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Abstract
The study was based on the Issue Contingency Model by Jones (1991). We developed four

possible important ethical scenarios which the marketing professionals of the software industry in
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Taiwan might face. They were named " Compactation of MP3" " Agency of software® " Software
development” and " Software maintenance". The first purpose of the study was to investigate the
degree of the “moral intensity” in each scenario. The second purpose was to validate the
predictability between moral intensity and the three stages on ethical decision process. moral
recognition, moral judgment and moral intention. And the third was to validate the predictability
among the above three stages on ethical decision process. A mailing survey was sent to the top
management members at Software Association in Taiwan. The valid sample was 100 with an 18%
declared responserate.

Satistical means of moral intensity on the four scenarios matched the basic requirement of
ethical issues. Thefirst two scenarios were similar to each other while the last two were alike as well.
Two factors potential damage and social pressure were extracted from the items of moral intensity
by factor analyses. The variables. magnitude of consequence and probability of effect were of
highest factor loadings in the dimension of potential damage. Variable social consensus had higher
factor loading in the dimension of social pressure. Through the statistical methods correlation and
regression analyses, factors. potential damage and social pressure were proven to be significantly
correlated with and predictable to variables in each stage of ethical decision process ethical
recognition ethical judgment and ethical intention. The results proven that the Issue Contingency
Model is a suitable model for measuring marketing ethical decisionsin software industry. Theresults
also indicated that the measuring instruments developed in the study are reliable and suitable for

Taiwan softwar e industry.

Keywords Marketing ethical decisions, Issues of information ethic, Issue contingency model.
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