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The Effects of Ethics Institutionalization on
Marketing Managers: The Mediating Role of
Implicit Institutionalization and the
Moderating Role of Socialization

Anusorn Singhapakdi,1 M. Joseph Sirgy,2 Dong-Jin Lee,3 and
Scott J. Vitell4

Abstract
Because of increasing ethical problems in business during the last two decades, many organizations have implicitly and/or
explicitly institutionalized ethics. Implicit ethics institutionalization refers to a work climate where ethical behavior is either
implied or understood to be crucial to the functioning of the firm (e.g., informal expectations that all employees
demonstrate a high level of professionalism, honesty, and integrity). In contrast, explicit ethics institutionalization refers to
the formal codification of ethical behavior in terms of policy manuals, orientation programs, and ethics committees. It has
been argued that the upsurge of ethics institutionalization was a result of the Federal Sentencing Guidelines first approved
by Congress in the early 1990s, which essentially provides for reduced penalties for organizations that demonstrate an
adequate degree of ethics compliance. Specifically, the main objective of this research is to empirically demonstrate the
direct and indirect effects of different forms of ethics institutionalization (implicit and explicit) on marketing managers’
behavioral responses, such as perceived importance of ethics, quality of work life (QWL), job satisfaction, esprit de corps,
and organizational commitment. Demonstrating the significant effects of ethics institutionalization is important from a
macromarketing perspective, because findings highlight the moral premise that institutionalizing ethics in the organization
(thus benefiting society at large) is likely to influence employee behavioral responses that are traditionally related to the
financial health of the organization.

Keywords
marketing ethics, ethics institutionalization, organizational socialization

The corporate world is increasingly paying attention to

ethics, the ethical work climate, and ethics institutionaliza-

tion. Two reasons account for this trend. According to a

recent survey, by Fortune as part of their annual ‘‘100 Best

Companies to work for’’ ranking (January 22, 2007), of

more than 105,000 employees from 446 U.S. companies, the

reasons provided by employees for working at many top

ranked companies go well beyond simply money. In fact,

money may no longer be the main motivator—as part of the

Fortune’s report of the top five reasons people quit their

jobs, only 30 percent of employees surveyed cited better

compensation elsewhere. A good work climate is cited as

a critical factor, and a salient dimension of a firm’s work

climate is the ethics work climate.

A second reason that may account for the surge in interest in

business ethics is the increase in business problems involving

ethics. One of the most infamous business transgressions in

the last decade is the Enron case. Of course, there are others

too including Tyco, WorldCom, and Arthur Andersen. If one

examines just marketing, numerous ethical issues were identi-

fied by Chonko and Hunt (1985) in a survey of American Mar-

keting Association (AMA) practitioner members. The top three

ethical marketing issues identified by their research were brib-

ery (e.g., gifts from outside vendors), fairness (e.g., inducing

customers to use services not needed), and honesty (e.g., mis-

representing services and capabilities). Marketing ethics books

have also documented numerous ethical issues relating to each
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of the 4Ps, among other areas (e.g., Smith and Quelch 1993;

Chonko 1995; Murphy et al. 2005). According to many writers,

these various problems have motivated many organizations to

institutionalize ethics (e.g., Brenner 1992; Chonko, Wotruba,

and Loe 2003; Jose and Thibodeaux 1999; Singhapakdi and

Vitell 2007; Somers 2001; Tsalikis and Fritzsche 1989; Valen-

tine and Barnett 2003). Singhapakdi and Vitell (2007) sug-

gested that this upsurge of ethics institutionalization by

organizations may also have been influenced by the Federal

Sentencing Guidelines approved by Congress in the early

1990s, which essentially provide for reduced penalties

for organizations that can demonstrate an adequate degree of

ethics compliance. As they point out, the courts have consis-

tently given substantial weight to the Sentencing Guidelines

when determining appropriate sentences.

In a marketing context, Singhapakdi and Vitell (2007)

developed a measure of ethics institutionalization that has two

dimensions, namely implicit and explicit institutionalization.

Implicit ethics institutionalization refers to a work climate in

which ethical behavior is understood by employees to be

crucial in the makeup and functioning of the firm. For exam-

ple, a company that has a high level of implicit ethics institu-

tionalization is one that informally expects all of its managers,

including its marketing managers, to demonstrate a high level

of professionalism, honesty, and integrity. In contrast, explicit

ethics institutionalization refers to the codification of ethical

behavior in terms of codes of ethics, policy manuals, orienta-

tion programs, and ethics committees. In addition to demon-

strating construct validity, the authors showed nomological

validity by successfully predicting positive relationships with

job satisfaction, esprit de corps, perceived importance of

ethics, and organizational commitment. Specifically, the

study findings indicate that people who work in organizations

that have institutionalized ethics experience a higher level of

job satisfaction, esprit de corps, and organizational commit-

ment than those in firms that have not institutionalized ethics.

Given the importance of organizational and public policy

implications, the main purpose of this research is to extend the

work of Singhapakdi and Vitell (2007) by more closely exam-

ining the effects of explicit and implicit ethics institutionaliza-

tion on the different aspects of behavioral responses of

marketing managers. Specifically, the primary objective of this

research is to demonstrate the significant effects of ethics insti-

tutionalization on organizational factors traditionally construed

as highly influential to the financial health of the organization.

In other words, from a macromarketing perspective, the authors

want to reinforce the notion that ‘‘doing the right thing’’ (to

benefit society at large) is also compatible with ‘‘doing the

economic thing’’ that benefits the organization. The second

objective of the authors is to enhance the understanding of the

nomological network of constructs that show how various

forms of ethics institutionalization affect marketing managers’

responses, especially those that significantly influence the

financial health of the firm (i.e., quality of work life [QWL],

job satisfaction, organizational commitment, and esprit de

corps).

Conceptual Foundations

The General Theory of Ethics (H-V theory) Hunt and Vitell

(1986) does not explicitly include the institutionalization of

ethics construct. However, their 1993 revised model (Hunt and

Vitell 1993) does implicitly explicate the importance of this

construct through informal norms (e.g., implicit ethics institu-

tionalization) and formal codes and code enforcement (e.g.,

explicit ethics institutionalization) as part of the organizational

environment that influences moral decision making. Thus, the

H-V theory provides a conceptual foundation for the authors’

model.

Guided by the H-V theory, Singhapakdi and Vitell (2007)

found that the implicit institutionalization of ethics has a signif-

icant positive influence on work climate, partially through job

satisfaction, esprit de corps, and organizational commitment,

while explicit institutionalization does not have a significant

positive influence on work climate. This finding is important

in that it implies that managers should place a higher priority

on the implicit institutionalization of ethics (compared to the

explicit forms of ethics institutionalization) to ensure a positive

organizational climate (cf. Cullen, Parboteeach, and Victor

2003; Deshpande 1996; Hunt, Wood, and Chonko 1989;

Trevino, Butterfield, and MaCabe 1998; Victor and Cullen

1988). From a public policy perspective, this finding also

implies that government initiatives such as the Federal Senten-

cing Guidelines, that provide for reduced penalties for organi-

zations that have an effective program to reduce and/or prevent

violations of the law (e.g., explicit institutionalization), may be

somewhat ineffective.

The question arising from the Singhapakdi and Vitell (2007)

study is: Is the strong effect of implicit ethics institutionaliza-

tion (compared to explicit institutionalization) on marketing

managers’ behavioral responses due to the possibility that the

effect of explicit institutionalization is mediated by implicit

institutionalization? This is an important question from a public

policy perspective. If implicit ethics institutionalization were to

mediate the effect of explicit institutionalization on employee

behavioral responses then public policies such as the Federal

Sentencing Guidelines should be viewed as more impactful—

the reason being that explicit institutionalization policies may

influence employee behavioral responses through implicit

ethics institutionalization. This also means that one cannot

assume that public policies such as the Federal Sentencing

Guidelines (a form of explicit institutionalization) will directly

affect employee behavioral responses; indeed measures should

also be taken to ensure that these policies are assimilated in the

organizational culture resulting in implicit ethics institutionali-

zation. Only through implicit ethics institutionalization can the

authors say with a certain degree of confidence that such public

policies are likely to affect firms’ behavior. Thus, their objec-

tive in the first study is to test the hypothesis that explicit ethics

institutionalization influences marketing managers’ behavioral

responses through the mediating effect of implicit ethics insti-

tutionalization. They also believe that this research is important

and is consistent with the call by the current editor for the
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Marketing Ethics and Distributive Justice section of the Jour-

nal of Macromarketing (Ferrell 2008) who stated:

Much progress has been made in public policy initiatives to

encourage ethical compliance in organizations. The Federal

Sentencing Guidelines for Organizations provide a blueprint

that many companies are using for ethics programs. These pub-

lic policy efforts need to be explored to determine the effective-

ness and impact on marketing activities.

Study 1

The authors’ initial objective is to revisit the study by Singha-

pakdi and Vitell (2007) and test the mediation hypothesis in a

formal manner. They will do this by testing four models: the

independent effects model, the two versions of the mediating

effects model (one involving implicit ethics institutionalization

as mediator and the other having explicit institutionalization as

mediator), and the moderating effects model. Model 1 posits

that both constructs—implicit and explicit ethics institutionali-

zation—are predictive of marketing managers’ behavioral

responses: perceived importance of ethics, esprit de corps, job

satisfaction, and organizational commitment (see figure 1; cf.

Jose and Thibodeaux 1999; Koh and Yoo 2001).

Model 2 posits that explicit ethics institutionalization affects

marketing managers’ behavioral responses only through the

mediating effects of implicit ethics institutionalization (see

figure 2). This model is highly intuitive because it suggests that

the effects of explicit ethics institutionalization have to be dif-

fused throughout the organization, becoming part of the orga-

nizational culture and work climate. Only then are marketing

managers’ behavioral responses such as job satisfaction, esprit

de corps, and organizational commitment likely to be affected

by explicit programs of ethics institutionalization. In other

words, explicit forms of ethics institutionalization cannot affect

how marketing managers feel about the organization until they

perceive that the work climate is ethical and that they belong to

a firm that cares about ethics and morality.

Model 3 treats explicit ethics institutionalization as a med-

iator (see figure 3). In other words, implicit ethics institutiona-

lization affects marketing managers’ behavioral responses

(perceived importance of ethics, job satisfaction, esprit de

corps, and organizational commitment) by causing managers

to pay attention to explicit forms of ethics institutionalization

within the firm. Once they pay attention to those explicit forms

of ethics institutionalization, they respond accordingly—

responding with higher levels of job satisfaction, esprit de

corps, and organizational commitment.

Model 4 posits that both implicit and explicit ethics institu-

tionalization interact in predicting marketing managers’ beha-

vioral responses. In other words, they interact in ways that

amplify the overall effect (see figure 4) with both playing a

synergistic role. One or the other does not strongly affect

marketing managers’ behavioral responses but the two together

create the desired impact.

EXPLICIT

IMPLICIT

JOBSAT

PIE

ORGCOM  

ESPRIT

Figure 1. The independent effects model (model 1 in study 1).
Notes: ESPRIT ¼ esprit de corps; EXPLICIT ¼ explicit ethics institutionaliza-
tion; IMPLICIT ¼ implicit ethics institutionalization; JOBSAT ¼ job satisfaction;
ORGCOM ¼ organizational commitment; PIE ¼perceived importance of
ethics.

EXPLICIT IMPLICIT

JOBSAT

ESPRIT

ORGCOM

PIE

Figure 2. The mediation effects model–implicit ethics institutiona-
lization as mediator (model 2 in study 1).
Notes: ESPRIT ¼ esprit de corps; EXPLICIT ¼ explicit ethics institutionaliza-
tion; IMPLICIT¼ implicit ethics institutionalization; JOBSAT ¼ job satisfaction;
ORGCOM ¼ organizational commitment; PIE ¼perceived importance of
ethics.

IMPLICIT EXPLICIT

JOBSAT

ESPRIT

ORGCOM

PIE

Figure 3. The mediation effects model—explicit ethics institutiona-
lization as mediator (model 3 in study 1).
Notes: ESPRIT ¼ esprit de corps; EXPLICIT ¼ explicit ethics institutionaliza-
tion; IMPLICIT¼ implicit ethics institutionalization; JOBSAT ¼ job satisfaction;
ORGCOM ¼ organizational commitment; PIE ¼perceived importance of
ethics.
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The authors’ hypothesis is that the mediator effects model

involving implicit institutionalization is likely to be most pre-

dictive (see figure 2) because, theoretically speaking, it is the

most intuitive and theoretically sound. The reality of formal

programs of ethics cannot affect marketing managers’ job-

related outcomes such as job satisfaction without having man-

agers perceive this reality in the form of an ethical work climate

and an ethical corporate culture.

According to a study in personal selling by Dubinsky,

Berkowitz, and Rudelius (1980) and another by Dubinsky

et al. (1992), salespeople not only desire more management

guidance but desire explicit guidance where ethics are con-

cerned. This desire is consistent with the belief and recommen-

dation, for example, that rules and guidelines, including ethical

codes, must be established and strictly enforced to make it clear

to employees what is the proper course of action to follow (e.g.,

Laczniak and Murphy 1985; Gellerman 1986; Singhapakdi and

Vitell 1990).

However, other authors such as Murphy (1989) and Brenner

(1992) have noted that the institutionalization of ethics, or cre-

ating an ethical corporate structure, must involve more than

drafting a code of ethics or creating ethics program (explicit),

that is must also involve implicit institutionalization including

top management commitments and ethical leadership as well as

actions that essentially amount to changes in the ‘‘culture’’ of

an organization itself. Consistently, Laczniak and Murphy

(1993, 284) stated ‘‘Formal efforts . . . do not by themselves

ensure a corporate environment that both encourages ethical

conduct and discourages misdeeds. To achieve that, the authors

need to look at the informal aspects of corporate life—culture,

values, and even managerial style.’’ Institutionalization of

ethics was the focus of a study of corporate-level marketing and

human resource managers of U.S. multinational corporations

conducted by Jose and Thibodeaux (1999). Their results reveal

that although managers generally did not perceive the need for

the additional formalization of ethics, these managers

perceived implicit forms of institutionalizing ethics to be more

effective than explicit forms.

Consistent with this research and following the work of

Viswesvaran, Deshpande, and Joseph (1998), Koh and Yoo

(2001) used organizational justice theory—both distributive

justice (e.g., fairness in distribution of pay and promotion) and

procedural justice (e.g., how pay and promotion decisions are

made)—to help explain the impact of organizational ethics

on job satisfaction. The implicit institutionalization of ethics

is akin to providing organizational justice (both distributive and

procedural) in an organization, which, in turn, will lead to

higher job-related outcomes such as job satisfaction. Addition-

ally, employees who perceive higher levels of explicit ethics

institutionalization are more likely to feel good about the firm

because such behavior is consistent with the employees’ beliefs

and norms of organizational justice. Positive feelings emanat-

ing from these perceptions are then likely to spillover to differ-

ent job-related outcomes including job satisfaction, esprit de

corps, and organizational commitment. In other words, the

explicit institutionalization of ethics influences the formation

of the implicit institutionalization of ethics through the social

psychology of impression formation. Employees form impres-

sions based on the implicit code of ethics within the organiza-

tion by observing cues within the organization. Some of these

observational cues may come from the organizational mission

statement, the company formal code of ethics, and the com-

pany’s press releases, among other sources. All these constitute

forms of explicit ethics institutionalization. These findings, as

well as other supporting literature about the importance of

implicit forms of ethics institutionalization (e.g., Murphy

1989; Brenner 1992), lead us to hypothesize as follows: explicit

ethics institutionalization does not have a direct effect on

marketing managers’ responses (perceived importance of

ethics, esprit de corps, job satisfaction, and organizational

commitment) but has an indirect effect through implicit

institutionalization.

Methods

Singhapakdi and Vitell (2007) found that implicit institutiona-

lization has a significant influence on organizational outcomes

such as perceived importance of ethics, esprit de corps, job

satisfaction, and organizational commitment. Their study also

found that explicit institutionalization does not have a signifi-

cant direct influence on these same organizational outcomes

variables. No mediating effect for explicit institutionalization

was tested.

Thus, the goal of study 1 is to formally test the mediation

hypothesis by pitting the mediation hypothesis against alterna-

tive models—the independent effects model, a different form

of mediation in which explicit institutionalization is the media-

tor, and a moderation effects model—using the same data from

the study by Singhapakdi and Vitell (2007).

Sampling. As reported by Singhapakdi and Vitell (2007), a

self-administered survey questionnaire was sent to two sets

IMPLICIT

EXPLICIT

JOBSAT

ESPRIT

ORGCOM  

PIE

Figure 4. The moderator effects model (model 4 in study 1).
Notes: ESPRIT ¼ esprit de corps; EXPLICIT ¼ explicit ethics institutionaliza-
tion; IMPLICIT ¼ implicit ethics institutionalization; JOBSAT ¼ job satisfaction;
ORGCOM ¼ organizational commitment; PIE ¼perceived importance of
ethics.
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of respondents: a sample of 1,000 U.S. practitioner members of

the AMA and a national sample of 1,500 business practitioners

from a firm that specializes in mailing lists. The AMA survey

had 101 respondents resulting in a response rate of 10.1 per-

cent. The national sample survey of business practitioners

resulted in 205 responses for a response rate of 13.7 percent.

Accordingly, there were 306 usable cases for this study. As Sin-

ghapakdi and Vitell (2007) reported, a comparison of the two

samples using t tests on various demographic and substantive

variables resulted in only one significant difference between

the samples. Thus, the two samples were pooled.

Measures. The institutionalization of ethics scale developed

by Singhapakdi and Vitell (2007) consists of two dimensions:

explicit institutionalization (seven items) and implicit institu-

tionalization (nine items). A sample of an explicit ethical

institutionalization item is ‘‘Top management evaluates the

ethics training programs on a regular basis’’ and a sample of

an implicit ethical institutionalization item is ‘‘Top manage-

ment has established a legacy of integrity for the organization.’’

A 7-point scale ranging from ‘‘strongly disagree’’ (value of 1)

to ‘‘strongly agree’’ (value of 7) was used to capture responses

to these ethics institutionalization items. Both subscales were

judged to be quite reliable. The coefficient as for implicit and

explicit institutionalization were .95 and .92, respectively.

With respect to organizational commitment, the 5-item

organizational commitment scale developed by Jaworski and

Kohli (1993) was adopted to measure a manager’s degree of

commitment to the organization. The scale was designed to tap

‘‘the extent to which a business unit’s employees were fond of

the organization, and were willing to make personal sacrifices

for the business unit’’ (Jaworski and Kohli 1993, 60). An exam-

ple of an organizational commitment item is ‘‘Employees often

go above and beyond the call of duty to ensure this business

unit’s well-being.’’ Responses were measured using a seven-

point strongly disagree/strongly agree Likert format. The orga-

nizational commitment scale is also reliable with a coefficient

a of .92.

Job satisfaction was measured by the seven-item scale used

by Dubinsky et al. (1986). An example of a job satisfaction

scale item is ‘‘Generally speaking, I am very satisfied with this

job.’’ In this study, a seven-point Likert type scale ranging from

‘‘strongly disagree’’ (value of 1) to ‘‘strongly agree’’ (value of

7) was used. Thus, a high value indicates that the respondent is

generally satisfied with his or her work. The coefficient a for

job satisfaction scale is .89; thus the scale is also reliable.

The esprit de corps scale developed by Jaworski and Kohli

(1993) was adopted in this study. The scale consists of seven

items designed to assess ‘‘the extent to which a team spirit pre-

vailed in the organization’’ (Jaworski and Kohli 1993, 60). An

example of an esprit de corps item is ‘‘People in this business

unit are genuinely concerned about the needs and problems of

each other.’’ A seven-point strongly agree/strongly disagree

format was also used with a high score indicating a high level

of esprit de corps. The esprit de corps scale is also quite reliable

with an a value of .95.

The perceived role of ethics and social responsibility (PRE-

SOR) scale developed by Singhapakdi et al. (1995) was

adopted to measure perceived importance of ethics. The scale

was designed to capture a manager’s perception regarding the

roles of ethics and social responsibility as determinants of dif-

ferent aspects of organizational effectiveness. According to

Singhapakdi et al. (1995), the scale consists of three dimen-

sions: Good Ethics is Good Business, Profits are Not Para-

mount, and Quality and Communication. Only the seven-item

primary dimension of their scale (i.e., Good Ethics is Good

Business dimension) was included because the objective is only

to investigate the influence of institutionalization of ethics on

the marketers’ perceived importance of ethics, in a general

sense. That is, the impact on marketers’ general perceptions

about whether being ethical is good for business was examined.

Examples of typical items are ‘‘Good ethics is often good busi-

ness’’ and ‘‘The ethics and social responsibility of a firm is

essential to its long-term profitability.’’ A seven-point agree/

disagree Likert format was used with a high score indicating

a high degree of perceived importance for ethics. The PRESOR

scale is reliable with a coefficient a value of .86.

Results. The test results of the independent effects model in

figure 1 (model 1) indicate that the data provided a good fit to

the model (w2 ¼ 3.82, df ¼ 3, goodness of fit index [GFI] ¼
0.91, comparative fit index [CFI] ¼ 0.99, normed fit index

[NFI] ¼ 0.99, root mean square error of approximation

[RMSEA] ¼ 0.03). Specifically, the results indicate that expli-

cit institutionalization has a significant impact on perceived

importance of ethics (b ¼ .09, t ¼ 2.80) but not on esprit de

corps (b ¼ �.07, t ¼ �1.61), job satisfaction (b ¼ �.04, t ¼
�1.12), or organizational commitment (b ¼ �.02, t ¼ 0.50;

table 1).

With respect to the implicit institutionalization mediation

model in figure 2 (model 2), the results of path anlayses indi-

cate that the data provided a good fit to the model (w2 ¼
14.45, df ¼ 7, GFI ¼ 0.99, CFI ¼ 0.99, NFI ¼ 0.98, RMSEA

¼ 0.06). Specifically, the results indicate that explicit institu-

tionalization has a significant impact on implicit institutionali-

zation (b ¼ .33, t ¼ 9.03). Implicit institutionalization has a

significant influence on perceived importance of ethics (b ¼
.21, t ¼ 5.11), esprit de corps (b ¼ .78, t ¼ 15.41), job satisfac-

tion (b ¼ .71, t ¼ 15.97), and organizational commitment (b ¼
.65, t ¼ 13.11; table 2).

In regard to the explicit institutionalization mediation model

in figure 3 (model 3), the results indicate that the data did not

provide a good fit to the model (w2 ¼ 212.76, df ¼ 7, GFI ¼
0.85, CFI ¼ 0.76, NFI ¼ 0.75, RMSEA ¼ 0.28). Specifically,

the results indicate that implicit institutionalization has a sig-

nificant impact on explicit institutionalization (b ¼ .64, t ¼
9.03). Explicit institutionalization has a significant influence

on perceived importance of ethics (b ¼ .14, t ¼ 4.79), esprit

de corps (b ¼ .20, t ¼ 4.38), job satisfaction (b¼ .20, t ¼
4.87), and organizational commitment (b ¼ .20, t ¼ 4.62;

table 3).
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The results of the moderation effects model in figure 4

(model 4) show that that the interaction effect is significant

only on perceived importance of ethics (b ¼1.31, t ¼ 3.18)

but not on esprit de corps (b¼ .51, t ¼ 1.56), job satisfaction

(b ¼ �.41, t ¼ �1.14), or organizational commitment (b ¼
.50, t ¼ 1.53; table 4).

The results of w2 difference tests indicate that the model in

figure 1 (model 1) and the model in figure 2 (model 2) are sig-

nificantly better model than the model in figure 3 (model 3; p <

.05). The model in figure 4 (model 4) was not attractive model

either. The results indicate that the models 1 and 2 are equally

valid (w2 difference ¼ 10.63, df ¼ 4, p > .05), but model 2 is

deemed more parsimonious than model 1. Therefore, the

authors conclude that their mediation effects hypothesis is sup-

ported by the data.

To formally test the mediation effect of implicit ethics

institutionalization in model 2, the authors tested the mediation

effects using the Sobel test1 (Baron and Kenny 1986;

MacKinnon, Warsi, and Dwyer 1995). Specifically, they tested

the mediation effect with explicit institutionalization as an inde-

pendent variable and implicit institutionalization as mediator

(model 2). For all dependent variables, the mediation effects are

Table 1. Results of the Independent Effects Model (Model 1)

DV IV SMC b t value

PIE IMPLICIT 0.10 .15* 3.30 df ¼ 3; w2 ¼ 3.82; p ¼ .28; RMSEA ¼ 0.03;
NFI ¼ 0.99; CFI ¼ 0.99; RMR ¼ 0.02; GFI ¼ 0.91EXPLICIT .09* 2.80

ESPRIT IMPLICIT 0.44 .82* 14.46
EXPLICIT �.07 �1.61

JOBSAT IMPLICIT 0.36 .66* 11.86
EXPLICIT �.04 �1.12

ORGCOM IMPLICIT 0.46 .73* 14.70
EXPLICIT �.02 �0.50

Notes: CFI ¼ comparative fit index; DV ¼ dependent variable; ESPRIT ¼ esprit de corps; EXPLICIT ¼ explicit ethics institutionalization; GFI ¼ goodness of fit
index; IMPLICIT ¼ implicit ethics institutionalization; IV ¼ independent variable; JOBSAT ¼ job satisfaction; NFI ¼ normed fit index; ORGCOM ¼ organizational
commitment; PIE ¼ perceived importance of ethics; RMR ¼ root mean square residual; RMSEA ¼ root mean square error of approximation; SMC ¼ squared
multiple correlation.
* Significant at the .05 level.

Table 2. The Results of the Mediation Effects Model (Model 2: Ethics Institutionalization As Mediator)

DV IV SMC b t value

IMPLICIT EXPLICIT 0.21 .33* 9.03 df ¼ 7; w2 ¼ 14.45; p ¼ .04; RMSEA ¼ 0.06;
NFI ¼ 0.98; CFI ¼ 0.99; RMR ¼ 0.02; GFI ¼ 0.99PIE IMPLICIT 0.08 .21* 5.11

ESPRIT IMPLICIT 0.44 .78* 15.41
JOBSAT IMPLICIT 0.46 .71* 15.97
ORGCOM IMPLICIT 0.36 .65* 13.11

Notes: CFI ¼ comparative fit index; DV ¼ dependent variable; ESPRIT ¼ esprit de corps; EXPLICIT ¼ explicit ethics institutionalization; GFI ¼ goodness of fit
index; IMPLICIT ¼ implicit ethics institutionalization; IV ¼ independent variable; JOBSAT ¼ job satisfaction; NFI ¼ normed fit index; ORGCOM ¼ organizational
commitment; PIE ¼ perceived importance of ethics; RMR ¼ root mean square residual; RMSEA ¼ root mean square error of approximation; SMC ¼ squared
multiple correlation.
* Significant at the .05 level.

Table 3. Results of the Mediation Effects Model (Model 3: Explicit Ethics Institutionalization as Mediator)

DV IV SMC b t value

EXPLICIT IMPLICIT 0.21 .64* 9.03 df ¼ 7; w2 ¼ 212.76; p ¼ .00; RMSEA ¼ 0.28; NFI ¼ 0.75;
CFI ¼ 0.76; RMR ¼ 0.35; GFI ¼ 0.85PIE EXPLICIT 0.07 .14* 4.79

ESPRIT EXPLICIT 0.06 .20* 4.38
JOBSAT EXPLICIT 0.07 .20* 4.87
ORGCOM EXPLICIT 0.06 .20* 4.62

Notes: CFI ¼ comparative fit index; DV ¼ dependent variable; ESPRIT ¼ esprit de corps; EXPLICIT ¼ explicit ethics institutionalization; GFI ¼ goodness of fit
index; IMPLICIT ¼ implicit ethics institutionalization; IV ¼ independent variable; JOBSAT ¼ job satisfaction; NFI ¼ normed fit index; ORGCOM ¼ organizational
commitment; PIE ¼ perceived importance of ethics; RMR ¼ root mean square residual; RMSEA ¼ root mean square error of approximation; SMC ¼ squared
multiple correlation.
* Significant at the .05 level.
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significant for esprit de corps (t¼ 6.256, p < .05), perceived ethi-

cal importance (t ¼ 2.464, p < .05), job satisfaction (t ¼ 6.011),

and organizational commitment (t¼ 6.422). The results indicate

that the mediation effect of implicit ethical institutionalization

on the relationships between explicit institutionalization and the

aforementioned organizational variables are significant.

Table 4. Results of the Moderation Effects Model (Model 4)
(1) DV: PIE

Model R R2 Adjusted R2 Standard error of the estimate

1 .37(a) .14 .12 .85

Model

Unstandardized coefficients Standardized coefficients

t Sig.B Standard error b

1 (Constant) 6.48 .56 11.64 .00

IMP �.16 .11 �.22 �1.47 .14
EXP �.46 .18 �.89 �2.61 .01
IMPLICIT * EXPLICIT .10 .03 1.31 3.18 .00

(2) DV: ESPRIT

Model R R2 Adjusted R2 Standard error of the estimate

1 .67(a) .45 .44 1.08

Model

Unstandardized coefficients Standardized coefficients

t Sig.B Standard error b

1 (Constant) 1.88 .71 2.63 .01
IMPLICIT .64 .14 .54 4.65 .00
EXPLICIT �.42 .23 �.51 �1.86 .07
IMPLICIT * EXPLICIT .06 .04 .51 1.56 .12

(3) DV: JOBSAT

Model R R2 Adjusted R2 Standard error of the estimate

1 .61(a) .37 .36 1.07

Model

Unstandardized coefficients Standardized coefficients

t Sig.B Standard error b

1 (Constant) 1.28 .71 1.82 .07
IMPLICIT .81 .14 .74 5.93 .00
EXPLICIT .22 .23 .29 .99 .33
IMPLICIT * EXPLICIT �.05 .04 �.41 �1.14 .25

(4) DV: ORGCOM

Model R R2 Adjusted R2 Standard error of the estimate

1 .68(a) .46 .45 .96

Model

Unstandardized coefficients Standardized coefficients

t Sig.B Standard error b

1 (Constant) 2.38 .63 3.79 .00
IMPLICIT .56 .12 .54 4.62 .00
EXPLICIT �.34 .20 �.45 �1.69 .09
IMPLICIT * EXPLICIT .05 .04 .50 1.53 .13

Notes: DV ¼ dependent variable; ESPRIT ¼ esprit de corps; EXPLICIT ¼ explicit ethics institutionalization; IMPLICIT ¼ implicit ethics institutionalization; JOB-
SAT ¼ job satisfaction; ORGCOM ¼ organizational commitment; Sig. ¼ Significance Level; PIE ¼ perceived importance of ethics. Method: regression analysis;
predictors: (Constant), IMPLICIT, EXPLICIT, IMPLICIT * EXPLICIT; DV: PIE, DV: ESPRIT, DV: JOBSAT, DV: ORGCOM.
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To test the mediation effect in model 3 (figure 3), the same

Sobel tests were conducted with implicit ethics institutionaliza-

tion as the independent variable and explicit institutionalization

as mediator. The mediation effect of explicit institutionaliza-

tion was significant only for the perceived importance of ethics

(t ¼ 2.187, p < .05), but the mediation effects were not

significant for esprit de corps (t ¼ �1.563, p > .05), job satis-

faction (t ¼ �0.380, p > .05), and organizational commitment

(t ¼ �0.774, p < .439).

To test the interaction effects in model 4 (figure 4), the

authors used moderated regression analysis (Aiken and West

1991). The interaction effects were not significant for any of

the dependent variables with the exception of the perceived

importance of ethics. When explicit institutionalization is high,

implicit institutionalization has a significant influence on per-

ceived importance of ethics (b ¼ .39, p < .05). When explicit

institutionalization is low, however, implicit institutionaliza-

tion does not have a significant influence on perceived ethical

importance (b ¼ .04, p > .05). This result may imply that

explicit institutionalization is a necessary but not a sufficient

condition for the perceived importance of ethics.

In conclusion, the data from the Singhapakdi and Vitell

(2007) study clearly indicate that explicit ethics institutionali-

zation affects marketing managers’ behavioral responses

(perceived importance of ethics, job satisfaction, esprit de

corps, and organizational commitment) only through the

mediating role of implicit ethics institutionalization.

Study 2

The second objective of this article is to test the robustness of

the mediation effects model by conducting a second study

involving a survey of marketing managers. Thus, the purpose

of this research is to extend the work of Singhapakdi and Vitell

(2007) by developing a model that articulates the interrelation-

ships between implicit and explicit ethics institutionalization

and their effects on marketing managers’ behavioral responses,

specifically job satisfaction, esprit de corps, organizational

commitment, and QWL of marketing managers. Specifically,

the mediation effects model posits that explicit ethics institutio-

nalization influences the formation and change of implicit

ethics institutionalization among marketing managers. Implicit

ethics institutionalization is the factor that mediates the effect

of explicit ethics institutionalization on marketing managers’

behavioral responses.

The second study is important in this regard because one

need to make sure that the mediation model is a robust phenom-

enon—that it is not an artifact of a unique sample. Demonstrat-

ing the robustness of the mediation effects model is important

because the authors believe that explicit attempts at institutio-

nalizing ethics will be fruitless unless these efforts result in an

ethical work climate (i.e., implicit ethics institutionalization). If

attempts at explicit ethics institutionalization do not generate

high levels of implicit ethics institutionalization, then such

attempts are not likely to enhance marketing managers’

behavioral responses—that is, generate high levels of job satis-

faction, QWL, esprit de corps, and organizational commitment.

Another objective of this article is to extend the mediation

model by introducing organizational socialization as a moder-

ating factor. The authors argue that the mediating effects of

implicit ethics institutionalization are likely to be more evident

when marketing managers are more highly socialized than

when they are not. That is, the effect of organizational sociali-

zation strengthens the effect of explicit ethics institutionaliza-

tion on implicit institutionalization. Similarly, the effects of

implicit institutionalization on marketing managers’ behavioral

responses are likely to be accentuated when there exists higher

rather than lower levels of socialization (see figure 5). Given

that the degree of organizational socialization is defined as

‘‘the process by which a person learns the values, norms and

behaviors . . . of the organization’’ (Van Maanen 1977, 67),

one clearly cannot expect to be socialized into any organization

without knowing the values and norms of that organization of

including ethics institutionalization. Therefore, one might

logically expect that the greater the degree of organizational

socialization, the greater is the likelihood of job satisfaction,

organizational commitment, and esprit de corps; numerous

studies have supported this notion. For example, in two sepa-

rate studies, Allen and Meyer (1990) and Baker (1992) reported

a positive link between socialization and both job satisfaction

and organizational commitment. In another study, Baker and

Feldman (1990) found that socialization was positively associ-

ated with both job satisfaction and organizational commitment.

Finally, organizational commitment and satisfaction with com-

munications in an organization were found to be positively

linked to socialization by Mignerey, Rubin, and Gorden (1995).

This empirical and theoretical support involving the direct

links between socialization and outcome variables such as job

satisfaction leads us to believe that socialization might also be

likely to serve as a moderating construct in the authors’ model.

Thus, the hypothesis that organizational socialization strength-

ens the effect of explicit institutionalization on implicit institu-

tionalization and the effects of implicit institutionalization on

esprit de corps, job satisfaction, organizational commitment,

and QWL is grounded in the literature.

EXPLICIT IMPLICIT 

SOCIALIZATION

ORGCOM

ESPRIT

QWL

JOBSAT

Figure 5. The extended mediation model (model 5 in study 2).
Notes: ESPRIT ¼ esprit de corps; EXPLICIT ¼ explicit ethics institutionaliza-
tion; IMPLICIT ¼ implicit ethics institutionalization; JOBSAT ¼ job satisfaction;
ORGCOM ¼ organizational commitment; PIE ¼perceived importance of
ethics; QWL¼ quality of work life.
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Extending the mediation model by incorporating the effects

of organizational socialization is important because doing so

signifies the fact that explicit efforts at introducing (or perhaps

diffusing) ethics into the organization can occur when such

efforts are accompanied by well-designed programs designed

to socialize marketing managers into the organization. In other

words, socialization programs can help significantly in that

regard.

The authors believe their research is important because

maintaining employees’ commitment is critical for organiza-

tions not only because of its impact on performance but also

due to the high cost of recruiting and training as well as other

turnover-related costs. Given the importance of work climate

(e.g., Donavan, Brown, and Mowen 2004; Homburg and Stock

2004) and the ever-increasing ethics institutionalization by

organizations in the recent years, they believe their research

represents a significant contribution to the marketing ethics lit-

erature by presenting effective ways of institutionalizing ethics

within the organization. Additionally, the authors believe that

this research has important public policy implications. That

is, public policy initiatives that enhance explicit forms of ethi-

cal institutionalization also may ultimately lead to stronger

ethical cultures within some firms (an implicit form of ethical

institutionalization). This can benefit society through fewer

legal and ethical transgressions on the part of these firms. It can

also benefit society through greater employee productivity and

enhanced managerial ethical decision making.

Thus, the key goal of study 2 is to replicate the testing of the

mediation model that was supported by the data of Singhapakdi

and Vitell (2007; study 1). Study 2 was conducted approxi-

mately two years after study 1. the authors also made a signif-

icant change in replicating study 1. They deleted perceived

importance of ethics and added another behavioral response

construct, namely QWL. They deleted perceived importance

of ethics because this construct is not directly comparable to

other more well-accepted behavioral response constructs such

as job satisfaction, esprit de corps, and organizational commit-

ment. They added QWL to further complement their set of

behavioral response constructs. QWL is a construct highly

comparable to job satisfaction with the exception that it links

job satisfaction with life satisfaction. In other words, marketing

managers experiencing high levels work life quality tend to

experience the kind of job satisfaction that spills over to life

satisfaction (Cohen, Chang, and Ledford 1997; Elizur and Shye

1990; Goodman, Zammuto, and Gifford 2001; Igbaria, Para-

suraman, and Badawy 1994; Sirgy 2006; Sirgy et al. 2001).

One can argue that marketing managers’ QWL can also

influence their own ethical behavior. An ethical corporate mis-

sion and culture are important in enhancing work-related iden-

tity by generating positive affects that spillover to other life

domains. The results of a two-year empirical study based on

face-to-face interviews showed that employees believe that

being associated with an ethical organization gives them a

sense of meaning and purpose in their work (Mitroff and Den-

ton 1999). Their study uncovered five basic designs or models

in which organizations can contribute meaning and a sense of

purpose through work. These are the religious-based organiza-

tion (church-affiliated and -run businesses), the evolutionary

organization (a firm that begins with a strong association with

a particular religion and over time evolves to a more ecumeni-

cal position), the recovering organization (an organization that

focuses on helping people solve certain problems and in doing

so fosters a sense of spirituality), the socially responsible orga-

nization (firms in which their founders or heads are guided by

strong spiritual principles that they apply directly to their busi-

ness for the betterment of society), and the values-based orga-

nization (the founders or managers are guided by general

philosophical principles or values that are not aligned or asso-

ciated with a particular religion or spirituality). Thus, organiza-

tions with a high ethical corporate mission and culture may

provide a better person-environment fit than organizations with

a low ethical mission and culture.

For evidence of how a caring, ethical organization contri-

butes to employee higher-order need satisfaction, see the recent

literature review by Giacalone and Jurkiewicz (2002). Many

employees may desire to engage in tasks that can contribute

to the betterment of the human condition. Thus, an ethical orga-

nization places demands on their employees that are more con-

gruent with the employees’ work role identity (in the role of a

‘‘do-gooder’’) than other organizations. In addition, ethical

organizations may provide more work resources to meet the

demands of the ‘‘do-gooder’’ than other organizations. Such

organizations increase the value of the work role identity in the

sense that employees feel that their work is meaningful because

they help others. Under these conditions, employees are likely

to experience higher levels of positive self-evaluations, which

in turn contribute to subjective well-being.

Study 2 further extends the mediation model by incorporat-

ing the moderating effects of organizational socialization (see

figure 5). The moderation effect hypothesis is that explicit

ethics institutionalization is likely to have a greater predictive

effect on implicit institutionalization when marketing manag-

ers are highly socialized than when they are not. Furthermore,

implicit institutionalization is likely to have greater predictive

effects on behavioral responses (job satisfaction, esprit de

corps, organizational commitment, and QWL) when marketing

managers are highly socialized than when they are not (cf.

Allen and Meyer 1990; Dubinsky et al. 1986; Feldman 1976;

Van Maanena 1976, 1977).

Methods
Sampling. This research used a Web-base survey for data col-

lection. A recent directory of members of the AMA was used as

the sampling frame. Specifically, letters were mailed to a total

of 2,820 randomly selected U.S. practitioner members of the

AMA inviting them to access the survey questionnaire via a

Web site of a major university in the Southeastern region of the

United States. Of the 2,792 letters delivered, 230 persons

responded for a response rate of 8.2 percent. Although the

response rate is somewhat low, it is comparable to a recent

study using the same approach by Singhapakdi and Vitell
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(2007) who reported response rates of 9.6 percent and 10.1 per-

cent in their two studies.

With respect to the demographic profile of the sample, the

respondents on average had 18.9 years of business experience

and have been with their current organization for 7.8 years.

Of the 230 respondents, 10 percent were under thirty years old,

30 percent were in their thirties, 30 percent were in their forties,

22 percent were in their fifties, and 8 percent were over 60.

Fifty-three percent were female, 45 percent were male, and 2

percent did not respond. In terms of education, 4 percent

reported some college degree, 34 percent reported having a

bachelor’s degree, 13 percent reported having attended gradu-

ate school, 41 percent reported having a master’s degree, and 7

percent reported having a postgraduate degree.

The authors tested for nonresponse bias by comparing

early responders to late responders and found no significant

differences for various organizational demographic variables.

Hence, nonresponse bias does not appear to be an issue in this

research.

Measures. The same measures used in study 1 were also used

in study 2 with the following exceptions. First, as mentioned,

the perceived importance of ethics measure was not used in

study 2 and was replaced with the QWL construct. Hence,

study 2 involved a measure of QWL. The authors also intro-

duced a measure capturing organizational socialization. These

two new measures are described below.

Sirgy et al. (2001, 242) have defined QWL as ‘‘employee

satisfaction with a variety of needs through resources, activities

and outcomes stemming from participation in the workplace.’’

The sixteen-item QWL scale they developed was adopted for

this research. The scale is a need satisfaction approach to

QWL, essentially based on Maslow’s hierarchy of needs the-

ory. The QWL scale was conceptualized as a summation of

satisfaction of seven categories of needs: (1) health and safety

needs, (2) economic and family needs, (3) social needs, (4)

esteem needs, (5) actualization needs, (6) knowledge needs,

and (7) aesthetics needs. The respondents were asked to

respond to each item by checking a five-point scale ranging

from ‘‘very false’’ (value of 1) to ‘‘very true’’ (value of 5). Fol-

lowing their conceptualization, organizations that score high on

QWL are those that provide resources to meet the basic and

growth needs of their employees.

The four-item organizational socialization measure devel-

oped by Sparks and Hunt (1998) was adopted for the authors’

second study. The scale is designed to measure the extent to

which someone has learned the values and norms of an organi-

zation of which he or she is a member, in this case one’s

employer. Example items include ‘‘I know ‘how things are

done around here’’’ and ‘‘I know the rules and regulations asso-

ciated with my job.’’ A five-point very false/very true scale was

used, with a high score indicating a high degree of organiza-

tional socialization.

Measure purification. The measures used in this study were

purified based on confirmatory factor analysis using LISREL

VIII. The validity of the measures used in this study was also

tested using confirmatory factor analysis. Given the large

number of items used in this study, the authors conducted two

confirmatory factor analyses – one for exogenous variables

(table 5) and another for endogenous variables (table 6). The

literature on confirmatory factor analysis suggests assessing a

scale by examining smaller confirmatory factor analysis

(Bentler and Chou 1987). Therefore, they based their measure-

ment analysis on groups of related sets of measures (Doney and

Cannon 1997, 43).

The confirmatory factor analysis for exogenous variables

(implicit and explicit institutionalization) generated an

Table 5. Confirmatory Factor Analysis for Ethics Institutionalization (Study 2)

Variables Items Coefficient t value a
Average variance
extracted

Composite
reliability

EXPLICIT EXP1_R .741 12.965 952 .722 .948
EXP2 .921 18.185
EXP3_R .758 13.385
EXP4_R .927 18.424
EXP5_R .866 16.409
EXP6_R .865 16.369
EXP7 .851 15.948

IMPLICIT IMP1 .723 12.372 .886 .516 .903
IMP2 .873 16.39
IMP3 .831 15.162
IMP4 .657 10.891
IMP5 .525 8.275
IMP6_R .732 12.574
IMP7_R .515 8.083
IMP8 .845 15.55
IMP9 .67 11.171

w2 ¼ 534.891, df ¼ 103, RMSEA ¼ 0.121, NFI ¼ 0.826, CFI ¼ 0.854, RMR ¼ 0.107, GFI ¼ 0.803

Notes: CFI ¼ comparative fit index; EXPLICIT ¼ explicit ethics institutionalization; GFI ¼ goodness of fit index; IMPLICIT ¼ implicit ethics institutionalization;
NFI ¼ normed fit index; RMR ¼ root mean square residual; RMSEA ¼ root mean square error of approximation.
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acceptable fit to the data (w2 ¼ 534, df ¼ 103, p ¼ .00; GFI ¼
0.803; NFI ¼ 0.82; CFI ¼ 0.85; RMSEA ¼ 0.12). The items in

the implicit institutionalization measure were found to be reli-

able (a ¼ 0.952; r ¼ .94). The reliability of the explicit insti-

tutionalization measure was also found to be acceptable (a ¼
0.886; r ¼ .90).

All factor loadings were significant with no high cross load-

ings. In addition, the results indicate that average variance

extracted (AVE) is greater than the square of correlations

among the constructs and the w2 difference suggest that the

nonconstrained model is significantly better than the con-

strained model (p < .05). All these provide evidence for conver-

gent and discriminant validity.

The confirmatory factor analysis for endogenous variables

also provided an acceptable fit to the data (w2 ¼ 255.73, df ¼
98, p ¼ .00; GFI ¼ 0.87; NFI ¼ 0.87; CFI ¼ 0.92; RMSEA

¼ 0.09). The results indicate that the measures are reliable for

job satisfaction (a ¼ 0.87; r ¼ .88), for esprit de corps (a ¼
0.87; r ¼ .88), for QWL (a ¼ 0.75; r ¼ .83), and for organiza-

tional commitment (a ¼ 0.71; r ¼ .74).

The results of confirmatory factor analysis indicate that all

factor loadings were significant with no high cross loadings.

The results also indicate that AVE is greater than the square

of correlations among the constructs and the w2 difference sug-

gest that the nonconstrained model is significantly better than

the constrained model (p < .05). Overall, these results also pro-

vide evidence for convergent and discriminant validity. The

correlation and covariance of constructs used in this study are

shown in table 7.

Results. The authors tested the proposed conceptual model

using path analysis. The empirical estimates for the indepen-

dent effects model (comparable model shown in figure 1 with

the exception that perceived importance of ethics is replaced

with QWL) are shown in table 8. The results indicate that the

data did not provide an acceptable fit for the conceptual

model (w2 ¼ 165.46, df ¼ 6, p ¼ .00; GFI ¼ 0.81;

NFI ¼ 0.77; CFI ¼ 0.78; RMSEA ¼ 0.34). The results of

the independent effects model indicate that all endogenous

variables are significantly influenced by implicit institutionali-

zation but not by explicit institutionalization.

Specifically, the results indicate that implicit institutionali-

zation has a significant influence on esprit de corps (estimate

¼ 0.58, p < .05), organizational commitment (estimate ¼
0.70, p < .05), QWL (estimate ¼ 0.55, p < .05), and job satis-

faction (estimate ¼ 0.76, p < .05). In contrast, the results indi-

cate that explicit institutionalization does not have a significant

influence on esprit de corps (estimate ¼ 0.08, p > .05),

organizational commitment (estimate ¼ �0.04, p > .05),

QWL (estimate ¼ �0.01, p > .05), and job satisfaction (esti-

mate ¼ 0.05, p > .05).

Table 6. Confirmatory Factor Analysis for Endogenous Variable (Study 2)

Variables Items Coefficient t value a
Average variance
extracted

Composite
reliability

Job satisfaction (JOBS) JOBS1 .923 17.869 .873 .852 .888
JOBS2_R .823 14.901
JOBS4 .806 14.416

Esprit de corp ESP) ESP1 .673 10.802 .796 .76 .802
ESP5 .843 14.620
ESP7_R .753 12.533

Quality of work life (QWL) QWL2 .163 2.365 .754 .628 .832
QWL5 .504 7.786
QWL7 .318 4.700
QWL12 .706 11.815
QWL13 .819 14.589
QWL14 .898 16.816
QWL15 .635 10.295

Commitment CMT) CMT2 .416 6.243 .711 .712 .741
CMT3_R .816 14.339
CMT7 .826 14.579

w2 ¼ 255.733, df ¼ 98, RMSEA ¼ 0.0875, NFI ¼ 0.873, CFI ¼ 0.917, RMR ¼ 0.0761, GFI ¼ 0.872

Notes: CFI¼ comparative fit index; GFI¼ goodness of fit index; NFI¼ normed fit index; RMR¼ root mean square residual; RMSEA¼ root mean square error of
approximation.

Table 7. Correlation and Covariance Matrix of Constructs (Study 2)

Explicit Implicit JOBS ESP QWL CMT

Explicit 1.50 0.33 0.38 0.30 0.15 0.21
Implicit 0.36 0.62 0.62 0.41 0.29 0.47
JOBS 0.26 0.75 1.04 0.48 0.49 0.59
ESP 0.25 0.63 0.58 0.74 0.24 0.52
QWL 0.15 0.53 0.70 0.47 0.46 0.30
CMT 0.12 0.66 0.66 0.65 0.50 0.76
M 2.79 3.93 3.75 3.72 3.70 3.72
SD 1.29 0.74 0.99 0.82 0.65 0.79

Notes: CMT ¼ commitment; ESP ¼ esprit de corp; JOBS ¼ job satisfaction;
QWL ¼ quality of work life. Italicized correlation coefficients are significant
at p < .01; upper diagonal represents variance-covariance matrix; lower diago-
nal represents correlation matrix.

Singhapakdi et al. 87

87 at ESPM on April 27, 2010 http://jmk.sagepub.comDownloaded from 

http://jmk.sagepub.com


The authors then tested the mediation model and the results

are summarized in table 9. The results show that explicit insti-

tutionalization of ethics has a positive influence on implicit

institutionalization of ethics (estimate ¼ 0.342, p < .05), which

in turn has a significant influence on esprit de corps (estimate¼
0.605, p < .05), job satisfaction (estimate ¼ 0.772, p < .05),

organizational commitment (estimate ¼ 0.685, p < .05), and

QWL (estimate ¼ 0.543, p < .05).

The authors also hypothesized that organizational socializa-

tion has a moderation effect on the relationships involved in the

mediation model (see figure 5). In other words, they expected

that the predictive effect of explicit ethics institutionalization

on implicit institutionalization would be stronger for highly

socialized marketing managers than for those who are not

highly socialized. They also expected that the predictive effect

of implicit institutionalization on job satisfaction, esprit de

corps, organizational commitment, and QWL would be stron-

ger for highly socialized managers than for those who are not.

To test the moderation effect of socialization, they divided the

entire sample based on a tertile split and compared the low

versus high socialization group while taking the moderate

socialization group out of the sample. The results are reported

in table 10.

While the results of the two group analyses are largely con-

sistent with the results of the final model (w2 ¼ 50.89, df ¼ 18,

p ¼ .00; GFI ¼ 0.88; NFI ¼ 0.88; CFI ¼ 0.92; RMSEA ¼
0.16), there are several findings worth noting. The results indi-

cate that the effect of explicit ethical institutionalization on

implicit institutionalization is significant when socialization

is high (estimate ¼ 0.255, p < .05) but not when socialization

is low (estimate ¼ 0.182, p > .05). This may be because of the

fact that the higher level of socialization facilitates shared

understanding on ethical behaviors and appropriate courses

of action within the organization. That is, when employees in

an organization have a higher level of socialization, they are

more likely to share and internalize ethical norms.

Since organizational socialization is an interval scale mod-

erator, the authors tested its moderating relationship using the

moderated regression approach (Aiken and West 1991). First,

the independent variable and moderator variable were mean-

centered. Then they calculated the effect of the independent

variable on dependent variables at a high level of moderation

(e.g., one standard deviation above the mean) as well as at a

low level of moderation (e.g., one standard deviation below the

mean). The interaction effects are not significant for any of

the dependent variables (p > .05) except for the impact of

implicit institutionalization and socialization on organizational

commitment. Even for organizational commitment, the results

indicate that implicit institutionalization has a significant

impact on organizational commitment at both a high level of

socialization (b ¼ .974, p < .05) as well as at a low level of

socialization (b ¼ .392, p < .05).

In conclusion, the hypothesized moderation effects of orga-

nizational socialization on the relationship between implicit

institutionalization and employee behavioral responses were

not supported by the data. However, regardless of the level

of socialization, implicit ethics institutionalization had a direct

and positive influence on the majority of employees’ beha-

vioral responses such as esprit de corps, job satisfaction, orga-

nizational commitment, and QWL.

When a firm has a high level of implicit ethical institutiona-

lization, the organizational members of the firm may already

have a shared understanding of the ethical norms within the

organization. Thus, one can argue that, regardless of socializa-

tion, an increase in implicit ethical institutionalization has a

direct and positive influence on behavioral responses such as

esprit de corps, job satisfaction, organizational commitment,

and QWL.

Discussion

In this article, the authors report two studies that investigated

the effects of ethics institutionalization on various aspects of

behavioral responses of marketing managers, namely perceived

importance of ethics, esprit de corps, organizational commit-

ment, job satisfaction, and QWL. They found that explicit insti-

tutionalization has a significant influence on implicit

institutionalization, which in turn has a positive influence on

perceived importance of ethics, esprit de corps, job satisfaction,

Table 8. Path Results for the Full Model (Study 2)

Path Estimate t value SMC

Explicit EI! ESP 0.09 1.57 0.37
Implicit EI! ESP 0.58* 10.29
Explicit EI! CMT �0.04 �0.83 0.47
Implicit EI! CMT 0.70* 13.60
Explicit EI! QWL �0.01 �0.10 0.30
Implicit EI! QWL 0.55* 9.19
Explicit EI! JOBS 0.05 1.01 0.60
Implicit EI! JOBS 0.76* 16.89

w2 ¼ 165.467, df ¼ 6, RMSEA ¼ 0.339, NFI ¼ 0.775, CFI ¼ 0.779,
RMR ¼ 0.0733, GFI ¼ 0.808

Notes: CFI ¼ comparative fit index; CMT ¼ commitment; ESP ¼ esprit de
corp; GFI ¼ goodness of fit index; JOBS ¼ job satisfaction; NFI ¼ normed fit
index; QWL ¼ quality of work life; RMR ¼ root mean square residual; RMSEA
¼ root mean square error of approximation.
* p < .05.

Table 9. Path Results for the Mediation Model (Study 2)

Path Estimate t value SMC

Explicit EI! Implicit EI 0.342* 5.499 0.117
Implicit EI! ESP 0.605* 11.482 0.366
Implicit EI! JOBS 0.772* 18.346 0.596
Implicit EI! CMT 0.685* 14.185 0.469
Implicit EI! QWL 0.543* 9.765 0.295

w2 ¼ 28.244, df ¼ 8, RMSEA ¼ 0.105, NFI ¼ 0.959, CFI ¼ 0.970,
RMR ¼ 0.043, GFI ¼ 0.961

Notes: CFI ¼ comparative fit index; CMT ¼ commitment; ESP ¼ esprit de
corp; GFI ¼ goodness of fit index; JOBS ¼ job satisfaction; NFI ¼ normed fit
index; QWL ¼ quality of work life; RMR ¼ root mean square residual;
RMSEA ¼ root mean square error of approximation.
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organizational commitment, and QWL. The findings of their

studies extend the understandings in this area in various ways.

First, consistent with Singhapakdi and Vitell (2007), the

authors found that explicit institutionalization did not have a

significant direct effect on the behavioral constructs tested.

Extending the work of Singhapakdi and Vitell (2007), the

authors’ results (from both study 1 and study 2) indicate that

explicit institutionalization has a significant influence on per-

ceived importance of ethics, esprit de corps, job satisfaction,

organizational commitment, and QWL through the mediation

effects of implicit institutionalization. Based on the finding, one

may argue that explicit institutionalization is an important factor

in influencing marketing managers’ behavioral responses only to

the extent that it contributes to the formation of implicit ethics

institutionalization. If attempts at explicit ethics institutionaliza-

tion fail to contribute significantly to the formation and change

of implicit ethics institutionalization, then explicit ethics institu-

tionalization is likely to fail in terms of influencing marketing

manager’s behavioral responses in a positive manner. Thus,

management must first develop codes of ethics, orientation pro-

grams, ethical training, and so on so as to pave the way for the

development of implicit ethical institutionalization within the

marketing organization. Note that this recommendation, based

on empirical evidence, is consistent with the speculation of

Singhapakdi and Vitell (2007) that it is probably necessary for

organizations to explicitly institutionalize ethics. As they stated,

this is needed ‘‘to make it clear to employees what the appropri-

ate courses of action are’’ (pp. 290-1).

From the public policy perspective, and applying the same

logic, one can argue that government initiatives, such as the

Federal Sentencing Guidelines that are designed to encourage

ethical compliance in organizations, should be continued.

Given that such policies tend to directly promote explicit forms

of ethics institutionalization in organizations, this should also

help to foment the more implicit forms of ethics institutionali-

zation, which will ultimately benefit the employees in terms of

better QWL and other job-related outcomes. It might also lead

to a better realization, among employees, regarding the impor-

tance of ethics (via the mediation effects of implicit institutio-

nalization). The authors believe that these consequences will,

in turn, benefit the organizations as well as the society through

greater employee productivity and enhanced managerial ethical

decision making.

The authors believe that a better QWL in organizations can

have also a positive impact on society as a whole. First, QWL has

a positive influence on the overall life satisfaction of employees.

Based on the vertical spillover theory, it has been found that QWL

has a positive influence on other life domains and overall life

satisfaction (Sirgy et al. 2001). Second, QWL (employee happi-

ness) has a positive impact on job performance (Rego and e Cunha

2008), which in turn has a positive influence on customers’

perception of service quality (Dabholkar and Abston 2008). High

service quality increases consumer well-being (CWB) and, in

turn, life satisfaction (Sirgy, Lee, and Rahtz 2007).

Furthermore, this is the first study that tested the effect of ethics

institutionalization on employee’s QWL. Results indicate that

while implicit institutionalization does indeed have a significant

effect on QWL, explicit institutionalization does not. This implies

that marketers need to develop an ethical culture implicitly to

increase the QWL within their organizations. In other words, the

benefits of ‘‘ethics institutionalization’’ go well beyond improv-

ing ‘‘ethics’’ in organizations. As the authors’ results indicated,

ethics institutionalization is also important for both QWL for the

employees and the resultant organizational commitment. As

pointed out already, this, of course, also leads to an improved ethi-

cal climate for the business community as a whole and greater

compliance with concomitant public policy initiatives.

The importance of QWL as a determinant of different

important job-related outcomes has been widely supported by

empirical studies (see an extensive review by Elizur and Shye

[1990] and Sirgy et al. [2001]). The current research extends

the results of past studies—from the research streams of both

marketing ethics and QWL—by simultaneously investigating

the linkages between ethics institutionalization, QWL, and

organizational commitment of marketing managers.

When a firm develops explicit institutionalization through codes

of ethics, orientation programs, and ethical training, the firm also

needs to make efforts to increase socialization among its employees.

When explicit institutionalization is accompanied by socialization

efforts, the explicit institutionalization is likely to effectively

increase perception of implicit institutionalization, which in turn

generates positive organizational and societal outcomes.

Table 10. Path Results for the Final Model: Two-Group Analysis With Socialization as a Moderator (Model 5 in Study 2)

Path

Low socialization (n ¼ 45) High socialization (n ¼ 70)

Estimate t value Estimate t value

Explicit EI! Implicit EI 0.182 1.222 0.255* 2.178
Implicit EI! ESP 0.733* 7.126 0.709* 8.319
Implicit EI! JOBS 0.843* 10.330 0.609* 6.349
Implicit EI! CMT 0.713* 6.714 0.800* 11.019
Implicit EI! QWL 0.702* 6.512 0.267* 2.294

df ¼ 18, w2 ¼50.891, RMSEA ¼ 0.161, NFI ¼ 0.880, CFI ¼ 0.917, RMR ¼ 0.070, GFI ¼ 0.881

Notes: CFI ¼ comparative fit index; CMT ¼ commitment; ESP ¼ esprit de corp; GFI ¼ goodness of fit index; JOBS ¼ job satisfaction; NFI ¼ normed fit index;
QWL ¼ quality of work life; RMR ¼ root mean square residual; RMSEA ¼ root mean square error of approximation.
* p < .05.
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Study Limitations and Suggestions for Future Research

One possible limitation of this study is that it treated ethics

institutionalization (Brenner 1992; Jose and Thibodeaux

1999) as an exogenous variable. Future studies should examine

the antecedents to ethics institutionalization, both explicit and

implicit. One might argue that ethics institutionalization is

influenced by a host of organizational variables and even

individual variables (Ferrell and Gresham 1985; Hunt and

Vitell 1986; Tsalikis and Fritzsche 1989). For example, ethics

institutionalization can be influenced by the individual ethical

values of employees at all levels of the firm. These values

might include, but not be limited to, Machiavellianism (Sche-

pers 2003; Singhapakdi and Vitell 1990), moral philosophy

(Forsyth 1992; Singhapakdi, Vitell, and Franke 1999; Vitell,

Rallapalli, and Singhapakdi 1993), ethical cynicism (Trevino

and Nelson 1995), moral development (Goolsby and Hunt

1992), and moral identity (Reed, Aquino, and Levy 2007).

Also ethics institutionalization and hence ethical decision

making is also influenced by various organizational factors

such as the ethical climate (Cullen, Victor, and Bronson

1993; Herdon, Fraedrich, and Yeh 2001; Loe and Ferrell

1997; Shafer 2002) and enforcement of a code of ethics

(Chonko, Wotruba, and Loe 2003). Finally, external factors

such as the aforementioned Federal Sentencing Guidelines

also clearly influence ethics institutionalization as well.

Future studies should investigate the effects of those antece-

dents on the type of explicit ethics institutionalization pro-

grams an organization chooses as well as its implicit

institutionalization of ethics.

A second possible limitation is that the study used a cross-

sectional survey to test the hypothesized moderation effect of

socialization. Future studies should test the moderation model

through a longitudinal survey. Longitudinal surveys are likely

to be more effective in capturing the effects of socialization.

This is due to the fact that socialization is a dynamic, time-

sensitive construct.

A key finding of study 2 is that ethics institutionalization has

a positive influence on QWL. Research has shown that a car-

ing, ethical organization contributes to employee higher-order

need satisfaction (Giacalone and Jurkiewicz 2002). Future

studies should examine the effects of QWL and work-life

domains on effectiveness of ethics institutionalization. The

topic ‘‘institutionalization of ethics and quality of work life’’

is a very important research area given the increasing concern

of the general public about ethical issues in business and the

ever-important organizational commitment of employees. For

future research, the authors believe it is important to also test

the effect of explicit and implicit forms of ethics institutionali-

zation on QWL programs in specific marketing areas (e.g.,

sales, advertising, services marketing, and marketing research).

It would be interesting and useful to also conduct an explora-

tory comparison of institutionalization and its consequences for

marketing organizations with different profiles (e.g., different

industries and sizes) including firms that differ in terms of

taxonomy of firm types of Mitroff and Denton (1999).

The concept of ‘‘corrective justice’’ system was recently

introduced by Mascarenhas, Kesavan, and Bernacchi (2008)

to help reduce buyer–seller information asymmetry, which is

a growing problem in marketing exchange. It would be interest-

ing to explore this new variable in terms of how its presence or

absence, in an organization, might affect ethical perceptions

and organizational well-being. Finally, of course, this research

program should be expanded to include other countries as well

(i.e., cross-cultural and intracountry studies).

Note

1. Sobel test: t ¼ a � b=SQRT b2 � s2
a þ a2 � s2

b

� �
. a ¼ raw (unstan-

dardized) regression coefficient for the association between

IV and mediator; sa ¼ standard error of a; b ¼ raw coeffi-

cient for the association between the mediator and the

dependent variable (DV; when the independent variable

[IV] is also a predictor of the DV); sb ¼ standard error of b.
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