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ABSTRACT 
 
 
 

The main purpose of this research is to assess the personal cultural value and professional 
values in regards to academicians’ marketing ethics. A survey of academicians was 
conducted to determine the factors that are related to the academicians’ marketing ethics 
using these dimensions: Collectivism, Uncertainty Avoidance, Power Distance and 
Professional Values. From 108 questionnaires distributed to all the academicians in INTI 
International College Penang, 88 respondents were collected. The findings showed that 
Power Distance and Professional Values were the factors that influence academicians’ 
marketing ethics. Further analysis showed that demographic factors such as age, gender, 
years of working experience, academic qualification do not have any influence on 
academicians’ marketing ethics. Since the result of the study showed that Power Distance 
and Professional Values are the main factors that influence the marketing ethics of 
academicians, the management of the college would perhaps look into methods and ways 
of cultivating the professionalism among academicians in order for them to possess a 
good marketing ethics. 
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ABSTRAK 
 
 
 

Tujuan utama kajian ini adalah untuk mengetahui pengaruh nilai-nilai budaya peribadi 
(personal cultural values) dan nilai-nilai professional terhadap etika pemasaran ahli 
akademik. Satu soal selidik terhadap ahli-ahli akademik di Malaysia telah dilaksanakan 
untuk menentukan faktor yang mempengaruhi etika pemasaran mereka. Kaji selidik ini 
menggunakan dimensi berikut iaitu dimensi Kolektivism (Collectivism), Penghindaran 
Ketidakpastian (Uncertainty Avoidance), Jarak Kuasa (Power Distance) dan Nilai-Nilai 
Professional (Professional Values). Sejumlah 88 soal selidik yang boleh digunapakai 
untuk tujuan analisis berjaya dikumpul semula daripada sejumlah 108 borang soal selidik 
yang diedarkan. Kajian ini mendapati bahawa faktor Jarak Kuasa (Power Distance) dan 
Nilai-nilai Professional (Professional Values) merupakan faktor yang mempengaruhi 
Etika Pemasaran para ahli akademik. Analisis seterusnya mendapati bahawa faktor 
demografik seperti usia, jantina, kelayakan akademik dan pengalaman kerja tidak 
mempengaruhi Etika Pemasaran para ahli akademik. Oleh kerana keputusan kajian ini 
mendapati faktor Jarak Kuasa dan Nilai-Nilai Professionalisma merupakan faktor yang 
menjurus kepada Etika Pemasaran para ahli akademik, maka, adalah disyorkan bahawa 
pihak pengurusan kolej seharusnya memupuk Nilai-nilai Professionalisma kepada para 
akademik untuk memastikan bahawa mereka mempunyai Etika Pemasaran yang wajar 
dan positif. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
           III 



ACKNOWLEDGEMENT 
 
 

I would like to express my sincere, heartfelt appreciation to those involved in the 
completion of this study 
 
First and foremost, I would like to express my greatest appreciation and my deepest 
gratitude and thanks to my supervisor, Haji Mohamad Zainol Abidin bin Adam, who has 
always been there to provide guidance, advices and generous amount of time in guding 
me throughout the duration of preparing this thesis. 
 
In addition to that, I would like to thank my external supervisor, Professor Madya Hoe 
Chee Hee for his comment and guidance along the way of marking my thesis report. 
 
Next, I would like to express my appreciation to my family, especially my dad and mum, 
who has always been supportive when I decided to take up a Master’s Project as a partial 
fulfillment of the Master Degree instead of coursework.  
 
Great appreciation is also extended to friends and colleagues especially lecturers in INTI 
International College Penang as they are the respondents to this research and their 
participation warrants the success of this survey. 
 
To the many people that I did not specially named, I am indebted for their help, 
suggestions, inspiration and patience, which they have offered generously during the 
preparation of this report. Thank you and may God bless you. 
 
As a final word, for the intellect, which is the most fundamental tool necessary for 
academic work, the physical well being to carry loads of paper around, the emotional 
strength to withstand academic critiques which are sometimes cutting, and the ups and 
downs seemingly unhurried lifestyle. I thank God for His glory and this research is 
dedicated to Him. Last but not least, may the God’s blessing be upon the readers for this 
research. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
           IV 

TABLE OF CONTENT 
 
 

  CONTENT       PAGE 
 
 
PERMISSION TO USE       I 
ABSTRACT (ENGLISH)       II 
ABSTRAK (BAHASA MELAYU)      III 
ACKNOWLEDGEMENT       IV 
TABLE OF CONTENT       V 
LIST OF TABLES        VI 
LIST OF FIGURE        VII 
 
 
 
CHAPTER ONE:  INTRODUCTION 
 
1.1 Chapter Overview       1 
1.2 Background of the Study      2  
1.3 Problem Statement       4 
1.4 Research Questions and Objectives     5 
1.5 Theoretical Framework      6 

1.5.1 Independent Variables     8 
1.5.2 Dependent Variables      8 

1.6 Significance of the Study      11 
1.7 Definition of Terms       12 
1.8 Scope and Limitations      14 
1.9 Chapter Conclusions       15 
1.10 Organization of the Thesis      15 
 
 
CHAPTER TWO:  LITERATURE REVIEW 
 
2.1  Chapter Overview       17 
2.2 Marketing Ethics       17 
2.3 Demographic Factors       21 
2.4 Personal Cultural Value      25 
2.5 Professional Value       29 
 
 
 
 



 
 
           V 
CHAPTER THREE: METHODOLOGY 
 
3.1 Chapter Overview       31 
3.2 Research Design       32 
3.3 Population        33 
3.4 Sample        33 
3.5 The Sampling Techniques      34 
3.6 Questionnaire Preparation & Scale Type Used   34 
3.7 Pilot Test        37 
3.8 Reliability Test       38 
3.9 Statistical Method       39 
3.10 Chapter Summary       40 
 
 
CHAPTER FOUR: FINDINGS 
 
4.1 Chapter Overview       41 
4.2 Descriptive Statistic of Data Collection    41 
 4.2.1 Response Rate       42 
 4.2.2 Gender of Respondents     42 
 4.2.3 Ethic Group of Respondents     43 
 4.2.4 Age of Respondents      43 
 4.2.5 Years of Working Experience of Respondents  44 
 4.2.6 Academic Qualifications of the Respondents   45 
4.3 Testing of the Hypothesis      46 
 4.3.1 Hypothesis testing for Demographic Variables  46 
 4.3.2 Hypothesis testing for Personal Cultural Values  49 
 4.3.3 Hypothesis testing for Professional Values   55 
4.4 Regression Analysis       57 
4.5 Chapter Summary       59 
 
 
CHAPTER FIVE: DISCUSSION, RECOMMENDATIONS AND CONCLUSIONS 
 
5.1 Chapter Overview       61 
5.2 Summary of the Study      62 
5.3 Summary of the Findings and Discussion    64 
5.4 Conclusion        72 
5.5 Implication and Recommendation of the Study   74 
 
 
REFERENCES        77 
APPENDICES 



 Appendix A 
 Appendix B 

 
LIST OF TABLE 

 
 

TABLE         PAGE 
 
 
Table 3.1 Summary of part of the Questionnaire    37  
Table 3.2 Reliability Statistic for the Pilot Test    39 
Table 4.1 Response Rate       42 
Table 4.2 Gender of Respondents     42 
Table 4.3 Race of Respondents      43 
Table 4.4 Age of Respondents      44 
Table 4.5 Years of Working Experience of Respondents  45 
Table 4.6 Academic Qualification of Respondents   45 
Table 4.7 Independent Sample Test between gender and    

academicians’ Marketing Ethics    47 
Table 4.8 One way ANOVA between ethnic group, age, years of  

working experience, academic qualifications and  
Academicians’ Marketing Ethics    49 

Table 4.9 Correlations between Collectivism and Academicians’ 
  Marketing Ethics      50 
Table 4.9.1 Correlations between Collectivism and dimensions of  
  Academicians’ Marketing Ethics    51 
Table 4.10 Correlations between Uncertainty Avoidance and  
  Academicians’ Marketing Ethics    51  
Table 4.10.1 Correlations between Uncertainty Avoidance and  
  dimensions of Academicians’ Marketing Ethics  52 
Table 4.11 Correlations between Power Distance and Academicians’  
  Marketing Ethics      53 
Table 4.11.1 Correlations between Power Distance and dimensions of 
  Academicians Marketing Ethics    54 
Table 4.12 Correlations between Professional Values and  

Academicians’Marketing Ethics    55 
Table 4.12.1 Correlations between Professional Values and dimensions  
  of  Academician’s Marketing Ethics    56 
Table 4.13 Multiple Regression Analysis     58 
 
 
 
 
 
 



 
 
           VI 

LIST OF FIGURE 
 
 

FIGURE         PAGE 
 
Figure 1.1 Theoritical Framework of the Study    9 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



1 
 

CHAPTER 1 

 

 

INTRODUCTION 

 

 

1.1 Chapter Overview 

 

 

This chapter consists of eight (8) parts: (1) Background of The Study, (2) Problem 

Statement, (3) Research Questions and Research Objectives, (4) The Theoretical 

Framework, (5) Research Hypothesis, (6) Significant of the Study, (7) Definition of 

Terms, (8) Limitation and Scope 

 

 

Part One (1) Background of The Study describes about the background and theories 

related to the study. Part Two (2) Problem Statement discusses the subject related to the 

topic. Part Three (3) discusses what the questions needed to be answered in this study and 

the objective of the research. Part Four (4) discusses the theoretical framework of the 

study and Part Five (5) and Six (6) consist of the hypothesis of the study and the 

significant of the study respectively while Part Seven (7) and Eight (8) consist of the 

definition of terms and scope and limitation of the study. 
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