lost their money and, as a result, they were more likely to return the money. However, 

this would not result in the most ethical choice in all situations (e.g., setting a serial-killer 

loose because you empathize with his/her suffering). 

This study supports the notion that women are more likely to make more ethical 

decisions, A close examination ofthe data revealed some interesting findings. Women 

in this study tended to score higher on the TF scale, be higher in CMD, and be more 

religious than their male counterparts. These factors were all hypothesized to lead to 

better ethical decisions. 

The results ofthe study support the view that individuals higher in religiosity are 

more likely to make more ethical decisions. As discussed earlier, it has been posited that 

individuals who are more religious have a greater concern for moral standards, are more 

conscientious, have more discipline, and are more responsible. In addition, respondents 
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higher in rehgiosity tended to score higher on the TF scale, have more of a deontological 

orientation, be more idealistic, be less relativistic, and tended to be female. These 

characteristics were hypothesized to lead to more ethical decisions. 

There is empirical support for the hypothesis that individuals who are more 

relativistic tend to make less ethical decisions. Individuals who were more relativistic 

tended to (1) prefer using intuition to take-in information, (2) be lower in CMD, (3) be 

less religious, and (4) have less of a deontological orientation and more of a teleological 

orientation. These factors were all hypothesized to lead to less ethical decisions. 

The hypothesis that individuals with more business experience are more likely to 

make superior strategic decisions is supported. This lends some support to the idea that 

individuals may incorporate previously learned lessons into their current decision models. 

The study does not yield empirical evidence supporting the hypotheses dealing 

with deontological orientation, teleological orientation, or idealism. However, the lack of 

significance in the hypothesized relationships may be due to the fact that the ideas present 

in these concepts may have been partially captured by other constructs in the model. That 

is, these constructs correlated with other constructs in the model and, therefore, some of 

there impact was attenuated. (In SEM the paths in the model are evaluated given all other 

paths in the model.) 

Implications and Further Research 

The results suggest a way to interpret the overall model presented in this study. 

First, there is some support for the thesis that good decision-making is not context 

58 



specific. That is, tools that are helpful in strategic decision-making will also be helpful in 

ethical decision-making. As a resuh, firms are not forced to choose between individuals 

who are better at strategic decisions and those who are better at ethical decisions. 

However, further research is needed. One possible extension to the current study would 

be to find an ethical decision that is more demanding cognitively. Based on the current 

study, one would expect the correlation between the two types of decisions to be higher 

than the 0.12 found here. 

Second, ofthe two cognitive characteristics investigated in this research, CMD 

seems to be more important. That is, the evidence suggests that an individual's cognitive 

style may not have a significant impact on their decision unless they possess the cognitive 

ability to successfully implement their preferences. The current study was not designed 

with this hypothesis in mind. Therefore, future research could be designed to investigate 

the interaction between cognitive ability and cognitive preferences. 

Finally, the current research investigates decisions in two contexts (strategic and 

ethical). However, as suggested by this study, factors that have an effect on an 

individual's decision-making ability should not necessarily be context specific. Future 

studies should investigate decision-making in other contexts as well. For example, 

managers make many different decisions involving personnel, budgets, politics, etc. Any 

of these decision contexts would be suitable for testing the model presented here. 
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Idealism/Relativism TForsyth 1980) 

Idealism 

1. The existence of potential harm to others is always wrong, irrespective ofthe 
benefits to be gained. 

2. A person should make certain that their actions never intentionally harm another 
even to a small degree. 

3. Risks to another should never be tolerated, irrespective of how small the risks 
might be. 

4. One should never psychologically or physically harm another. 
5. One should not perform an action which might in any way threaten the dignity 

and welfare of another individual, 
6. If an action could harm an innocent other, then it should not be done. 
7. Deciding whether or not to perform an act by balancing the positive consequences 

ofthe act against the negative consequences ofthe act is immoral. 
8. The dignity and welfare of people should be the most important concem in any 

society. 
9. It is never necessary to sacrifice the welfare of others. 
10. Moral actions are those which closely match ideals ofthe most "perfecf action. 

Relativism 

1. There is no ethical principle that is so important that it should necessarily be part 
of any code of ethics. 

2. What is ethical varies from one situation and society to another. 
3. Moral standards should be seen as being individualistic; what one person 

considers to be moral may be judged to be immoral by another person. 
4. Different types of moralities cannot be compared as to "rightness." 
5. Questions as to what is ethical for everyone can never be resolved since what is 

moral or immoral is up to the individual. 
6. Moral standards are simply personal mles which indicate how a person should 

behave, and are not to be apphed in making judgments of others. 
7. Ethical considerations in interpersonal relations are so complex that individuals 

should be allowed to formulate their own individual codes. 
8. Rigidly codifying an ethical position that prevents certain types of actions could 

stand in the way of better human relations and adjustment. 
9. No mle conceming lying can be formulated; whether a he is permissible or not 

permissible totally depends upon the situation. 
10. Whether a lie is judged to be moral or immoral depends upon the circumstances 

surrounding the action. 
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Please read the following standard scenario that has been used to explore complex social issues. 

A man had been sentenced to prison for 10 years. After one year, however, he escaped from prison, moved to a new area ofthe country, and 
took on the name of Thompson. For 8 years he worked hard, and gradually he saved enough money to buy his own business. He was fair to 
his customers, gave his employees top wages, and gave most of his profits to charity. Then one day, Mrs. Jones, an old neighbor, recognized 
him as the man who had escaped from prison 8 years before, and for whom the police had been looking. 

Do you believe Mrs. Jones should report Mr. Thompson to the police and have him sent back to prison? 

(Please check one) 

Should report him Can't decide Should not report him 

Please indicate the extent to which the idea or ideas in each of the following "typical" statements were (or were not) important in 
making your decision. 

No 
Great 

1. Since Mr. Thompson has been a good person for such a long time, doesn't this prove he 
isn't a bad person? 

2. Every time someone escapes punishment for a crime, doesn't that just encourage more 

crime? 

3. Wouldn't we be better off without prisons and the oppressions ofthe legal system? 

4. Has Mr. Thompson really paid his debt to society? 

5. Would society be failing to do what Mr. Thompson should fairly expect from it? 

6. Prisons are as American as apple pie. 

7. How could anyone be so cruel and heartless as to send Mr. Thompson to prison? 

8. Would it be fair to all prisoners who had to serve out their full sentences if Mr. Thompson 

was let off? 

9. Wets Mrs. Jones a good friend of Mr. Thompson? 

10. Wouldn't it be a citizen's duty to report an escaped criminal, regardless ofthe 

circumstances? 

11. How would the will ofthe people and the public good be served? 

12. Would going to prison do any good for Mr. Thompson or protect anybody? 

Level of Importance 

Little Some Much 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

Which one ofthe above statements would you consider the most important? 

... the second most important? 

... the third most important? 

... the fourth most important? 
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Please read the following standard scenario that has been used to explore complex social issues. 

Fred, a senior in high school, wanted to publish a mimeographed newspaper for students so that he could express many of his opinions. He 
wanted to speak out against the government's foreign policies and some ofthe school's rules, such as those related to dress codes. 
When Fred started his newspaper, he asked his principal for permission. The principal said it would be all right if before every publication 
Fred would turn in all articles for the principal's approval. Fred agreed and turned in several articles for approval. The principal approved 
all of them and Fred published two issues ofthe paper in the next two weeks. 
But the principal had not expected that Fred's newspaper would receive so much attention. Students were so excited by the paper that they 
began to organize protests against the hair regulation and other school rules. Angry parents objected to Fred's opinions. They phoned the 
principal telling him that the newspaper was unpatriotic and should not be published. As a result of the rising excitement, the principal 
ordered Fred to stop publishing. He gave as a reason that Fred's activities were disruptive to the operation ofthe school. 

Do you believe that the principal should have stopped the publication ofthe newspaper? 

(Please check one) 

Should have stopped it Can't decide Should not have stopped it 

Please indicate the extent to which the idea or ideas in each ofthe following "typical" statements were (or were not) important in 
making your decision. 

No 
Great 

Level of Importance 

Little Some Much 

1. Is the principal more responsible to students or parents? 

2. Did the principal give his word that the newspaper could be published for a long time, or 

did he just promise to approve the newspaper one issue at a time? 

3. Would the students start protesting even more if the principal stopped the newspaper? 

4. When the welfare ofthe school is threatened, does the principal have the right to give 

orders to the students? 

5. Does the principal have the freedom of speech to say "no" in this case? 

6. If the principal stopped the newspaper would he be preventing full discussion of important 

problems? 

7. Whether the principal's order would make Fred lose faith in the principal. 

8. Whether Fred was really loyal to his school and patriotic to his country. 

9. What effect would stopping the paper have on the students' education in critical thinking 

and judgments? 

10. Whether Fred was in any way violating the rights of others in publishing his own opinions. 

11. Whether the principal should be influenced by some angry parents when it is the principal 
that knows best what is going on in school. 

12. Whether Fred was using the newspaper to stir up hatred and discontent. 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

Which one ofthe above statements would you consider the most important? 

... the second most important? 

... the third most important? 

... the fourth most important? 
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Please read the following standard scenario that has been used to explore complex social issues. 

In Europe a woman was near death from a special kind of cancer. There was one drug that doctors thought might save her. It was a form of 
radium that a druggist in the same town had recently discovered. The drug was expensive to make, but the druggist was charging ten times 
what the drug cost to make. He paid $200 for the radium and charged $2,000 for a small dose ofthe drug. The sick woman's husband, 
Heinz, went to everyone he knew to borrow the money, but he could only get together about $1,000, which is half of what it cost. He told the 
druggist that his wife was dying, and asked him to sell it cheaper or let him pay later. But the druggist said, "No, I discovered the drug and 
I'm going to make money from it." So Heinz got desperate and began to think about breaking into the man's store to steal the drug for his 
wife. 

Do you believe that Heinz should steal the drug? 

(Please check one) 

Should steal it Can't decide Should not steal it 

Please indicate the extent to which the idea or ideas in each ofthe following "typical" statements were (or were not) important in 

making your decision. 

Level of Importance 

No Little Some Much 

1. Whether a community's laws are going to be upheld? 

2. Isn't it only natural for a loving husband to care so much for his wife that he would steal? 

3. Is Heinz willing to risk getting shot as a burglar or going to jail for the chance that stealing 
the drug might help? 

4. Whether Heinz is a professional athlete, or has considerable influence with professional 
athletes. 

5. Whether Heinz is stealing for himself or solely to help someone else. 

6. Whether the druggist's rights to his invention have to be respected. 

7. Whether the essence of living is more encompassing than the termination of dying, socially 
and individually. 

8. What values are going to be the basis for governing how people act toward each other? 

9. Whether the druggist is going to be allowed to hide behind a worthless law which only 
protects the rich. 

10. Whether the law in this case is getting in the way of the most basic claim of any member of 
society. 

11. Whether the druggist deserves to be robbed for being so greedy and cruel. 

12. Whether stealing in such a case brings about more total good for society as a whole. 

Which one of the above statements would you consider the most important? 

... the second most important? 

... the third most important? 

... the fourth most important? 

eat 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 
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Please read the following pricing decision scenario. 

You are the owner and marketing manager of a manufacturing firm known as BIG GUYS INC. Therefore, you are responsible 
for all marketing decisions and strategies, including the pricing structure ofthe firm's products. 

Recently your company introduced a new, highly technical product and you must decide the pricing strategy for this product. 
Your are aware that your main competitor, OTHER GUYS, INC., intends to produce a product that is very similar to the one 
that your firm has just introduced. You should assume that the competitor's product is as good as yours in every way that is 
important to the market, and the market is the same for both products. Therefore, the pricing strategy that you must formulate 
for your product should take into account this competitive force. 

You then calculate the present value ofthe total profits expected for your firm over the next 20 years, as well as for the 
competitor (OTHER GUYS). You determine the following results for four strategies: 

Expected Value of Profits (Losses) Over Next 20 Years' 

Firm Low Price Medium-Low Medium-High High Price 

BIG GUYS $40 million profit $50 million profit $65 million profit $80 million profit 
OTHER GUYS $100 million loss $10 million loss $20 million profit $40 million profit 

* All profit figures represent the net present value ofthe projected profits (and losses) for the next 20 years. 

Which strategy do you choose? (circle your choice) 

a. low price b. medium-low price c. medium-high price d. high price 

Why did you choose this strategy? 
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Please read each question carefully and try to imagine yourself in the situation it describes. Then check the most 
appropriate response category for each question. 

Question #1 

After attending a football game, you return home to discover that you have lost an envelope from your jacket pocket. 
The envelope contains $100 in cash and has your name and address written on the outside. A stranger has found the 
envelop. 

What would you say the chances are that this person will return your $100 to you? (check one box) 

0-1% 10% 20% 30% 40% 50% 60% 70% 80% 90% 99-100% 

Question #2 

If you found $100 in an envelope like the one described in Question #1, what are the chances that 
you would return the stranger's cash? (check one box) 

0-1% 10% 20% 30% 40% 50% 60% 70% 80% 90% 99-100% 
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Please circle the letter ofthe answer that comes closer to telling how you usually feel or act. 

1. If you were a teacher, would you rather teach 

a. fact courses, or 

b. courses involving theory? 

2. Do you more often let 

a. your heart rule your head, or 

b. your head rule your heart? 

3. Do you usually get along better with 

a. imaginative people, or 

b. realistic people? 

4. Is it a higher compliment to be called 

a. a person of real feeling, or 

b. a consistently reasonable person? 

5. Would you rather be considered 

a. a practical person, or 

b. an ingenious person? 

6. Do you usually 

a. value sentiment more than logic, or 

b. value logic more than sentiment? 

7. Do you admire more the people who are 

a. conventional enough never to make themselves conspicuous, or 

b. too original and individual to care whether they are conspicuous or not? 

8. Do you feel it is a worse fault to be 

a. unsympathetic, or 

b. unreasonable? 

9. Would you rather have as a friend 

a. someone who is always coming up with new ideas, or 

b. someone who has both feet on the ground? 

10. Would you rather work under someone who is 

a. always kind, or 

b. always fair? 

11. In reading for pleasure, do you 

a. enjoy odd or original ways of saying things, or 

b. like writers to say exactly what they mean? 

12. Do you feel it is a worse fault 

a. not to have warmth enough, or 

b. to show too much warmth? 
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13. In doing something that many other people do, does it appeal to you more to 

a. do it in the accepted way, or 

b. invent a way of your own? 

14. Are you more careful about 

a. people's rights, or 

b. their feelings? 

15. In your way of living, do you prefer to be 

a. original, or 

b. conventional? 

16. Is it higher praise to say someone has 

a. common sense, or 

b. vision? 

17. Do you think it is more important to be able to 

a. see the possibilities in a situation, or 

b. adjust to the facts as they are? 

18. Would you rather 

a. support the established methods of doing good, or 

b. analyze what is still wrong and attack unsolved problems? 

Instructions: Please circle the word in each pair that personally appeals to you more. 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

n. 
12. 

13. 

14. 

15. 

16. 

17. 

a. facts 

a. justice 

a. statement 

a. compassion 

a. theory 

a. benefits 

a. figurative 

a. determined 

a. imaginative 

a. firm-minded 

a. make 

a. peacemaker 

a. sensible 

a. soft 

a. produce 

a. tolerate 

a. concrete 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

b. ideas 

b. mercy 

b. concept 

b. foresight 

b. experience 

b. blessings 

b. literal 

b. devoted 

b. matter-of-fact 

b. warm-hearted 

b. create 

b. judge 

b. fascinating 

b. hard 

b. design 

b. forgive 

b. abstract 
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18. 

19. 

20. 

21. 

22. 

23. 

24. 

25. 

26. 

27. 

28. 

29. 

30. 

31. 

a. 

a. 

a. 

a. 

a. 

a. 

a. 

a. 

a. 

a. 

a. 

a. 

a. 

a. 

who 

invent 

uncritical 

steeple 

wary 

theory 

agree 

symbol 

accept 

known 

thinking 

convincing 

gentle 

sympathize 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

or 

b. 

b. 

b. 

b. 

b. 

b. 

b. 

b. 

b. 

b. 

b. 

b. 

b. 

b. 

what 

build 

critical 

foundation 

trustful 

certainty 

discuss 

sign 

change 

unknown 

feeling 

touching 

firm 

analyze 

Please read each item and indicate by circling whether the statement is true or false as it pertains to you personally. 

1. I never hesitate to go out of my way to help someone in trouble. True False 

2. I sometimes feel resentful when I don't have my way. True False 

3. I can remember "playing sick" to get out of something. True False 

4. There have been occasions when I took advantage of someone. True False 

5. I'm always willing to admit it when I make a mistake. True False 

6. When I don't know something I don't at all mind admitting it. True False 

7. I have never intensely disliked anyone. True 
8. There have been times when I was quite jealous of the good fortune of others. True 

False 
False 
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Please indicate the degree to which you agree with each ofthe following statements. 

1. It is important to do the right thing, even if one's self and/or family suffer 
greatly as a result. 

2. Before knowing the consequences of an action, it can be said to be either right 
or wrong. 

3. It is wrong to decide whether or not to perform an act by balancing the act's 
positive consequences against its negative consequences. 

4. Some actions are simply wrong, even though they may result in positive 
consequences for many people. 

5. There are important rules determining whether an action is right or wrong that 
do not depend on the consequences ofthe action. 

6. A person should make certain that their actions never intentionally harm 
another even to a small degree. 

7. Risks to another should never be tolerated, irrespective of how small the risks 
might be. 

8. The existence of potential harm to others is always wrong, irrespective ofthe 

benefits to be gained. 

9. One should never psychologically or physically harm another. 

10. One should not perform an action which might in any way threaten the dignity 
and welfare of another individual. 

11. If an action could harm an innocent other, then it should not be done. 

12. It is not possible to determine the rightness or wrongness of an action without 
considering its consequences. 

13. A right action is one that provides the greatest good for the greatest number 
of people. 

14. A right action is one that provides the greatest good for me, my family, and 
those for whom I care greatly. 

15. As the probability of positive consequences resulting from an action increases, 
the action increasingly becomes the right thing to do. 

16. Deciding whether or not to perform an act by balancing the positive 
consequences of the act against the negative consequences of the 
act is immoral. 

17. I am a religious person. 

18. The dignity and welfare of people should be the most important concem 

in any society. 

19. It is never necessary to sacrifice the welfare of others. 

20. Moral actions are those which closely match ideals ofthe most "perfect" 
action. 

strongly 
disagree 

strongi 
agree 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

2 3 4 5 6 7 

2 3 4 5 6 7 

2 3 4 5 6 7 

2 3 4 5 6 7 

2 3 4 5 6 7 

2 3 4 5 6 7 

2 3 4 5 6 7 
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21. There is no ethical principle that is so important that it should necessarily 

be part of any code of ethics. 

22. What is ethical varies from one situation and society to another. 

23. I go to church regularly. 
24. Moral standards should be seen as being individualistic; what one person 

considers to be moral may be judged to be immoral by another person. 

25. Different types of moralities cannot be compared as to "rightness." 

26. Spiritual values are more important than material things. 

27. If Americans were more religious, this would be a better country. 

28. Questions as to what is ethical for everyone can never be resolved since what 
is moral or immoral is up to the individual. 

29. Moral standards are simply peA-.yo/ia/rules which indicate how a person 
should behave, and are not to be applied in making judgments of others. 

30. Ethical considerations in interpersonal relations are so complex that 
individuals should be allowed to formulate their own individual codes. 

31. Rigidly codifying an ethical position that prevents certain types of actions 
could stand in the way of better human relations and adjustment. 

32. No rule conceming lying can be formulated; whether a lie is permissible or 
not permissible totally depends upon the situation. 

33. Whether a lie is judged to be moral or immoral depends upon the circumstances 
surrounding the action. 

strongly 
disagree 

2 

2 

2 

2 

2 

4 5 

4 5 

4 5 

4 

4 

strongi 
agree 

6 7 

6 7 

6 7 

6 

6 

7 

7 

2 3 4 5 6 7 

2 3 4 5 6 7 

Please specify any degrees that you are currently working towards. 

Master's 

Doctorate 

Other, please explain 

Major 

Major 

Please list any degrees that you have previously earned, along with your major(s). 

Degree Major 

Current job title: 

Please indicate your age: 

Sex: Male Female 

Please indicate the number of years of experience that you have had in business. If you have no business experience 
please enter a 0. 

I have had year(s) business experience. 
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APPENDIX C 

FINAL MEASUREMENT ITEMS (REFLECTIVE SCALES) 
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117. I am a religious person. 

126. Spiritual values are more important than material things. 

127. If Americans were more religious, this would be a better country. 

The following item was not included in the final measurement model: 

123. I go to church regularly. 

Figure C. 1 Religiosity Items 

11. It is important to do the right thing, even if one's self and/or family suffer greatly 
as a result. 

12. Before knowing the consequences of an action, it can be said to be either right or 
wrong. 

14. Some actions are simply wrong, even though they may result in positive 
consequences for many people. 

15. There are important rules determining whether an action is right or wrong that do 
not depend on the consequences ofthe action. 

The following item was not included in the final measurement model: 

13. It is wrong to decide whether or not to perform an act by balancing the act's 
positive consequences against its negative consequences 

Figure C.2 Deontological Orientation Items 
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18. The existence of potential harm to others is always wrong, irrespective ofthe 
benefits to be gained. 

110. One should not perform an action which might in any way threaten the dignity 
and welfare of another individual. 

118. The dignity and welfare of people should be the most important concem in any 
society. 

119. It is never necessary to sacrifice the welfare of others. 

120. Moral actions are those which closely match ideals ofthe most "perfect" action. 

The following items were not included in the final measurement model: 

16. A person should make certain that their actions never intentionally harm another 
even to a small degree. 

17. Risks to another should never be tolerated, irrespective of how small the risks 
might be. 

19. One should never psychologically or physically harm another. 

Ill If an action could harm an innocent other, then it should not be done. 

116. Deciding whether or not to perform an act by balancing the positive 
consequences ofthe act against the negative consequences ofthe act is immoral. 

Figure C.3 Ideahsm Items 
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121. There is no ethical principle that is so important that it should necessarily be part 
of any code of ethics. 

124. Moral standards should be seen as being individualistic; what one person 
considers to be moral may be judged to be immoral by another person. 

125. Different types of morahties cannot be compared as to "rightness." 

128. Questions as to what is ethical for everyone can never be resolved since what is 
moral or immoral is up to the individual. 

129. Moral standards are simply personal rules which indicate how a person should 
behave, and are not to be applied in making judgments of others. 

130. Ethical considerations in interpersonal relations are so complex that individuals 
should be allowed to formulate their own individual codes. 

131. Rigidly codifying an ethical position that prevents certain types of actions could 
stand in the way of better human relations and adjustment. 

132. No rule conceming lying can be formulated; whether a lie is permissible or not 
permissible totally depends upon the situation. 

The following items were not included in the final measurement model: 

122. What is ethical varies from one situation and society to another. 

133. Whether a lie is judged to be moral or immoral depends upon the circumstances 
surrounding the action. 

Figure C.4 Relativism Items 
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112. It is not possible to determine the rightness or wrongness of an action without 
considering its consequences. 

113. A right action is one that provides the greatest good for the greatest number of 
people. 

115. As the probability of positive consequences resulting from an action increases, the 
action increasingly becomes the right thing to do. 

The following item was not included in the final measurement model: 

114. A right action is one that provides the greatest good for me, my family, and those 
for whom I care greatly. 

Figure C.5 Teleological Orientation Items 
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