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Abstract 

The purpose of this study is to measure the effect of ethics embedded practices on maintaining long-term relationships 
with customers. Based on an extensive literature review, four elements of marketing ethics, namely, honesty, autonomy, 
privacy and transparency were identified and examined by utilizing a sample of 360 participants. Adopting a quantitative 
approach, the study conducted on telecommunication sector subscribers revealed that the elements of marketing ethics 
affected an organization’s ability of maintaining long-term relationships with customers and had a strong influence on 
feedback, transparency and privacy. The results also showed the crucial role of generating feedback from customers for 
creating and maintaining long-term relationships. The results will enable marketers to not only analyze the importance of 
adopting ethical practices in their strategies but also the relative relevance of these practices as perceived by customers.  
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1. Introduction 

Contemporary business trends focus on including ethical practices in business while ensuring the durability of an 
organization’s business with their customers. The rapidly-spreading practice of dishonest promotion and marketing acts 
and its harmful effect on an organization’s reputation and success, has forced organizations to change their business 
practices to be more aligned with ethical practices. Buttle (1996) indicates that relationship marketing with a focus on 
seeking long-term relationships with customers is the right solution to grow current economies and might determine the 
future of marketing practices. Increasingly, organizations have started taking an interest in ethical practices owing to the 
contribution of ethical practices in enhancing the reputation of organizations and their employees in the minds of 
customers.  

Consequently, for any business there is a crucial need for an ethical climate that sharpens their behavior and guides their 
processes. Business goals these days have shifted from being more focused on acquiring new customers to being more 
oriented towards customer-retention practices and prolonging the duration of the organization’s customer-business 
relationship (Winer, 2001). However, the success of applying those trends is highly-dependable on the organizations’ 
ability to build relationships and managing them effectively (Hawkins, 2011). For example, Cramton and Dees (1993) 
found that it is too costly to compensate the negative consequences of unethical behavior for the aggrieved party. 
Therefore, organizations must apply an ethical climate within their internal environment and also while dealing with 
customers and the external environment. Practicing ethics in marketing activities means applying standards of fairness 
and morality, to marketing decision-making behavior and practices in the organization (Majtán & Dubcová, 2008).  

This situation calls for effective and successful communication which is usually a two-way flow from the sender to the 
receiver and from the receiver to the sender, which must be clear and direct (Team Coordination Training Student Guide, 
1998). Moreover, the effective communication must itself encourage customer feedback to benefit the two parties, the 
customer and the supplier. Ferrell (2007) stressed the importance of incorporating ethics in organizational 
communication with customers because of its importance and crucial role in maintaining long-term profitable 
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relationships with customers. Generally, the role of ethics has a wide scope and can be applied to numerous subjects. 
Various dimensions of earlier ethical studies have been investigated on a number of areas including decision-making 
(Jamnik, 2011), international marketing (Borgerson & Schroeder, 2005), banking (Abul Hassan, Chachi & Abdul Latiff, 
2008), branding (Fan, 2005), services (Abela & Murphy, 2008), social marketing (Eagle, 2009), marketing management 
(Chonko & Hunt, 1985) and even research (Hunt et al., 1984). However, despite the valuable insights previous research 
has provided, a need exists to conduct a study in a market in which limited research attention has been given, namely, 
the area of ethics and misbehavior of both firms and consumers (Obeidat, 2014). Thus, to test and clarify the dimensions 
of this relationship and to develop a clear perception about the factors that hinder and delay maintaining long-term 
business relationships with customers, this study was conducted in the telecommunication sector in Jordan. The purpose 
of this study was to assess the relationship between the ability of the organization to adopt ethical standards and 
maintaining long-term relationships with customers. In particular, the study aims to examine the relationship between 
the application of marketing ethics from a value-oriented framework and the organization’s ability to maintain 
long-term relationships with its customers by examining the role of “feedback” in the relationship between the 
marketing ethics elements and maintaining long-term relationships with consumers.  

In the current study, the variable of primary interest, which is the “dependent variable" is maintaining long-term 
relationships (relationship longevity) or the application of relationship marketing while the “independent variables” are 
the marketing ethics elements (honesty, autonomy, privacy and transparency) while the “mediating variable" is feedback. 
The study examines the application and perception of the marketing ethics elements among the three prominent 
telecommunications firms, namely. Zain, Umniah and Orange in Jordan.  

The study contributes to the body of knowledge in two main ways; firstly, a conceptual model is proposed which 
incorporates feedback for the first time as a mediator between business ethics dimensions and relationship marketing. 
Secondly, this study was conducted in Jordan, thus, for the first time the ethical dimensions in Jordanian businesses 
were examined. This could provide valuable insights into the nature of the business ethics application in a new context 
and prove to be beneficial for the marketers in not only understanding the significance of ethical practices, but also 
about incorporating these practices in their upcoming marketing plans.  

2. Literature Review  

Marketing ethics is normally described as the field applied ethics that deals with the ethical principles behind the 
function and regulation of marketing (Majtán & Dubcová, 2008). Thus, ethics can be applied to each element of the 
marketing mix, namely, product, price, distribution and promotion (Takala & Uusitalo, 1996). Furthermore, Williams 
and Murphy (1990) indicated the need for principles and standards that guide managers and firms in making decisions 
and setting priorities in addition to stressing that ethics in marketing is an international trait that can be applied across 
different cultures. Normally, ethical problems arise in new marketing practices owing to the seller focusing on financial 
issues while ignoring ethical issues (Majtán & Dubcová, 2008). Consequently, for the best practice and application of 
marketing ethics within organizations, there is a responsibility on the organizations to establish a code of ethics for its 
product-marketing practices. Ferrell (2007) indicates that marketing ethics is an organizational responsibility and is 
essential in maintaining long-term beneficial relationships and establishing mutual trust with customers. Takala and 
Uusitalo (1996) also stressed the importance of building and restructuring relationships between organizations and 
customers based on ethical communication. Similarly, Hunt and Parraga (1993) found that developing an ethical culture 
within any organization became a notable concern of organization managers and suggested the development of ethical 
training programs. 

With regards to relationship marketing, Adcock et al. (2001) identify the four contemporary approaches of marketing as 
relationship marketing, business marketing, social marketing and branding. Additionally, Cateora et al. (2009) 
acknowledge that all new business trends are supporting the philosophy of long-term relationships in business. 
Furthermore, Abela and Murphy (2008) conclude that having a relationship with the customer is a strategy to persuade 
firms to resolve and reduce ethical tension and prevent the development of unethical behavior. Furthermore, Abela and 
Murphy (2008) assert that marketing ethics must be an essential practice which should be taken into consideration when 
organizations structure their marketing plans. Buttle (1996) also conclude that the main reason behind practicing 
relationship marketing and maintaining long-term relationships with customers is customer retention. Palmatier (2008) 
also indicate that the main advantage of adapting this relationship marketing is that it bypasses the conflict encountered 
by organizations that adopt traditional marketing models with their customers and show minimum interest in its 
relationship with customers. Additionally, Sheth and Parvatiyar (2002) found that relationship marketing represented a 
great shift in marketing practices to being more focused toward customer needs and wants, customer retention and 
commitment rather than the organization’s market share. The uniqueness of the relationship-marketing approach is 
derived from the collaboration and cooperation that is incorporated between the supplier and the customer which add a 
meaningful value to their business relationship with each other. As a result, examining the influence of including ethical 
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practices in marketing communications on the ability of a firm to maintain its relationship with consumers will provide 
valuable implications for marketing-strategy planning and customer handling.  

Although a number of frameworks exist to ensure an understanding of the significance of ethics in marketing, the 
proposed framework in this study is inspired by the findings derived by Majtán and Dubcová (2008) who identified that 
various dimensions of ethics can be analyzed better on the basis of values a company violates. Majtán and Dubcová 
(2008) also identified and examined four elements, namely, autonomy, honesty, privacy and transparency. The current 
study has selected these four elements as the framework for the research.  

3. Marketing Ethics Elements 

This study aims at studying the effect employing a set of marketing ethics dimensions on maintaining suppliers’ long-term 
relationships with customers. To achieve such aim, four dimensions of marketing ethics, namely, honesty, autonomy, 
privacy and transparency were researched theoretically and examined practically. This section explains such dimensions 
in more details. 

3.1 Autonomy and Relationship Longevity 

The ethical dimension of autonomy can be defined as an “Agreement to respect another's right to self-determine a course 
of action; support of independent decision making” (The American nurses association, 2011, pp.1). Wright and Rogers 
(2009) acknowledged that individuals by nature have the right to be autonomous and to direct his/her actions and to direct 
him/herself freely without any influence from others.  

Polonsky et al. (2002) investigated that firms need to change their traditional way of dealing with their customers in a 
more productive and effective way, moving toward relationship marketing perspectives. Moreover, the rule of two 
parties in managing the mutual relationship that exists between the corporate and its customers should be 
emphasized, for example, the two parties must have influence independently in managing these relationships. 
When the company adopts the relationship-oriented approach, it must take into its considerations the welfare of 
the two parties because the relationship is a cooperative process. Reciprocity is an essential component of the 
relationship commitment which requires equivalent response to the other parties’ actions. Williams and Murphy (1990) 
also found that one feature of persuasive promotion is to avoid invading the customer’s autonomy. Moreover, Abela and 
Murphy (2008) also found that ethical issues are still a serious problem in today’s marketing and business practices and 
have been since the 1950s. Consequently, this study also proposes that modern marketing theories should stress the 
importance of customer autonomy. 

Khalili et al. (2009) also indicated that the most satisfactory level of the product or service can be delivered to the 
customer if clear and autonomous feedback is shared both explicitly and implicitly between the two parties. Hattie and 
Timperley (2007) concluded that feedback is one of the most effective tools that influence organizational achievement 
because it is a vital consequence of their overall performance. In addition, when feedback provides the organization 
with correct, honest and autonomous information with no interference from others, it will be more effective. 
Furthermore, from the customer’s perspective, feedback decreases the gap between the actual performance of the 
organization and the expected performance. Moreover, Aztiria et al. (2008) found that the ideal work environment is the 
environment that promotes feedback and gathering data from the customers to be safely and proactively used without 
intervention from others. 

The American communication company Avaya (2013) concluded that customer autonomy in business interactions has 
become a global trend that is desired by many organizations owing to its effect in maintaining effective relationships 
with customers.  

As a result, for the study the following hypotheses were proposed for testing: 

H1a: There is a statistically-significant effect for autonomy on maintaining long-term relationships with customers. 

H1b: There is a statistically-significant effect for feedback on mediating the relationship between autonomy and 
maintaining long-term relationships with customers. 

3.2 Privacy and Relationship Longevity 

Efforts to provide a comprehensive definition for customer privacy, the second element in marketing ethics, has 
extended from the 1890s. Generally, privacy is “the right to be let alone” (Warren & Brandeis, 1890). For the study, the 
definition of privacy is extended to include the right of the customer to have the only influence over his/her body, 
his/her home and other possessions in addition to the right to secure personal information and to protect his/her data 
(Canadian Marketing Association, 2004).  

Privacy concerns may encompass many dimensions which include the use of individual personal information or 
possessions without permission, invading individual solitude, describe or characterize the individuals in a way that 
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negatively presents them and sharing private information about individuals in public (Lanier & Saini, 2008). Zwick and 
Dholakia (1999) also stressed that privacy is a crucial civil right. In addition to this, the new way of differentiation 
between different organizations from the customer’s point of view will be based on the degree of privacy that the 
organization will offer its customers, and high standards of privacy will ensure high confidence in an organization’s 
customers. Furthermore, Zwick and Dholakia (1999) specify that privacy is a norm-dependent concept. Lanier and Saini 
(2008) focused on the contribution of the advanced information technology and today’s dynamic and changing 
environment and how it forces organizations to know more about their customers and to collect more and more 
information about them. Additionally, Wirtz and Lwin (2009) indicated that the relationship-marketing module stressed 
the importance of collecting customer information to encourage customers to share their information with other 
organizations and that organizations themselves must assure the customer and guarantee the privacy and the security of 
their customer information to build trust.  

Bollen and Emes (2008) indicated that international companies in their websites encourage customers to give their 
feedback about the organization’s products and services because of the importance of such feedback in the improvement 
of the organizational operations since reciprocity is the building block of business relationships. In addition, privacy is 
very important to customers in their interactions and communications with organizations because customers will feel 
threatened if their privacy is not protected. 

Queensland Rail Association (2014) found that their organizational policy promoted customer feedback in term of their 
products, services and business operations because of its role in improving their service delivery. Furthermore, gathered 
feedback from organizational customers will not be disclosed or used except for the purpose of improving the service or 
the product’s quality. Additionally, the Taxi Service Commission (2013) indicated that the customer had the right to 
complain about any dissatisfactory service or product. In addition, all information collected for the purpose of 
addressing a customer’s feedback should be handled with full privacy and according to the information privacy act of 
the organization, and the details and the results of a customer’s feedback should not be communicated to other parties. 
Furthermore, seeking customer feedback means that the organization is customer-oriented and this will enhance 
customer satisfaction and strengthen the customer organization relationship and prolong its duration. Thus, the 
following hypotheses were proposed to be tested in this study: 

H2a: There is a statistically-significant effect for privacy on maintaining long-term relationships with customers. 

H2b: There is a statistically-significant effect for feedback on mediating the relationship between privacy and 
maintaining long-term relationships with customers. 

3.3 Feedback and Relationship Longevity 

With regard to feedback, Hattie and Timperley (2007) defined feedback as “information provided by an agent regarding 
aspects of one's performance or understanding” (pp.81). According to the Communication Handbook (2013) feedback 
describes the receiver’s attitude and response toward the communicated message. Normally, feedback could be in the 
form of acknowledgment; for example, showing that the customer has heard the supplier’s message by parroting or 
repeating the words of the message and/or paraphrasing it by rephrasing the supplier’s message with the customers own 
words (Team Coordination Training Student Guide, 1998). Furthermore, Lunenburg (2010) argues that improper 
feedback will hinder the communication rather than improving or adding value to it. Therefore, the following 
hypotheses were proposed to be tested: 

H3a: There is a statistically-significant effect for feedback on maintaining long-term relationships with customers. 

H3b: Feedback will mediate the relationship between the marketing ethics elements and maintaining long-term 
relationships with consumers. 

3.4 Honesty and Relationship Longevity 

Kanagal (2009) found that good and effective relations in the hotels sector contained elements of honesty and 
transparency in business communications and interactions. The communication in business interactions is crucial in the 
business relationship building process and the maintenance of the relationship (Grönroos, 2004). 

A Merck/MSD Company (2011) concluded that the organizational success was highly-influenced by honest 
communication between the organization’s employees and their customers. In addition to this, the quality of the shared 
information is highly-appreciated if treated with honesty, without invasion of customer privacy and transparency. As a 
result, a successful organization encourages open communication that is characterized by encouraging customers to give 
feedback. 

McKimm et al. (2007) indicated that gathering customer feedback requires organizational employees having 
interpersonal skills to achieve open business communication benefits. Furthermore, feedback should be generated from 
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representative sample size that reflected the population of the study was calculated to be 400 (Sakran & Bougi, 2009). As 
recommended by Sekran, (2003), a pilot study was conducted, first, to ensure that the questions were clear and 
understandable to participants. Ten participants with a marketing background were interviewed and given a copy of the 
questionnaire asking them to make suggestions regarding any issue they might encounter to enhance the quality of the 
questionnaire. The purpose of the pilot study was to ensure the linguistic quality and the collection procedures 
effectiveness. However, the participants did not report any issues regarding the questionnaires. Subsequently, 400 
questionnaires were disseminated by hand to the participants, namely, mobile phone subscribers, while 360 
questionnaires were retrieved, giving a response rate of 90% as explained in appendix table 2. 

Moreover, as seen in Table 3.1, all the scales used in the study were reliable and had acceptable levels of internal 
consistency. Appendix table 1 gives a full list of all study constructs’ items that used in collecting the primary data. 

Table 3-1. Reliability statistics 
Scale item Cronbach's alpha value No of item

Honesty 75.2% 5
Autonomy 73.4% 9

Privacy 80.9% 5
Transparency 73.4% 5

Relationship Marketing 76.5% 10
Feedback 73.5% 5
All items 91.3% 39

Regarding the demographic characteristics of the sample, 67.8% of the study sample are females and 31.9% are males 
as seen in the appendix table 3. Also, 87.8% of the sample were less than 23 years old, which might be related to the 
study sample itself being constituted from the youth category as shown in the appendix table 4. Considering the fact that 
most of the promotional activities sponsored by telecommunication sector aim at the youth, the target sample age was 
justified. Additionally, since the majority of the sample was less than 23 years old, 96.7% of the sample participants were 
single as shown in the appendix table 5. Regarding the sample’s educational level, 85.5% held a bachelor degree as shown 
in the appendix table 6. Finally, the majority of the sample’s income level was low, with 50.3% earning less than the 300 
J.D income level as shown in the appendix table 7. With regard to the sample distribution and the participants’ 
subscription duration, as seen in Appendix 8, the highest percentages of the study participants were Zain subscribers with 
78.9% followed by Umniah subscribers with 15.6% and only 5.6% for Orange subscribers. This was not surprising 
considering that Zain has the biggest market share in Jordan with 39.18% of the whole cellular market share, followed by 
Orange 31.21%, then Umniah 28.96% (TRC, 2014). Additionally, as seen in Appendix 8, the highest percentage of the 
participants’ subscription duration was from one to three years with 40.3%, followed by four to six years with 33.3%. This 
meant that 73.6% of the study’s participants had been telecommunication subscribers for a significant duration, and were 
thus able to analyze the ethical practice of the selected companies and answer the related questions.  

To examine the influence of each independent variable on relationship marketing, hierarchical regression analysis was 
used to test the hypotheses as it allows for determining the contribution for each independent variable (Pallant, 2010). In 
addition, structural equation modelling was utilized by using Amos software to test for the mediation effects. 

6. Findings  

To test the study model as seen in table 4-1, all study independent constructs explained 40.6% of the total variance of 
the model and the whole model was significant (p <0.00) with no significant influence for the demographic variables.  

Table 4-1. Model Summary 

Model R R 
Square

Adjusted R 
Square

Std. Error of 
the Estimate

Sig. F 
Change 

1 .637a .406 .397 .41775 .000 
Moreover, the findings of the regression tests supported H2a, H3a, H4a and H5a. However, H1a was rejected since no 
significant influence was found for autonomy on maintaining long-term relationships with customers. These findings 
are also supported by the findings of Aztiria et al. (2008), Lunenburg (2010), McKimm et al. (2007), Kanagal (2009) as 
well as Wirtz and Lwin (2009) who found that these ethical dimensions and elements had an influence. 

To test the effect of study constructs’ effects on maintaining customer-supplier relationships , the path tests has been 
employed to test the relationship between feedback, honesty, privacy, transparency, autonomy and relationship 
marketing was statistically-significant for the effects of privacy, honesty, transparency and feedback on relationship 
marketing. On the other hand, the path between autonomy and relationship marketing was statistically-insignificant. 
Feedback had the higher beta value (beta=31.8, p <.001) which indicated the individual contribution of each predictor 
(variable) to the model (Pallant, 2010), followed by transparency (beta=.23.4, p <.001), privacy (beta=-.18.1, p <.05), 
and honesty (beta=.11.5, p <.05). 
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Furthermore, to test for the relationship between the marketing ethics elements and relationship marketing with 
feedback as a mediator, the bootstrapping approach was conducted using Amos owing to its higher statistical power 
compared to the multiple regression analysis techniques in addition to producing direct and indirect effects (Obeidat, 
2014; Mallinckrodt, Abraham, Wei & Russell, 2006). As suggested by Hair et al (2010), 2000 bootstrap samples with 95% 
confidence intervals were requested. Afterwards, the test for the relationship between the marketing ethics components 
with and without the mediator was run. As seen in the Table (4-2), the beta value for the path between the marketing 
ethics elements and relationship marketing is shown in the first column. Table (4-2) also shows the direct and indirect 
effects after the mediator is introduced in the second and third columns. Furthermore, for a full mediation effect, the 
direct effect becomes non-significant once the mediator is introduced with the indirect effect significant (Hair et al, 
2010). For an indirect mediation both effects should be insignificant with the indirect effect significant (Obeidat, 2014). 
However, as seen in Table (4-2), all the paths were significant which suggested a partial mediation for feedback between 
the marketing ethics elements and relationship marketing. Thus, H1b, H2b, H3b, H4b and H5b were all supported.  

Table 4-2. Mediation analysis results 

               Path  Direct  without 
feedback

Direct with 
feedback

Indirect with 
feedback 

Mediation 
type 

Honesty to relationship marketing .29*** 36.8** .16.4** Partial 
Privacy to relationship marketing .29.5*** .29.2** .14.2** Partial 

Autonomy to relationship marketing .30*** .22** .14.5** Partial 
Transparency to relationship marketing .44*** .33.5** .16.6** Partial 

Additionally, to examine the application of the main marketing ethics elements among the subscribers of the three main 
telecommunications firms in Jordan, a one-way analysis of variance was conducted to compare the participants’ 
perceptions of the marketing ethics dimensions among the three firms (Pallant, 2010). The participants were divided 
into three main groups according to the firm to which they were subscribed (group 1: Zain, group 2: Umniah, group 3: 
Orange). Interestingly, there was a statistically-significant difference between the three groups for only one marketing 
ethics dimension, that is, honesty, F (2,357) = 4.3, P<.05. The effect size calculated through the beta squared was (.02). 
Moreover, the mean score for Zain was (M=3.26, SD=.6844), (M=2.97, SD=.6499) for Umniah, and (M= 3.25, 
SD=.789) for Orange. This result means that the perceptions of the main ethical dimensions were perceived similarly 
between all three groups except for the “honesty” element which was perceived as higher for Zain subscribers. 

7. Conclusion 

Organizations these days are losing their valid customers at a notable rate. For example,  mobile phone service 
providers in the UK market lose over a third of their mobile phone subscribers to rival providers yearly (Andic, 2006). 
As a result, organizations adopt a variety of marketing approaches to create and maintain relationships with their 
customers. Corporate social responsibility has also emerged as an integrated management practice acceptable from 
customers and even many times encouraged by the governments. Precisely, corporate social responsibility refers to 
applying moral management and a set of ethical standards in organizational strategic and action plans (Robin & 
Reidenbach, 1987; Carroll, 1991). It has also been highlighted by many scholars such as Creyer (1997) that marketing 
ethics is seen as a method to generate customer interest and affect their decisions to buy organizations’ products and/or 
services. Thus, to prolong customer-supplier relationship, there is a need to apply the basic business ethics standards 
that seem to be efficient in reducing customer risk, reducing both transaction conflict and cost, reducing switching costs 
and efforts, increasing transactional benefits, increasing customer satisfaction, trust, commitment and loyalty (Bejou et 
al., 1998, Valenzuela et al., 2010; Alshurideh, 2014a; Alshurideh, 2014b; Alshurideh et al., 2015; Alshurideh, 2016a; 
Alshurideh, 2016b).  

Thus, this research has made an attempt to examine the influence of a set of marketing ethics elements on maintaining 
long-term relationships with consumers in the telecommunication sector in Jordan. A sample of 360 participants was 
used to examine this relationship on the basis of identified elements, namely, honesty, privacy, transparency and 
autonomy. It was found that except for the element of ‘honesty’, there was no difference between the ethical 
orientations of the questionnaires participants who subscribed to different telecommunication companies, thus 
suggesting that all three firms generally employed the elements of marketing ethics. Considering statistical outputs, one 
of the four identified elements, namely, ‘autonomy’ was found to be playing the weaker role in comparison to rest of the 
three elements in maintaining long-term relationships with customers This study also examined the role of ‘feedback’ as 
a mediator between the marketing ethics elements and relationship marketing and found that feedback partially 
mediated the relationship between all the marketing ethics elements and relationship marketing. Consequently, this 
finding demonstrates the importance of effective communication between a firm and its customers. As a result, the high 
competitively in the telecommunications sector between these firms has encouraged them to adopt ethical and social 
guidelines. In addition, to differentiate their product offerings these firms have all developed good customer service 
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mechanisms to better communicate their offerings and handle complaints. Therefore, it comes as no surprise that 
feedback was an important mediator in the findings of this study. For the organizations, it is also suggested to not only 
incorporate ethical elements in their practices but also promote these practices in the media, especially their websites. 
They should analyze their webpage contents enabling customers to conveniently provide their feedback (Vij, 2014). 
Overall, the research has added an important value to the marketing ethics literature by showing the effect of marketing 
ethics elements in a new context selected, the telecommunication sector in Jordan, which remains one of the most 
competitive business sectors in Jordan.  

However, like any other social research, this study is limited by the design and methodology used. Nonetheless, the 
results form a basis for future research that can be conducted in a new context. It is suggested that future research is 
conducted to investigate the difference between different industries in terms of employing ethical practices and 
feedback generation. In addition, a case study approach could also be used to examine more closely the application of 
the different elements of marketing ethics. Moreover, future research could also examine the application of ethics 
elements on cross-cultural bases, which would allow for new insights on the nature of marketing ethics elements. 
Finally, it is hoped that this study will generate an awareness among business sectors, about the importance of applying 
various elements of marketing ethics. 
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Appendix 

Table 1. Scale of Measuring the Study Items 

Code Construct Sources
H Honesty Brashear, Boles 

Bellenger and 
Brooks (2003) 

H1 My mobile phone supplier is honest. 
H2 My mobile phone supplier usually keeps his promises.
H3 My mobile phone supplier advices on my sales activities are highly appreciated
H4 My confidence in my mobile phone supplier is relatively high, even when he gives me a rather unlikely 

explanation. 
H5 My confidence in my mobile phone supplier is highly related to his honesty.
A Autonomy  

 
 
Wang and 
Netemeyer 
(2002) 
Weinstein, 
Przybylski and 
Ryan (2012) 

A1 My purchase decisions represent my own values and feelings, without interruption by any mean from my mobile 
phone supplier. 

A2 My purchase activities are strongly identified by myself, without interference by any mean from my mobile 
phone supplier. 

A3 My actions are conformed to who I am and not influenced by my mobile phone supplier.
A4 My whole self stands behind the important purchase decisions I make and not my mobile phone supplier. 
A5 My purchase decisions are steadily informed by things I want or care about and without intervention from my 

mobile phone supplier. 
A6 My purchase activities have significant autonomy and are not affected by my mobile phone supplier activities. 
A7 My purchasing activity is usually decided based on my own choices and preferences not my mobile phone 

supplier interests. 
A8 My purchases are usually selected with considerable opportunity for independence and freedom, away from 

pressures. 
A9 My mobile phone supplier allows me to use personal initiative or judgment in carrying out my purchasing 

activity. 
P Privacy  

 
 
Chellappa and 
Sin (2005) 

P1 My preferences information that is collected by my mobile phone supplier is considered sensitive to me. 
P2 My information that is collected anonymously by my mobile phone supplier is important to me.
P3 My personal information that is collected by my mobile phone supplier is important to me and I am concerned 

about how to be used. 
P4 My personally identifiable information that is collected by my mobile phone supplier is important to me and I 

am concerned about how the firm will use it. 
P5 My personal privacy is important to me while dealing with my mobile phone supplier.
T Transparency  

 
Awad and 
Krishnan (2006) 
Eggert and Helm 
(2000) 

T1 My mobile phone supplier exchange relevant and beneficial information with me on a regular basis which is 
important to me 

T2 My mobile phone supplier’s technical abilities and capabilities are known to me.
T3 My mobile phone supplier’s business practices appear to be transparent.
T4 My knowledge about the purpose for which the mobile phone supplier wants to collect information is important 

to 
T5 My knowledge about the way that my mobile phone supplier is going to use my information is important to me. 
RM Relationship Marketing  

 
 
 
 
 
Barry and Terry 
(2008) 
Palmatier, 
Scheer, Evans 
and Arnold 
(2008) 
 

RM1 My relationship with my mobile phone supplier is expected to continue for a long time.
RM2 My relationship with my mobile phone supplier is planned to be renewed automatically.
RM3 My planned business for the next few years will not be conducted with my mobile phone supplier.
RM4 My business orientation is continually looking out for another mobile phone supplier to replace my supplier. 
RM5 My business transactions require a close relationship between me and my mobile phone supplier to ensure its 

success. 
RM6 My close relationship with my mobile phone supplier is important to my success.
RM7 My strong relationship with my mobile phone supplier would be very helpful in buying his products. 
RM8 My strong relationship with my mobile phone supplier is needed to buy his products successfully.
RM9 My relationship with my mobile phone supplier is important to me and I work hard to strengthen it.
RM10 My relationship with my mobile phone supplier is important to me and I focus my attention on building and 

maintaining it. 
F Feedback Cheistine (2011) 

 
Hanover research 
center (2010) 
Chaudoir, 
Stephenie, 
Dugan, Alicia. 
And Barr, Colin. 
(2013) 

F1 My satisfaction by dealing with this mobile phone supplier is highly related to the feedback exchanged with him. 
F2 My mobile phone supplier feedback activities significantly affect the level of customer satisfaction.
F3 My mobile phone supplier provides timely feedback about my progress in specific issues while interacting with 

him. 
F4 My mobile phone supplier often provides useful feedback that helps to identify potential problems and 

opportunities. 
F5 My satisfaction is positively related to the feedback provided by my mobile phone supplier. 

Table 2. Questionnaire Response Rate 

Response Rate Questionnaire accepted for analysisQuestionnaire returnedQuestionnaire sent 
90% 360360 400 
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Table 3. Gender 

Category Frequency Percentage % Valid Percent %
Male 115 31.9% 32.0% 

Female 244 67.8% 68.0% 
Total 359 99.7% 100.0% 

Missing 1 .3%  
Total 360 100.0  

Table 4. Age (years) 

Category Frequency Percentage% Valid Percent %
less than 23 316 87.8% 88.0% 

23-less than 29 38 10.6% 10.6% 
29-less than 35 3 0.8% 0.8% 

more than 35 years 2 0.6% 0.6% 
Total 359 99.7% 100.0% 

Missing 1 0.3%  
Total 360 100%  

Table 5. Marital Status 

Category Frequency Percentage% Valid Percent%
Single 347 96.4% 96.7% 

Married 11 3.1% 3.1% 
Divorced 1 0.3% 0.3% 
Widowed 0 0% 0% 

Total 359 99.7% 100.0% 
Missing 1 0.3%  

Total 360 100%  
Table 6. Educational Level 

Category Frequency Percentage% Valid Percent%
Diploma 30 8.3% 8.6% 
Bachelor 309 85.8% 88.8% 
Masters 6 1.7% 1.7% 

PhD 3 0.8% 0.9% 
Total 348 96.7% 100.0% 

Missing 12 3.3%  
Total 360 100%  

Table 7. Monthly Income Level 

Category Frequency Percentage% Valid Percent%
less than 300jd 181 50.3% 53.4% 

300-less than 500jd 59 16.4% 17.4% 
500-less than 700jd 30 8.3% 8.8% 
700-less than 900jd 30 8.3% 8.8% 
900-less than 1100jd 12 3.3% 3.5% 

more than 1100jd 27 7.5% 8.0% 
Total 339 94.2% 100.0% 

Missing 21 5.85  
Total 360 100.0%  

Table 8. Cellular Companies Providers 

Category Frequency Percentage%
Zain 284 78.9%

Orange 20 5.6%
Umniah 56 15.6%

Total 360 100.0%
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