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INVESTIGATING THE EFFICACY OF INTERACTIVE ETHICS EDUCATION:
A DIFFERENCE IN PEDAGOGICAL EMPHASIS

G. Martin Izzo, Barry E. Langford, and Scott Vitell

This study employs an experimental design to investigate the efficacy of a new approach to ethics train-
ing—"interactive” ethics education. After random assignment to groups of 135 real estate licensees from
four different firms, the treatment group received specialized, interactive ethics instruction, while the
control group did not. The two groups were tested in terms of both their general level of cognitive moral
development using Rest’s defining issues test (DIT) and their industry-specific level of moral development
using the real estate survey (RES). Although a pretest indicated that there was no significant difference in
levels of cognitive moral development between the control and treatment groups, there was a significant
difference between the two groups in terms of both DIT and RES after the completion of the interactive

training session.

Marketing activities involving personal selling have long
been a target of much criticism from a broad array of con-
sumers, regulators, and industry representatives. A variety
of explanations have been offered for why many people
question the ethics of those engaged in sales activities. Some
criticisms focus on a salesperson’s fluctuating parameters
of ethical consensus, his or her boundary-spanning role
within the organization, and the high functional visibility
of selling activities. Other critics argue that straight-com-
mission-compensation arrangements (the more you sell,
the more you and the firm earn) represent conflicts of
interest, as the salesperson’s goals and actions align with
those of his or her self-interest and employer’s interests,
to the potential detriment of the client’s needs (Kurland
1996; Poser 1988).

Management's efforts to improve the ethical quality of
business decisions have intensified over the past several
years, especially in the real estate industry. It is difficult to
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find a real estate firm that has not employed some method
of ethics training within the past five years. The number of
business ethics courses, workshops, and symposia has in-
creased across all business management disciplines, despite
serious disagreement on how to teach ethics, appropriate
goals for the courses, and the relative effectiveness of dif-
ferent methods (Carlson and Burke 1998).

While research generally indicates that ethics training
can be more effective than simple moral imperatives to “do
the right thing” (Goolsby and Hunt 1992, p. 65), training
programs designed to help salespeople reason through chal-
lenging ethical situations and raising social consciousness
have revealed two basic concerns. The first concern deals
with the choice of pedagogical method. Passively absorb-
ing facts related to complex ethical decisions by reading,
self-study, or lecture/demonstration is cumbersome at best.
Several cognitive theorists have suggested that “it is very
difficult to become ethically knowledgeable in a passive
manner. Actively experiencing the decision is considerably
more valuable than having it described” (Shank and Childes
1988, p. 9). Thus, an active, participative approach to ethics
training is likely to produce a greater effect on students’
thinking processes and outcomes.

The second concern relates to the basic approach of the
course. Should the course focus on students’ decision-mak-
ing skills or their moral values systems? Drawing definite
lines between right and wrong can be ambiguous, and al-
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lows students to quickly reject views that do not match their
current beliefs. Rather than attempting to change students’
value systems, it may be more instructive to design courses
to get students to see differing points of view and to think
deeply about issues not previously considered (Kostyu
1990). These views do not suggest that popular moral values
education is ineffective, but they do suggest there may be a
better method of instruction to stimulate moral awareness
that can improve ethical decision making.

Conceptually, it may be difficult for someone with a
particular point of view to read challenging material and
come away with a different point of view without the
benefit of an interactive discussion. This is especially true
where the material concerns moral reasoning and ethical
behavior (Blasi 1980). Thus, the current study investigates
an interactive pedagogical approach to ethics training based
on building cognitive reasoning skills, without trying to
instill a specific set of ethical values as is common in more
traditional training programs.

PURPOSE OF THE STUDY

Kohlberg (1969) introduced a three-level, six-stage model
of cognitive moral development (CMD) (see Appendix
A). Kohlberg proposed that moral development advances
invariantly in stages based on cognitive development. He
theorized that as people mature morally, they cognitively
move to higher levels of moral development. Kohlberg
argued that comprehension of moral reasoning is devel-
opmental, progressive, and cumulative. For example, a
person who understands stage 6, principled reasoning, also
understands the lower stages 1-5 (Rest 1973; Rest, Turiel, and
Kohlberg 1969). For additional information on this model,
see Goolsby and Hunt (1992) or Weber (1990).

The overall objective of the present study is to apply
Kohlberg's theory of cognitive moral development in a
test of the efficacy of interactive ethical training using
comparative measures of ethical reasoning ability. For a
description of the CMD construct, see Kohlberg (1969;
1984). Specifically, we test the efficacy of one interactive
approach to ethics education that is based on building
logical reasoning skills. This study extends the stream
of research on ethical decision making in organizational
settings by empirically examining the effect of an inter-
active approach to ethics education and on CMD based
on two measures described in the “Measures” section
below. We hope this research provides information use-
ful to practitioners, policy makers, and educators seek-
ing to establish or improve ethics education in business,
government, and academe.

LITERATURE REVIEW

This research is based on the seminal work of the late Law-
rence Kohlberg (1927-1988) in the field of CMD. Kohlberg's
work was heavily grounded in the pioneering work of Jean
Piaget. Piaget’s theory postulated that moral development,
the cognitive structural transformations between self and
society, occurs in distinct stages. Generally, advocates of
cognitive learning theory assume that moral development
occurs in successive stages of reasoning where the individual
takes on increasingly more differentiated roles in societal
situations. Further, all cognitive developmental psychology
theorists share the assumption that social behavior and
learning, including moral development, can be categorized
in sequential stages, which develop in varying degrees based
on interactions with one’s environment (Rest 1973; Rest,
Turiel, and Kohlberg 1969).

In complex moral situations requiring logical analysis of
the elements and alternatives presented, Kohlberg argued
that limits in reasoning ability and experience (low CMD)
attenuate one’s ability to engage productively in moral
thinking. Thus, in decisions with moral overtones, people
with poorly developed logical reasoning skills would be
unable to recognize all of the potential contingencies and
consequences that might occur from a particular course
of action. Further, people with low CMD may experience
difficulty in recognizing and dealing effectively with the
rightful needs of all constituencies. However, Kohlberg
suggested that increases in CMD could occur from repeated
exposure to and interaction with increasingly sophisticated
and complex situations.

Studies Involving Ethics Education

Schaefli, Rest, and Thoma (1986) conducted a meta-analysis
of 55 studies that used Rest’s (1979) defining issues test (DIT).
They found significant results in 25 studies, suggesting edu-
cation-induced changes in moral development were likely to
reflect accelerated moral maturity gains of three to five years
compared to gains expected from natural progression. These
studies support Kohlberg’s suggestion noted above.

It is noted that many of these studies suffered from a
variety of methodological shortcomings. For example, only
nine studies used fully randomized, experimental designs,
and 18 lacked most control features of quasi-experimental
designs. Notwithstanding these limitations, these studies
are generally interpretable and collectively provide theo-
retical and practical implications for cumulative gains in
measures of moral reasoning through interpretation of
real-life situations.
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Nelson and Obremski (1990) conducted an empirical
study of moral development within a classtroom setting
through intragroup participation and interaction, using the
DIT measurement instrument. Although their focus was on
the effects of group leaders, the results tended to confirm
earlier findings that students are able to comprehend moral
judgments one stage above their own when presented with
situations bearing moral overtones. Further, students prefer
to reason at this higher stage of moral development.

Goolsby and Hunt (1992) used a CMD approach and the
DIT measure to evaluate the moral reasoning of marketing
executives who were members of the American Marketing
Association (AMA). Their findings indicate that, when educa-
tional background factors were controlled for, professional
marketing practitioners compared favorably with other
social groups in terms of their CMD. The present research
follows Goolsby and Hunt'’s suggestion that future research
should use an interactive approach to CMD.

As pointed out by Thorne-LeClair and Ferrell (2000),
ethics training should allow for communication, reflec-
tion, and evaluation, especially for adults. Specifically,
they advocate a behavioral simulation as an ethics training
technique using an interactive approach to the evalua-
tion of alternatives, outcomes, and consequences. Also,
Thorne-LeClair et al. (1999) succinctly address some of the
disadvantages of the traditional, more passive methods of
ethics training such as lectures, case analysis, and videos
that provide little, if any, interactions that can capitalize
on the learning aspects of group dynamics.

Based on both the findings of the studies reported above
and the resurgence of ethical education in response to a
heightened corporate awareness of the need for appropri-
ate value systems, the current study addresses the need to
investigate the theoretical and practical implications of
advancing moral development using educational methods
incorporating real-life business settings. In particular, this
study focuses on the efficacy of the interactive approach
to ethics education for salespeople in the real estate sales
profession using a true experimental design, experienced
teachers, and a large sample size.

Research Hypotheses

We test the overall research hypothesis that an interactive
approach to ethics training directly increases CMD. An
experimental design was used to compare treatment and
control group results in terms of changes in CMD over a
short time period. The primary reason for using measure-
ments over a short time span was to avoid the potential
effects of the many confounding variables that could, over
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time, occur in participants’ lives that could affect their
scores on posttests. Thus, the results should better represent
the direct effects of the training program. Because there are
two measures employed (DIT and real estate survey [RES])
(Izzo 2000), the two research hypotheses are:

Hypothesis 1: The change in the DIT score for the treat-
ment group is significantly higher than the change in the
DIT score for the control group.

Hypothesis 2: The change in the RES score for the treat-
ment group is significantly higher than the change in the
RES score for the control group.

If one or both hypotheses are supported, and there also are
no significant differences between the two groups’ pretest
scores, we can conclude this interactive training method
advanced participants’ CMD.

METHODOLOGY
Experimental Design and Treatment

An experimental design was employed consisting of a
two-group analysis. Only the treatment group received
specialized, interactive ethics instruction prior to the post-
test. The control group received no ethics instruction prior
to the posttest. Subjects were randomly assigned to each
group by an independent person, rather than by one of the
researchers, and both pretest and posttest protocols were
conducted to provide before and after measures for statis-
tical analysis. All surveys were administered by specially
trained independent individuals, and the researchers’ only
contact with subjects was during the training and debriefing
sessions employing self-study with or without lectures.

One hundred thirty-five real estate licensees from four
different Florida real estate firms participated in the study.
The subjects were all residential real estate practitioners
with Realtor or Realtor-Associate designations that can
only be earned by members of the National Association of
Realtors. The four firms were based in three cities and were
chosen because they committed to a compulsory ethics
intervention, which means that at least 90 percent of their
realtors agreed to and did participate in the entire study
regardless of their position and demographics. Interven-
tion was used to avoid selection biases. Table 1 displays
participants’ demographics, which compare favorably with
national benchmarks shown by Izzo (2000).

All subjects were initially pretested using standardized
(DIT) and industry-specific (RES) surveys, each consisting
of three ethical dilemmas, to determine existing levels of
moral reasoning. The real estate sales ethical dilemmas and
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Table 1
Descriptive Statistics

Variables Percentage
Gender

Male 35.6

Female 64.4
Age

29 or under 5.2

30-39 16.3

40-49 28.9

50-59 35.6

60 or over 14.1
Years of Business Experience

3 or Under 20.7

4-5 1.9

6-10 15.6

11-15 20.7

16-20 14.8

21 or Over 16.3
Education

High School Graduate 10.4

Some College 37.0

College Graduate 42.2

Postgraduate 104
Income

$20,999 or Under 18.5

$21,000-$50,999 28.1

$51,000-$80,999 19.3

$81,000-$110,999 1.1

$111,000 or Over 23.0

opinion questions of the RES survey are shown in Appendix
B, which mirrors measurements in the DIT instrument,
developed by Rest (1979), based on Kohlberg’s (1969) moral
judgment interview and popularized in numerous studies
(e.g., Goolsby and Hunt 1992; 1zzo 1997; Weber 1990). Pre-
testing was followed by a short, unstructured, interactive
group discussion within the treatment group only about
each of the three dilemmas. The pretesting and discussion
session took approximately two hours to complete.

Two to three weeks following the initial administration
of the pretest protocols, the treatment group assembled
with the moderator for interactive group discussions. This
training phase lasted approximately 4.5 hours and culmi-
nated with administration of the posttest. In this phase, a
moderator first led interactive discussions among group
members (4-5 per group) on normative ethics and deci-
sion-making tactics. Discussions then commenced to reach
group resolutions to ethical dilemmas. Subjects read ethical
dilemmas and completed assigned questions according to
structured procedures.

In the first procedure, half of each group listed any un-
derlying assumptions that were felt to be germane to the
ethical decision. The other half listed all the stakeholders

affected by the outcome of the decision. Following this
exercise, subjects were asked to discuss their individual
decisions, while the moderator listed the decision criteria
and stakeholders involved. Within-group interactive dis-
cussions were then allowed for 15-20 minutes, followed
by between-group discussions that ultimately produced a
consensus decision.

In the second ethical dilemma, the roles of the group
members were reversed. Moreover, group members were
assigned to challenge the decisions, supported by the
underlying assumptions the other half of the group felt
to be pertinent to the ethical decision at hand. Dialectical
inquiry, a group decision approach found to be superior
to other approaches, such as devil’s advocacy (Schweiger
and Sandberg 1989), was explained to the group and used
to resolve within-group decisions. In this approach, one
subgroup makes a decision with supporting assumptions,
while the second subgroup develops plausible assumptions
that negate those of the first. The two subgroups then debate
their positions and continue until both subgroups agree
to a set of assumptions, whereupon they unite to develop
a shared decision. Between-group discussions followed,
after which the moderator led a discussion that centered
on Kohlberg’s (1984) principled level of ethical decision
making to help participants move to the top level of deci-
sion making in the final procedure.

The final procedure was preceded by a 20-minute
refreshment break. In this last segment, all groups were
required to put it all together by applying ethical theory,
stakeholder analysis, and dialectical inquiry to the third
ethical dilemma. Following the same series of discussions
described above, all members of the treatment group were
administered the DIT and RES posttests.

For the control group, the only substantive difference
was that the posttesting commenced immediately before the
interactive sessions. Thus, all participants in both groups
benefited from the interactive sessions, while the impact
of the interactive training could still be measured. As a
manipulation check, control group respondents were asked
how they felt about the seminar. Over 85 percent responded
that they felt the interactive sessions should have preceded
the second taking of the surveys. At the end of all of the
sessions and testing, all participants were debriefed on the
nature of the study.

Measures

Two measures were used in this study. The DIT (Rest 1979)
uses a set of three hypothetical, standardized scenarios
as the protocol to measure subjects’ moral reasoning and
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development. Although Rest (1986) argues that the DIT is a
useful instrument for measuring moral reasoning in general,
he encouraged development of profession-specific ethical
measures. Further, Rest and Narvaez (1994) suggested that
higher levels of moral reasoning ability may occur at all ages
and in all learning environments, including the workplace.
Those engaged in the practice of real estate sales must deal
with simultaneous responsibilities to clients, their employ-
ers, the public at large, and the profession, as well as their
personal economic needs. The real estate sales environment
requires practitioners to develop skills to reason through
many potential ethical conflicts.

Appendix B displays the second moral development
protocol that measures the level of industry-specific
ethical reasoning via scores on the RES (Izzo 1997; 2000).
Although designed to generally capture the same dimen-
sions as the DIT, the RES is comprised of three real-life
scenarios of industry-specific (real estate sales) issues of
ethical concern.

Both DIT and RES require subjects to determine a course
of action they believe is appropriate for the central character
in each of three scenarios. Using a modified five-point Likert-
type scale (1 = “no importance” to 5 = “great importance”),
respondents indicated why their chosen course of action is
desirable. Several moral reasoning scores are computed. From
the combined responses to all three dilemmas on the DIT, a
stage score is computed for each item based on Kohlberg's
six stages of moral development, followed by calculating the
overall score by summing the points for items that represent
principled (top level) ethical thinking. The total possible score
on the DIT ranges from 0 to 95, where higher scores are as-
sociated with higher levels of CMD.

Similar to the DIT, the RES requires subjects, using the
same scale, to determine a course of action for the central
character in each scenario and indicate why that course of
action is desirable. From the combined responses to the
three real estate dilemmas, a comparative general measure
of industry-specific ethical reasoning is computed. On the
RES, the combined responses to the three real estate dilem-
mas produce an ethical reasoning score. Scores on the RES
can range from 0 to 99.9. The scoring of the comparative
general measure on the RES follows the same method as
that which is used in the scoring process for the DIT.

RESULTS

The major research proposition investigated was that of
testing the efficacy of interactive ethics training. Using two-
group analysis (control and treatment), group means were
calculated. The between- and within-group means were
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compared using t-tests. The comparisons were made on the
following variables: the DIT (the general measure of ethical
reasoning) and the RES (the industry-specific measure of
ethical reasoning). The results are presented in Table 2.

The first comparisons were made between groups on
the pretest scores on both DIT and RES. There were no
significant differences between the control and treatment
groups on either of the pretest scores. On DIT, the sample
means were 42.55 for the control group and 41.41 for the
treatment group. The control group mean for the RES was
42.03, and the treatment group mean was 42.63.

In contrast, significant posttest differences were found
between the control and treatment group means. Treatment
group members outscored their control group counterparts
by an average of 13.5 points on the DIT. Similarly, on the RES
treatment group, members outscored control group members
by an average of 21 points. These findings provide evidence
of the efficacy of interactive moral values education.

To rule out the potential effects of control group test-
retest gain in scores, pretest and posttest scores were com-
pared on both measures. The control group DIT means were
42.55 on the pretest and 41.31 on the posttest, and the small
difference was not significant. The differences in the control
group mean RES scores also were small and not significant
(pretest = 42.03; posttest = 43.66). The combined results of
these three comparisons support both H1 and H2.

Finally, because there were no covariates, multivariate
analysis of variance (MANOVA) was used to simultane-
ously test both groups’ test score “changes” for significant
differences. Table 3 displays the results. On the DIT, the
pre- and posttest change in mean scores was flat (-1.25)
for the control group, but the change in mean scores for
the treatment group increased 13.38. MANOVA produced
an F-value of 50.213, significant at 0.000, for the change in
DIT scores. Similar results were obtained on the changes in
the mean scores on the RES. The RES control group mean
score increased 1.63, while the mean score increased 22.24
for the treatment group. MANOVA on the change in RES
scores produced an F-value of 85.229 that was significant at
0.000. These results show strong support for both H1 and
H2, suggesting that interactive moral values education posi-
tively affects CMD as measured by both DIT and RES.

CONCLUSIONS AND DISCUSSION

This study explored the existence of a positive relationship
between interactive ethics education and two measures of
CMD. In terms of ethics education, these results suggest that
participation in interactive ethics education may contribute
significantly to increases in the cognitive moral reasoning
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Table 2
t-Tests
Standard Mean
Variable N Mean Deviation Difference t-Value Significance
Pretest Measure DIT
Control Group 64 42.55 13.25
Treatment Group 71 411.41 11.93 1.14 0.53 0.60
Pretest Measure RES
Control Group 64 42.03 10.89
Treatment Group 71 42.63 11.01 0.60 0.32 0.75
Posttest Measure DIT: H1
Control Group 64 41.31 12.38
Treatment Group 71 54.79 11.39 13.48 6.59 0.00
Posttest Measure RES: H2
Control Group 64 43.66 10.55
Treatment Group 71 64.87 11.43 21.21 11.16 0.00
Within-Group Measure DIT
Control Group Pre-DIT 64 42.55 13.25
Control Group Post-DIT 64 41.31 12.38 1.24 0.54 0.58
Within-Group Measure RES
Control Group Pre-RES 64 42.03 10.89
Control Group Post-RES 64 43.66 10.55 -1.63 -0.62 0.71
Table 3
Descriptives and MANOVA
Standard
Descriptives Test Value F-Value Significance Mean Deviation N
Change in DIT—Control Group -1.25 8.43 64
Change in DIT—Treatment Group 13.38 14.44 71
Change in RES—Control Group 1.63 9.96 64
Change in RES—Treatment Group 22.24 15.16 71
Dependent Variables
Change in DIT 50.213 0.000
Change in RES 85.229 0.000
Statistical Test
Hotelling’s Trace* 1.031 68.060 0.000

* F-value and significance were identical for Pillai’s trace, Wilks’s lambda, and Roy’s largest root.

of real estate practitioners as measured by both general and
industry-specific measures. These results also add support
to previous studies showing a positive relationship between
an interactive approach and gains in moral reasoning as
measured by DIT (Goolsby and Hunt 1992; Kohlberg 1984;
Nelson and Obremski 1990; Schaefli, Rest, and Thoma
1986). In addition, these results advance the research stream
through a successful test of a second, industry-specific
measure of gains in moral reasoning—the RES.

These results do not suggest that interactive education is
superior to other, more passive ethics education methods,
because that comparison was not made here. However, such
comparisons may be a good and useful next step in this

research stream. For instance, a third group could be added,
consisting of subjects completing an online self-study that
recently has become a popular choice for ethics education
for real estate practitioners.

As previously discussed, the marketing of real estate
involves several conflicting issues and decisions that may
contribute to unethical practices by salespeople. While these
results suggest that professional education through inter-
active techniques can provide a learning experience that
motivates salespeople to ascribe to higher ethical values, it
is not known if, or how much, this cognitive improvement
leads to improvement in ethical behaviors. Future studies
may address this issue, possibly through time-series research
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investigating self-reports by interactive ethics education
graduates concerning pretraining decisions/actions versus
posttraining decisions/actions; or concerning variables
considered during decision making. This may be difficult
research, but the results may be worth the effort.

Ethics education with a decision-making focus cannot
turn an immoral individual into a moral one. However,
immoral actions or decisions made by an otherwise moral
individual due to poorly developed ethical decision skills
may be avoided through proper training. This study fo-
cused on an interactive approach with an emphasis on
ethical decision making and demonstrated that even a short
seminar can have a positive effect on individuals’ decision-
making skills concerning ethical behavior. We believe this
training approach could be modified and incorporated as
a module within a longer course on a topical area of mar-
keting and other business disciplines, such as accounting
and finance.

Real estate sales managers can improve sales force eth-
ics and organizational results by encouraging existing
salespeople and experienced new hires to subscribe to one
of the accrediting organizations that sponsor professional
designations that require periodic ethics training. The
professional education these salespeople receive can help
create a learning environment in the firm that promotes
career enhancement (higher self-efficacy), as well as sound
ethical practices.

It is noted that this exploratory study is subject to some
common limitations of experimental procedures (Cook
and Campbell 1979). First, the generalizability of the results
outside the profession of real estate sales may be limited
to salespeople governed by similar laws-of-agency, such as
insurance and investment brokers (Leland and Pyle 1977).
Second, the study was limited to practitioners who are
realtors—real estate salespeople who are members of the
National Association of Realtors. This group collectively
represents only about 40-50 percent of all real estate li-
censees. Moreover, all study participants were salespeople
engaged in the residential real estate market. It is possible
this group may systematically differ in some manner from
salespeople involved in other real estate specialties, such as
commercial and industrial sales and leasing.

Nevertheless, in contrast to many studies employing
training and surveys, self-selection bias is not a concern due
to the intervention requirement as described. In addition,
the purpose of the research was not revealed to participants
before posttesting was completed, random assignments to
groups were employed, established tests and methodology
were used, and the project was based on a sound theoreti-
cal foundation. Thus, we are confident the results are valid
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and believe interactive training can produce positive ethical
outcomes in practice.

REFERENCES

Blasi, Augusto (1980), “Bridging Moral Cognition and Moral
Action: A Critical Review of the Literature,” Psychological
Bulletin, 88 (1), 1-45.

Carlson, Patricia J., and Frances Burke (1998), “Lessons Learned
from Ethics in the Classroom: Exploring Student Growth
in Flexibility, Complexity and Comprehension,” Journal of
Business Ethics, 17 (11), 1179-1187.

Cook, Thomas D., and Donald T. Campbell (1979), Quasi-Experi-
mentation: Design & Analysis Issues for Field Settings, Boston:
Houghton-Mifflin.

Goolsby, Jerry, and Shelby Hunt (1992), “Cognitive Moral Devel-
opment and Marketing,” Journal of Marketing, 56 (January),
55-68.

Izzo, G. Martin (1997), “Assessing the Relationship Between
Compulsory Ethics Education and the Cognitive Moral De-
velopment of Real Estate Practitioners,” Ph.D. dissertation,
University of Mississippi, Oxford.

——(2000), “Cognitive Moral Development and Real Estate Prac-
titioners,” Journal of Real Estate Research, 20 (2), 119-141.

Kohlberg, Lawrence (1969), Stage and Sequence: The Cognitive
Developmental Approach to Socialization, New York: Rand
McNally.

——(1984), The Psychology of Moral Development: Essays on Moral
Development, 2d ed., San Francisco: Harper & Row.

Kostyu, P. (1990), “Doing What Is Right: Teaching Ethics in
Journalism Programs,” Journal of Mass Media Ethics, 5 (1),
45-58.

Kurland, Nancy (1996), “Sales Agents and Clients: Ethics, Incen-
tives, and a Modified Theory of Planned Behavior,” Human
Relations, 49 (1), 51-74.

Leland, Hayne E., and David H. Pyle (1977), “Informational Asym-
metries, Financial Structure and Financial Intermediation,”
Journal of Finance, 32 (3), 371-387.

Nelson, Donald R., and Tom E. Obremski (1990), “Promoting
Moral Growth Through Intra-Group Participation,” Journal
of Business Ethics, 9 (9), 731-739.

Poser, Neil S. (1988), “Chinese Wall or the Emperor’s New Clothes?
Regulating Conflicts in Securities Firms in the U.S. and the
UK,” Michigan Yearbook of International Legal Studies, 9,
91-144.

Rest, James (1973), “Pattern of Preference and Comprehension in
Moral Judgment,” Journal of Personality, 41, 86-109.

—— (1979), Development in Judging Moral Issues, Minneapolis:
University of Minnesota Press.

——(1986), Moral Development: Advances in Research and Theory,
New York: Praeger.

—— and Darcia Narvaez (1994), Moral Development in the Profes-
sions: Psychology and Applied Ethics, Hillsdale, NJ: Lawrence
Erlbaum.

——, Elliot Turiel, and Lawrence Kohlberg (1969), “Relations
Between Levels of Moral Judgment and Preference and
Comprehension of the Moral Judgment of Others,” Journal
of Personality, 37, 225-252.

Schaefli, A., James Rest, and Stephen J. Thoma (1986), “Does Moral
Education Improve Moral Judgment? A Meta-Analysis of

Reproduced with permission of the copyright:-owner. Further reproduction prohibited without permissionyyanw.manaraa.com



246 Journal of Marketing Theory and Practice

Intervention Studies Using the Defining Issues Test,” Review Thorne-LeClair, Debbie, and Linda Ferrell (2000), “Innovation in

of Educational Research, 55 (3), 319-355. Experiential Business Ethics Training,” Journal of Business
Schweiger, David M., and William R. Sandberg (1989), “The Uti- Ethics, 23 (3), 313-322.
lization of Individual Capabilities in Group Approaches to ———, ——, Lucinda Montouri, and Constance Willems (1999),
Strategic Decision-Making,” Strategic Management Journal, “The Use of a Behavioral Simulation to Teach Business Eth-
10 (1), 3143. ics,” Teaching Business Ethics, 3 (3), 283-296.
Shank, Roger, and Peter Childes (1988), The Creative Attitude, New Weber, J. (1990), “Moral Reasoning: Assessing Their Responses
York: Macmillan. to Three Moral Dilemmas,” Human Relations, 43 (7),
687-702.
APPENDIX A

Kohlberg's Stages of Moral Development:
Stages: What is "right"?

Obey and avoid punishment from
authority.

. Make a fair exchange, a "good deal.”

Pre-
conventional

. Please others and get their approval.

Conventional
Follow rules of social order.

Respect rules and laws but note their
limitations.

Follow ethical principles such as
justice, equality and respect for human
life and rights.

Post-
conventional

o o [xwln =

Source: “How Do We Develop Cognitively?” Psychology 101, University of Toronto, Toronto, Canada, www.psych.utoronto.ca/
~psy100/WinterFolder/Lecture%200utlines%20W2004/postcogdevelopment.ppt#300,9,Slide.

APPENDIX B
Real Estate Survey (RES)

Instructions: Below are statements to three scenarios describing different real estate situations. We are interested in your
opinion regarding certain aspects of these situations. Please evaluate each one of them and then indicate with an X the
level of importance assigned to those statements in making your decisions.

Real Estate Vignette 1

You inadvertently discover that one of your sales associates failed to reveal a prior conviction for embezzlement while
working at a bank. Also, the sales associate concealed having a master’s degree in business, indicating instead only a high
school education. This associate, who has been in your employ for eight years, has been your top producer for the past five
years, breaking all prior company sales records. In addition, this associate has taken time out of his own work schedule to
help other associates “save” deals and produce sales by assisting them with (legal) financing techniques on numerous oc-
casions. You know with absolute certainty that if confronted with this omission of information, the associate will leave.

Would you confront the associate? Yes No
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Great Much Some Little None
1. Hasn't the associate paid his or her debt to society?
2. If the associate leaves the company, would any good be served?
3. Is the associate’s “helping behavior” an important
consideration?
4. Does the associate’s current eight-year employment history
reflect his or her true self?
S. Can concealment of information from the organization be
good?
6. Is the associate “getting away” with something?
7. Would it matter if the associate was a deacon of a local
church?
8. Is the confrontation worth losing your top salesperson?
9. Whether office policies are going to be strictly enforced?
10. Do ex-convicts have a right to prosper in privacy?

Is there a question of ethics involved? Yes No
Why? (Please explain)

Real Estate Vignette 2

A sales associate in your office has an “all cash contract with no contingencies” pending on a home in a country club
with a panoramic view of the golf course. The customer, an out-of-town developer and an avid golfer, has also agreed to
purchase a 50-acre tract that you, the broker, own and have been trying to sell for the past three years. Although contracts
have been signed, this deal is contingent upon financing that should be approved in a day or two.

A week before the closing on the house, you become privy to reliable, but unconfirmed, information that the country
club is nearing financial “straits” and all homeowners will potentially get an assessment for $20,000. The sales associate
is unaware of what you know. Moreover, the buyer has, at this late stage in the transaction, no certain recourse. If you
inform the sales associate with instructions to notify the customer immediately, it may “sour” your deal. Should you wait
and see if the financing goes through on the 50-acre tract in the next day or so?

Would you say anything about the potential problem regarding the sale of the house? Yes No
If so, who would you notify first, second, third? Buyer Associate Seller
Great Much Some Little None
1. Is the value of the information an important consideration?
2. Will waiting a few days to say anything make any difference?
3. What recourse does the buyer have?
4. Waiting just to see whether the financing gets approved on the

sale of your 50-acre deal?
Is it good to spread rumors?
Even if no law is broken, are there times when it is just the
principle that matters?
7. Does “caveat emptor” (let the buyer beware) apply?
Does society have a right to expect certain treatment?
9. Should information that cannot be substantiated beyond a
reasonable doubt be ignored?
10. Is there a principal/agent duty involved here?

i
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Is there a question of ethics involved? Yes No
Why? (Please explain)

Real Estate Vignette 3

On a slow Friday afternoon, while working as a sales associate, you decide to take a canvassing trip to New Valley, an area
predicted to be a “hot” new development in the near future. After several unsuccessful calls, you happen across an old
farmer who indicates that he is considering selling his 400-acre farm because his wife, who handled all of the paperwork,
passed away last year. While the old man is reluctant to sign your listing, he tells you that he will take $800 an acre, net,
for the whole property. You shake hands with the old man, thank him for his time, tell him you will see what you can do
for him and head home.

The next day, while polishing the teak trim on your boat, you meet the Havbucks, a couple in the building and develop-
ment business. After some impressive conversation about their previous ventures, Mrs. Havbucks mentions that they have
been looking for a large tract to begin developing in New Valley, and are ready, able, and willing to make a purchase. Mr.
Havbucks adds that “smart money” should be grabbing up all the property that can be had for $1,200-$1,400 per acre,
and that it will likely double over the next two years as soon as things get “cooking.”

Armed with this new information from the Havbucks, you begin to think of the old man’s property on the way home. On
one hand, based on what the Havbucks would be willing to pay, you quickly calculate that you could earn about $25,000,
based on your current commission split arrangement. On the other hand, because you really do not have a listing and the
old man is willing to take $800 per acre, you could just offer the old man a purchase contract and then wheel it in a deal
directly to the Havbucks, without involving your broker, and make almost $150,000.

Would you, the associate, purchase the property with the intention of immediately reselling it to the
Havbucks? Yes No

Great Much Some Little None

1. Does the associate have the legal right to make his or her own
decisions or not?

Whether a parole (verbal) contract or oral listing is binding?
Is it right to profit from others’ naiveté?

Self-preservation is the first law of nature?

Does the seller of property have a right to expect “fair”
treatment?

6. Isn’t the determination of “fair market value” just a seller’s
personal decision?

7. Did the seller commit himself to sell the property for $800 an
acre?

8. Whether informing the seller of a potentially higher market
value and ignoring his or her own need is the salesperson’s
best decision?

9. Will the broker support the associate’s actions?

10. As long as you do not strictly break any laws, it is okay to take
advantage of profitable circumstances?

O N

Is there a question of ethics involved? Yes ' No
Why? (Please explain)
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