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Abstract

This paper attempts to investigate the effect of ethical sales behavior on customer loyalty in the context of sales
representatives of Procter & Gamble (P&G) at Metro Cash & Carry (MCC) supermarkets toward customers. The
result of this study is expected to be applicable in fast-moving-consumer-good (FMCG) industry. The applied
model in this paper includes four concepts of ethical sales behavior, customer trust, customer commitment, and
customer loyalty. Questionnaires were used to collect data through phone survey. Cronbach alpha, Exploratory
Factor Analysis, Confirmatory Factory Analysis, and Structural Equation Modeling were used to analyze data
collected from 203 customers who are retailers or traders buying P&G products at MCC system. In addition,
multiple group analyses regarding gender and purchasing power were also performed. Furthermore, qualitative
interviews were also conducted with five (5) customers purchasing P&G products to understand customer
response with unethical sales behavior. The results show that there is only indirect impact of ethical sales
behavior on customer loyalty through customer trust and customer commitment as mediating variables.
Customer commitment has direct effect on customer loyalty, but customer trust only influences customer loyalty
through customer commitment. No difference in gender or purchasing power is found regarding the impact of
ethical sales behavior on customer loyalty.

Keywords: cthical sales behavior, customer trust, customer commitment, customer loyalty, Vietnam
1. Introduction

Nowadays, smart managers have been looking beyond customer satisfaction toward customer loyalty because
customer satisfaction is not the sign of repurchasing. In marketing management, it is crucial to ensure customer
loyalty and obtain benefits from extending customer life as profitable and long-term investments for any
business. In general, customer loyalty has been recognized as an important source of sustainable competitive
advantages due to customer retention, repurchase, and long-term customer relationships (Ganesh, Arnold, &
Reynolds, 2000; Rust, Zeithaml, & Lemon , 2000).

In service organizations, salespersons are most visible representatives (Crosby, Evans, & Cowles, 1990) and their
face to face interactions with customers have been traditionally considered as one of the most important
determinants of customer loyalty (Gronroos, 1990). However, such a relationship may be spoiled by salespersons’
dishonest and untrustworthy behaviors (Kelly & Schine, 1992). Those immoral actions not only influence
customers’ perspectives, but also hurt the customer commitment, trust, and loyalty. Many previous studies
mentioned the ethical sales behavior under supervisor’s perceptions (e.g. Ramsey, Marshall, Johnston, &
Deeter-Schmelz, 2007). Nevertheless, this current study focuses on the concept of ethical sales behaviors from
the customers’ perspectives.

A salesperson who behaves ethically is more effective at building customer relationships, as well as getting
customers satisfied, trusted, and committed (Hansen & Riggle, 2009). Consumers often rely on salespersons who
are representatives of business to provide the correct information and proper guidance (Howe, Hoffman, &
Hardigree, 1994). Therefore, good ethics in business can enhance business results, which leads to sustainable
development of organizations (Weeks, Loe, Chonko, & Wakefield, 2006).

Notwithstanding the influences of ethical sales behaviors on customer loyalty are generally recognized, there
have been limited empirical demonstrations in reality (Hansen & Riggle, 2009). The idea of this current research

152



www.ccsenet.org/ijbm International Journal of Business and Management Vol. 10, No. 3; 2015

came during the internship of one International University student in one Metro Cash & Carry (MCC)
supermarket who recognized the unethical practice of sales representatives of Procter & Gamble (P&G) in the
MCC system as follows:

® Does not inform customers about promotional campaigns;
® Retains gift vouchers;

® Retains promotional products;

® Does not keep promise about delivery of missing items.

When customers discovered the truth, they often made a lot of complaints to P&G, lost loyalty to P&G, and at
worst they switched to other competitors. This has caused head-ache for P&G. Consequently, with the support
from P&G management, we conducted this current research on relationships among cthical sales behavior,
relationship quality, and customer loyalty regarding the practice of business conduct of P&G in Vietnam.

2. Literature Review
2.1 Ethical Sales Behavior

Nowadays, ethical sales behavior plays an vital role in promoting customer welfare for organizations (Roman &
Ruiz, 2005). An organization is perceived as ethical when its customers expect its ethical sales behaviors
(Ganesh et al., 2000). Ethical behaviors of salespersons are defined as conformance to social norms including
fair play, honesty, and full disclosure (Roberson & Anderson, 1993), which enable salespersons to foster
customer long-term relationship based on customer satisfaction and trust (Roman & Munuera, 2005). However,
it is often very difficult to draw the line between ethical behaviors and unethical ones because we must base on
proposed acts which are about right versus wrong, good versus evil, fair versus unfair, or just versus unjust
(Roman, 2003). Moreover, a salesperson is only perceived ethical in a specific situation with ambiguous
constructs (Lagace, Dahlstrom, & Gassenheimer, 1991). In other words, ethical sales behavior is regarded as a
mutual relationship in fair and equitable exchange; and when customers perceive a favorable relationship, a
positive feedback will probably be initiated.

Previous studies (Hansen & Riggle, 2009; Lagace et al., 1991; Roman & Ruiz, 2005) pointed out that a short-run
salesperson’s behavior which can enable him/her to gain at the expense of customers is considered unethical
sales behavior. To be more specific, those activities include giving deceiving benefits of a product/service; lying
or exaggerating product availability, or the competitor’s information; selling obsolete products/services;
responding to customers with unreliable answers; and implementing pressing selling techniques (Cooper &
Frank, 2002; Futrell, 2002), which can give rise to customer frustration, bad images, loss of sales and profits
(Burnett, Pettijohn, & Keith, 2008). This current study use the definition of Roman (2003) which focuses on the
salesperson ethical behavior perceived by customers during interaction.

2.2 Trust

Trust is defined as the belief, feeling or expectation from partner’s expertise, reliability and intentions (Cater &
Zabkar, 2008) in all relational exchanges. Speckman (1988) also depicted that trust is a key component to
maintain “the cornerstone of the strategic partnership” in company’s development. In other words, customer trust
to salespersons is a central component of the ongoing relationships, where salespersons provide generously and
honorably benefits to customers (Morgan & Hunt, 1994). In addition, trust is not merely based on a single
exchange episode. It is established through repetitive interactions between both parties in which the buyers
perceives the sellers to be reliable, competent, truthful, unbiased, liable, and benevolent (Roman & Ruiz, 2005).
Moreover, customer trust also has a positive connection with a low-pressure selling (Kennedy, Ferrell, & Leclair,
2001), and honest actions (Beatty et al., 1996) which are parts of ethical sales behaviors. In general, trust is seen
as a significant determinant of success in the service encounter (Coulter & Coulter, 2003). In that sense, the
operational definition of customer trust to salespersons in this current research was based on that of Morgan and
Hunt (1994).

2.3 Commitment

Commitment is one of the most vital dimensions in relationship marketing paradigm (Adamson, Chan, &
Handford, 2003). Moorman, Zaltman, and Deshpande (1992) defined commitment as the desire or intention to
sustain a valuable relationship. Gilliland and Bello (2002) indicated that commitment is an important attitudinal
construct. Anderson and Narus (1990) pointed out that the commitment to sustain long-lasting interactions is a
determinant of all successful working relationships. In reality, relationship commitment can be viewed as an
implicit or explicit pledge about the stability of a relationship between exchange parties. It is the utmost phase of
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interdependence between sellers and purchasers in various relationship marketing models including those
describing buyer-seller relationships and channel behavior. It is a good evidence of long-term relationships
(Morgan & Hunt, 1994) and can act as the ultimate in relational bonding (Dwyer, Schurr, & Oh, 1987).
Customer perceived fairness has strong impact on customer loyalty toward the company (Poujol, Siadou-Martin,
Vidal, & Pellat, 2012). If customers feel that they are treated unfairly by salespersons, they are likely to end the
relationship (Morgan & Hunt, 1994). The operational definition of customer commitment in this current study
was based on Moorman et al. (1992).

2.4 Customer Loyalty

In practice, loyalty is seen as one of the most important criteria for a company to obtain competitive advantage
because it determines customers’ repurchase in future (Oliver, 1999) in spite of various marketing efforts of
competitors and situational influences on them (Lin, 2012). Cristobal (2007) pointed out that perceived quality
stimulates satisfaction, and that satisfaction increases customer loyalty. Thanks to rapid development of service
industries during last decades, the concept of customer loyalty has expanded to cover not only tangible products
but intangible ones, and not only actual purchasing behavior but combined measures of behavior and attitude
(Lin, 2012). Nowadays, many companies implement customer respect oriented strategies to attract, retain, and
get on well with customers (Chang & Chen, 2007). An expectation of continuity indicates the customer’s
intention to manage the relationship and the likelihood of repurchase (Palmatier, Dant, Grewal, & Evans, 2006).
The operational definition of customer loyalty was based on Lin (2012).

2.5 Relationship Quality

Relationship quality has been a useful tool to produce long-term customer relationship in various industries.
Relationship quality can represent the psychological connection between customers and retailers or service
providers (De Wulf, Oderkerken-Schroder, & Ilacobucci, 2001; Crosby et al., 1990). In addition, such
relationship quality can be used as an instrument to assess the well-being of these relationships (De Wulf ef al.,
2001). Many studies have recognized benefits of relationship marketing which can lead to better competitive
advantages (e.g. Veloutsou, Saren, & Tzokas, 2002). De Wulf et al. (2001) proposed that the construct of
relationship quality which is reflected by a combination of commitment, trust, and relationship offers the best
assessment of relationship strength and provides the most insight into exchange performance. Gregoire (2006)
identified relationship quality as a mix of trust, relationship satisfaction, commitment, and identification. The
structure and underlying dimensions of relationship quality may vary across empirical studies due to different
purposes. However, there is the belief that no single dimension or relational construct can fully define the overall
depth or climate of an exchange relationship (Alrubaiee & Al-Nazer, 2010; De Wulf ez al., 2001). Thanks to all
above-mentioned researches, this current study developed relationship quality using trust and commitment as
two main components to evaluate customers’ long-term relationships.

2.6 Hypotheses about Relationships among Ethical Sales Behavior, Customer Trust, Customer Commitment, and
Customer Loyalty

2.6.1 Ethical Sales Behavior and Trust

Various studies have shown that customer trust in a salesperson can be earned through his/her honest actions
(Alrubaiee, 2012; Swan, Bowers, & Richardson, 1999). Swan et al. (1998) concluded that salespersons’
behaviors can help to establish trust between themselves and their customers. Chen and Mau (2007) also showed
that ethical or unethical behaviors of salespersons can develop or ruin customer trust. Furthermore, there were
empirical evidences in B2C to support the idea that a salesperson’s ethical behavior positively affects customer
trust (Roman & Ruiz, 2005), and similar results were also observed in B2B fields (Hansen & Riggle, 2009).

H1: Ethical sales behavior has positive effect on customer trust
2.6.2 Ethical Sales Behavior and Commitment

Hansen and Riggle (2009) pointed out that the influence of ethical sales behavior on customer commitment is
totally mediated by customer trust to the salesperson. Nonetheless, because we wanted to fully investigate the
impact of ethical sales behavior on other constructs in a different context, the following hypothesis was set up for
testing.

H2: Ethical sales behavior has positive effect on customer commitment
2.6.3 Trust and Commitment

Trust and commitment have often been jointly examined in relationship marketing studies. Many researches
regarded trust as an antecedent of both commitment and successful relationships (Cater & Zabkar, 2008; Stanko,
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Bonner, & Calantone, 2007). Anyhow, several studies considered trust as one of the prominent behavioral
determinants of commitment (Karande, Jungbok, & Anusorn, 2008; Hess & Story, 2005; Morgan & Hunt, 1994).
When trust is high, customers will enjoy working with the salespersons, and be more likely to carry on the
relationships (Cater & Zabkar, 2008). On the other hand, customers cannot sustain relationship with suppliers
who do not seem to be benevolent, honest or competent (Morgan & Hunt, 1994).

H3: Customer trust has positive effect on customer commitment
2.6.4 Trust and Loyalty

Loyalty can be defined as a complement of trust (Josep & Velilla, 2003). The degree of customer loyalty is an
important consideration for service-oriented firms (Agnihotri, Kothandaraman, & Kashyap, 2012). Customer
loyalty to a service company can be conceptualized as a set of customers’ intention to maintain an ongoing
relationship with the service company and to recommend it to other consumers (Sirdeshmukh, Singh, & Sabol,
2002; Singh & Sirdeshmukh, 2000; Bloemer & De Ruyter, 1999). Roman (2003) found that ethical sales
behavior has a positive impact on customer satisfaction, trust, and loyalty to the company. Based on the
above-mentioned studies, we suggest the following hypothesis.

H4: Customer trust has positive effect on customer loyalty
2.6.5 Commitment and Loyalty

Not only the trust but also commitment directly affect loyalty (Vuuren, Roberts-Lombard, & Tonder, 2012;
Fullerton, 2003). Customer commitment highly correlates with loyalty (Dimitriades, 2006). However,
commitment is more than a favorable attitude toward company reputation. It is a determinant of long-term
loyalty (Morgan & Hunt, 1994) and can be translated into customer resistance toward the competitors’ actions
(Bettencourt, 1997).

HS: Customer commitment has positive effect on customer loyalty
2.6.6 Ethical Sales Behavior and Customer Loyalty

Another hypothesis which would be tested in this current study is the direct impact of ethical sales behavior on
customer loyalty. Alrubaiee (2012) proved that ethical sales behavior has indirect effect on customer loyalty
through relationship quality, but the direct effect does not exist in banking sector. After all, this current study
thoroughly examined the total effect of ethical sales behavior on customer loyalty regarding the different context
of a different industry in a different country.

Hé6: Ethical sales behavior has positive effect on customer loyalty

Based on the above reasoning, we adopted the model proposed by Alrubaice (2012) to study the relationships
between Ethical Sales Behavior, Relationship Quality, and Customer Loyalty as in Figure 1.

H6

Relationship quality

H2 H5

Figure 1. The proposed model

Ethical sales

behavior

3. Research Methodology
Eligible respondents in this current study were retailers who buy P&G products in the MCC system nationwide
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and resell to end-users. The MCC system is the best place for data collection because of following reasons.

First of all, MCC is known as the heaven for most of household businesses, retailers or traders where they can
buy a large amount of P&G products at the lowest price in the market. Therefore, customer loyalty at MCCs
toward P&G goods is often considered highest by comparison with other supermarket systems such as
Coop-mart or Big C.

Second, the MCC system achieves the highest revenue from P&G products as a single supplier. Hence, the
number of promotional products including gift vouchers and discount also reach the top rate, which is a good
opportunity for profiteers. Taking advantage of lax management of P&G, many brand representatives working at
Metro have made excessive profits by violating a code of ethics dealing customers.

The questionnaire of this current research was based on operational definitions in the literature review session.
Then, one P&G supervisor and one MCC cardholder were asked to proof-read and to give any comment or
modification. Next, the revised questionnaire was distributed randomly to four customers of MCC who buy P&G
products regularly and one manager in P&G. Any item which would make respondents confused was modified
before the final Vietnamese version was released as in Appendix A.

The survey was implemented to achieve a sample target of 200 customers who had purchased P&G products
regularly at 19 MCCs, namely Hiep Phu, Thang Long, Hoang Mai, Binh Phu, An Phu, Hong Bang, Ha Long,
Bien Hoa, Binh Duong, Da Nang, Vinh, Long Xuyen, Hung Loi, Vung Tau, Rach Gia, Nha Trang, Buon Ma
Thuot, and Qui Nhon, through telephone. The list of independent retailers was provided by supervisors at MCCs.
These retailers were divided into four regions as four strata, and then stratified sampling was applied. The
number of respondents for each region is proportionate to the existing number of MCCs. To be more specific,
our predetermined target is:

®  The Northern region with five MCCs should have 66 respondents.
® The Southern with six MCCs should have 71.

® The Central with five smaller MCCs should have 44, and

® The Western with three supermarkets has 19.

In addition to the questionnaire survey, we conducted face-to-face interviews with five retailers at MCC An Phu
in Ho Chi Minh city. The interviews were carried out at retailers’ stores and recorded. The interviews were
structured with questions in Appendix B. The purpose of the interviews was to get more insight about customers’
reaction when they recognized unethical sales behaviors.

Reliability test, exploratory factor analysis (EFA), confirmatory factor analysis (CFA) and structural equation
modelling (SEM) were performed to test the measurement model and hypotheses. Finally, multi-group analyses
were also carried out regarding gender and purchasing power.

4. Results and Findings

215 customers were approached through telephone during the period from March 18" to April 6, 2014, which
led to 203 respondents. The refusal rate is 5.6 percent (=12/215) due to the interviewees were not cardholders or
business owners. It took each customer about seven minutes on average to complete without any monetary
incentive. However, the customers were very enthusiastic to go through the questionnaire because they really
wanted to receive better quality of service. Statistics of respondents are showed in Table 1
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Table 1. Descriptive statistics

Details Frequency Percentage
Gender Male 104 51.2
Female 99 48.8
Region Northern 66 325
Central 43 21.2
Southern 74 36.5
Western 20 9.9
Average monthly bill Below 100 million VND 5 2.5
100-200 106 522
200-300 74 36.5
Above 300 18 8.9
How to receive promotional Email 37 18.2
information Salesperson 113 55.7
Leaflets 48 23.6
Advertisement 5 2.5

4.1 Reliability Analysis

In our reliability test, Cronbach alpha coefficients of these measurement scales must be greater than .6, and the
item-to-total correlation must be greater than .5. The result shows that ESB1, CT1, CT4, CC5, and CL3 should
be removed from the measurement scales.

4.2 Exploratory Factor Analysis

KMO is .788 which is greater than .6, and p-value in Bartlett’s Test of Sphericity is .000 which is less than .05.
This result indicates that we can continue with an exploratory factor analysis (EFA).

Table 2 shows that 14 items load into four (4) constructs, which represent 56.25% of Total Variance Explained.

Table 2. Pattern matrix

Factor

CT6 785

CT3 750

CT2 743

CT5 720

CC3 751

CCl 747

CC4 672

CcC2 .664

CL1 .801

CL4 775

CL2 758

ESB3 784

ESB2 738

ESB4 678
Note. Extraction Method: Principal Axis Factoring.

Rotation Method: Promax with Kaiser Normalization.

a. Rotation converged in 5 iterations.

4.3 Confirmatory Factor Analysis
Assessment of Reliability and Validity of Constructs

Together with Cronbach alpha, this current study uses Composite Reliability (CR) to reassess the internal
consistency with the requirement of more than .7. This requirement is met as the CRs of four concepts ESB, CT,
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CC, and CL lie within .779 and .831.
The convergent validity is ensured with

® The standardized factor loadings of four constructs CT, CC, CL, and ESB are from .620 to .818, which are
greater than .5, and

® The Average Variances Extracted (AVEs) are from .507 to .597, which are greater than .5.

Besides that, the correlations between ESB, CT, CC, and CL are from .027 to .426, which are smaller than one.
This ensures the discriminant validity between concepts.

The CFA model is examined with four concepts: Ethical Sales Behavior, Customer Trust, Customer Commitment
and Customer Loyalty. Five fit indices which are  2/df, GFI, TLI, CFI, and RMSEA are used to evaluate the
fitness of the measurement model. Figure 2 shows that:

® 2/df<3
® GFIL, TLI, and CFI > .90
® RMSEA <.05

It indicates a good model fit for the measurement model.

Chi-square= 96.885 ; df= 71 ; P= .022
Chi-square/df=1.365 ;

GFI= 939 ; TLI= .966 ; CFI= .974 ;
RMSEA= .042

Figure 2. CFA result

4.4 Testing Structural Model

In the first attempt, the standardized regression coefficient (-.164) between Ethical Sales Behavior (ESB) and
Customer Loyalty (CL) is not significant. Hence, the relationship between ESB and CL is removed.

In the second attempt, the standardized regression coefficient (.165) between Customer Commitment (CC) and
Customer Loyalty (CL) is not significant. Hence, the relationship between CC and CL is removed.

In the third attempt, all criteria to assess model fit are met, i.e.
o y2/df=1.365<2
e GFI=.939>.9
e CFI=.966>.9
e RMSEA=.042<.08

Hence, all relationships between ESB and CT, ESB and CC, CT and CC, CT and CL are supported as shown in
the Figure 3.
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Chi-square= 103.451 ; df=73 ; P= .011
Chi-square/df=1.417
GFI= 934 ; TLI= 961 ; CFI= .969
RMSEA= .045

Figure 3. SEM result

i.e. the following statements have been confirmed:

Ethical sales behavior has positive effect customer trust.

Ethical sales behavior has positive effect on customer commitment.
Customer trust has positive effect on customer commitment.
Customer commitment has positive effect on customer loyalty.
However, the following hypotheses have not been supported
Customer trust has positive effect on customer loyalty.

Ethical sales behavior has positive effect on customer loyalty.

4.5 Multiple group analysis

Multiple group analyses are performed based on

Gender (male and female).

Purchasing power (high: 200 million VND or more, low: less than 200 million VND).

Variance or invariance models are selected based on the difference of Chi-square between them.

Based on Figures 4a, 4b, Sa, and 5b, the p-values for the differences between models are calculated in Excel as
follows:

e For Gender: = CHIDIST((189.225-187.414),(150-146)) = .77 (>.05)
e  For Purchasing Power: = CHIDIST((212.938-209.587),(150-146)) = .50 (>.05)
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Multiple-group analysis Chi-square= 189.225 ; df= 150 ; P= .017 ;
female Chi-square/df=1.262 ;

Unstandardized estlmatesSFl: -888 ; TLI=.951 ; CFI=.960 ;

MSEA= .036

[€c3] [€ci] [€ca] [cez]

41 44 4% 8

@ @

Figure 4a. Invariance model

. . Chi-square= 187.414 ; df= 146 ; P= .012;
Multiple-group analysis Chi-square/df=1.284 ;

Male )  GFI= 889 ; TLI= .947 : CFI= 958 :
Unstandardized estimateg\1sea= 038

52 50 83 33

Figure 4b. Variance Model
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Chi-square= 212.938 ; df= 150 ; P= .001 ;
Multiple-group analysis  Chi-square/df=1.420 ;
highaveragemonthlybill ~ GFI= 875 ; TLI= .924 ; CFI= .938 ;
Unstandardized estimates RMSEA= .046

Figure 5a. Invariance model

. Chi-square= 209.587 ; df= 146 ; P= .000
Multiple-group analys!s Chi-square/df=1.436 ;
highaveragemonthivbill  GF)= 877 ; TLI= 921 ; CFI= 937 ;
Unstandardized estimates Rsea= 047

Figure 5b. Variance model

The result suggests invariance models be selected in both cases, and there is no difference in gender or
purchasing power regarding the impact of ethical sales behavior on customer loyalty.

5. Discussion

Various studies on the impact of ethical sales behavior on customer loyalty through customer trust and customer
commitment have been carried out in banking or life insurance sector; however, no such a study has been
conducted in FMCG industry in Vietnam. Therefore, the findings and recommendation of this current research
not only can be used as solutions for P&G but also for fast-moving-consumer-good (FMCG) industry regarding
ethical sales behavior of salespersons.

Customer loyalty which can affect risk and profits is very important to any business. Therefore, customer loyalty
is an ever-present keyword in any company’s board meetings and marketing strategy (Pauwels & Reibstein,
2010). In addition, loyal customers serve as unpaid advocates to increase the brand reputation of company, and
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they are willing to pay higher for products they trust. Salespersons who act as a bridge between businesses and
customers can create positive impression on customers through honest actions. This current study shows that
ethics from salespersons does not have direct impact on customer loyalty, but can indirectly stimulate customer
loyalty through the establishment of customer trust and commitment in relationship quality. This is consistent
with results of other studies (e.g. Leonidou, Kvasova, Leonidou, & Chari, 2013; M’Sallem, Bouhlel, & Mzoughi,
2011; Chen & Mau, 2009). Therefore, the management strategies may be more fruitful with aiming to the
internal process to enhance the degree of trust and commitment from customers, which give rise to loyalty in
future. By this way, businesses should have appropriate policies to recruit the salespersons as well as strengthen
the ethics in sales for their representatives to encourage customer’s confidence. Various exploratory studies
proved that company’s ethical workplace significantly impacts on the ethics of its employees (Huang, You, &
Tsai, 2013; Shin, 2012; Verbeke, Ouwerkerk, & Peelen, 1996; Wimbush & Shepard, 1994). Accordingly,
company should set ethical rules or guidelines for salespersons and design the appropriate training programs or
reward mechanisms. Likewise, Schwartz (2013), Roman and Munuera (2005), Verbeke et al. (1996) argued that
in order to create an organization trustworthy culture, businesses should begin to shape confidence in internal
processes first by creating, implementing, educating, training, and monitoring new codes of ethics for employees.
Moreover, businesses should build up a good communication channel with customers to receive earlier
feedbacks about salespersons’ unethical behaviors. In other words, customers can play the role of supervisors in
following and preventing salespersons from behaving unethically, but without payments. Furthermore, our
face-to-face interviews showed that many customers were not aware of promotional programs. This gave way to
unethical sales behaviors. So, businesses in general, and P&G in particular should implement promotional
campaigns where information flows transparently. Finally, the direct impact of customer trust on customer
loyalty is not discovered in this current study, but indirect effect through customer commitment as a mediating
variable is found. However, this contradicts to other studies (e.g. Pezhman, Javadi, & Shahin, 2013; Lin, 2012;
Chen & Mau, 2009; Yen & Gwinner, 2003; Reynolds & Beatty, 1999), where customer trust directly influence
customer loyalty.

This current study also indicates that there be not any moderating effect of gender or purchasing power on the
relationship between ethical sales and customer loyalty. This result is quite new regarding the understanding of
the author.

6. Limitations and Further Research

This current study explored the customer’s perceptions toward ethical sales behaviors, which have seldom been
concerned by other researchers yet. The customer loyalty model used by Alrubaiee (2012) was confirmed again
in a different context. Nevertheless, further researches should be conducted in other business sectors to ensure its
comprehensive applicability. Moreover, different complaint themes can influence customer commitment then
customer loyalty with different tension (Bunker, 2008). Therefore, P&G should not just focus on the most
frequent complaint issue, but further researches for P&G should be conducted on the impact levels of complaint
groups to prioritize areas for improvement.
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Appendix A

Questionnaire

The Impact of Ethical Sales Behavior on Customer Loyalty: The Case of Procter & Gamble Vietnam Co. Ltd
Dear Mr/Mrs

On the behalf of P&G Company in Vietnam, I would appreciate hearing your opinion about ethical sales
behaviors to improve the quality of sale person and serve customers better. Please take a couple of minutes to
complete a questionnaire survey below. Any of information you provide will be kept strictly confidential and will
not be attributed to the individual or organization. Your help would be greatly appreciated.

Thank you very much for your time and cooperation.
General Information

1.  What is your gender?

Male

Female

N oo

Where is your hometown?

Northern Region

IS

Central Region
Southern Region
Western Region
Do you buy P&G products at Metro supermarket system monthly?
Yes
No
How much is the average monthly bill?
Less than 100 million VND
100 — 200 million VND
200-300 million VND
More than 300 million VND

2T wea o

& o oo

Please Check (X) for the Most Suitable Options of the Scales
1. Strongly disagree

2. Disagree

3. Neutral

4. Agree

5. Strongly agree

Ethical Sales Behavior
NO. QUESTION 1 2 3 4 5
1 Salespersons lie about availability of promotion programs.
2 When promotional goods are out of stock at Metro, salespersons confirm in writing about the delivery
appointment on the bill.
3 When promotional goods are out of stock at Metro, salespersons confirm in writing about the quantity on
the bill.
4 Salespersons give sufficient amounts of promotional goods.
5 Salespersons deliver promotional goods in the period of delivery appointment or after 2 weeks of

purchasing.
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Customer Trust

NO. Question 1 2 3 4 5
1 I believe the P&G company has my interest in mind.

2 I have confidence in the products and services of P&G.

3 Generally speaking, I do not have to worry at all in dealing with P&G.

4 P&G can be relied on because they keep their promises.

5 I believe in the information provided by salepersons.

6 Salepersons are honest and truthful.

Customer Committee

NO. Question 1 2 3 4

I want to remain a customer of P&G because I genuinely enjoy my relationship with P&G.
My relationship with P&G is one that I really care about.

I am very committed to the relationship with P&G.

My relationship with P&G is very important to me.

[ N O R S

My relationship with P&G is something I intend to maintain indefinitely.

Customer Loyalty

NO. Questions 1 2 3 4 5
1 I am willing to place my future business with P&G.

2 I will recommend this company to my friends and relatives.

3 I will introduce this company with positive evaluation.

4 I am willing to encourage others to do business with this company.

Appendix B

Interview Questions

1. How could you recognize when salespersons were lying to you about P&G products at Metro Cash & Carry?
2. When did salespersons not give sufficient gift vouchers or promotional products?

3. How many gift vouchers or promotional products have they not transferred to you yet?

4. When you knew the untrustworthy salesperson no longer worked at Metro Cash and Carry, what did you do?
5. After such incident, do you still trust P&G company?

6. After such incident, do you still keep commitment with P&G?

7. After such incident, do you intend to switch to other brands?
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