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Abstract
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This research examined the ethical dilemmas in selling, ethical perceptual
differences of students, academicians, salespeople, and sales management, and the
influence of gender and external factors on ethical perceptual differences. Depth
interviews were conducted with 7 salespeople and 3 sales management in the
pharmaceutical industry, followed by a self-administered survey with students,
academicians (university professors), salespeople and sales management in the
pharmaceutical industry. Sampling method was convenience sampling, acquiring 372
samples. Statistical tools were descriptive statistics, Repeated Measures Analysis of
Variance, ANOVA, MANOVA, and Least Significant Difference (LSD). Ethical issues in
selling could be categorized in to two groups: ethics in dealing with employees (ex.
padding expenses, creating unreal orders) and ethics in dealing with customers (ex.
bribing, providing fraud information). Causes of the ethical issues were competitive
environment In the industry, customers’ characteristics, companies and management's
policies emphasize on sales, reward systems depending on sales volume.

Results of this study indicated that students, academicians, salespeople, and
sales management were significantly different in their ethical perception. Students and
academicians were slightly different. Academibians tended to perceive ethical issues
and their seriousness more than their student counterparts. Salespeople and sales

management were slightly different. Sales management tended to perceive ethical



Issues and their seriousness more than their salespeople counterparts. Howéver.
students/academicians and salespeople/sales management were significantly different.
Students/academicians perceived ethical issues and their seriousness more than
salespeople/sales management.

Regarding the influences of external factors, ethical behaviors of respondents
were more influenced by their companies and their supervisors than by people in their
home. Their ethical behavior were also more influenced by their companies than by
their work.colleagues.

The occupation--students, academicians, salespeople, and sales management--
influenced the perception of respondents regarding the influences of external factors.
Students, salespeople, and sales management were most influenced by their
companies, whereas academicians were most influenced by people in their home.

Gender was not found to influence either respondents’ ethical perceptions or the
influences of external factors.

The improvement of ethics in selling could be done with the cooperation of

businesses, academicians, and government agencies.



