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ABSTRACT 
 
Skincare products and cosmetics are included in Taiwan’s top 10 advertisements. In 
the 2014 statistical report of the Bureau of Health Promotion (2015) in Taipei City, 
there were 2,190 cases of illegal cosmetic advertisements, comprising 66.42% of 
the total cases and ranking the highest among all illegal media advertisements. The 
purpose of this study is to explore consumers’ cognitive response towards 
advertising ethics and its effect on advertising. Based on the research conducted by 
Reidenbach and Robin (1988) and MacKenzie et al. (1986), this study primarily 
discusses the effect of consumers’ ethical decision-making on advertising. Results 
showed that: (1) female consumers of different age groups and educational 
attainment have different perceptions toward advertising ethics; (2) the ethical 
decision-making process of consumers has a positive and significant effect on 
cosmetic advertising and (3) female consumers’ ethical decision-making process 
involving cosmetic advertisements has an effect on purchase intention. 
 
Keywords: Advertising ethics, ethical decision-making, advertising effect. 

 
 
INTRODUCTION 
 
Research background and motivation  
 
In the current competitive environment, many companies 
use advertising as their main marketing strategy to promote 
their business and products. According to a Nielsen report 
(2015), the total advertising spending in Taiwan in 2014, 
covering the top 5 media forms; namely, television, 
newspaper, magazine, radio and out-of-home (OOH) media 
reached NT$ 44.74 billion. However, many of these 
advertisements were found to be misleading due to false 
statements and exaggerated claims. Deceptive 
advertisements mislead consumers into patronizing certain 
products. Hence, this issue has become a topic of much 
debate and discussion. In some cases, false advertisements 
have resulted in violations of consumer rights. There have 
been controversies arising from deceptive advertisements 
and violation of consumer rights. The 2014 statistical report 
from the Bureau of Health Promotion (2015) in Taipei City 
showed that there were 2,190 cases of illegal cosmetic 
advertisements, comprising 66.42% of the total cases and 
ranking the highest among all illegal media advertisements. 

Wells et al. (2003) indicated that ethical controversies are 
focused on puffery, accuracy and greed. They also 
mentioned six major advertising-related ethical issues; 
namely, puffery, taste, stereotypes, advertising to children, 
controversial product and subliminal advertising (Singala 
and Kamraa, 2012). As ethics in advertising is becoming a 
serious issue in Taiwan, this study intends to explore the 
effect of consumers’ ethical decision-making process on 
advertising and uses false advertisements, that is, cosmetic 
advertisement as an example. 
 
 
Research purpose 
 
Using advertisements as a marketing strategy gives rise to 
many problems such as exaggerated and false claims, 
misleading statements, controversial product 
advertisements and sex appeal in advertising. The purpose 
of this study is to determine the effect of consumers’ 
cognitive response towards advertising ethics and its effect 
on advertising. The Multidimensional Ethics Scale (MES) of  
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Reidenbach and Robin (1988) was used to measure 
consumer’s cognitive response towards advertising ethics. 
In addition, this study aims to identify the main factors that 
affect the advertising ethics of consumers. This study aims 
to: 
 
1) Explore different extraneous variables (age and 
educational attainment) pertaining to female cosmetic 
consumers’ perception of advertising ethics; 
2) Determine the effect of consumers’ ethical decision-
making on cosmetic advertising;  
3) Discuss the effect of consumers’ decision-making process 
on advertisements and purchase intention. 
 
 
LITERATURE REVIEW 
 
Advertising ethics 
 
Ethics is the moral standards used to promote social welfare 
(Susan, 1999). Ethics in advertising means a set of well 
defined principles which govern the way communication 
takes place between the seller and the buyer (Aneja, 2014; 
Sasu et al., 2015). Geoffrey (1971) proposed four principles 
of advertising ethics: beneficence, non-maleficence, non-
deception and non-discrimination.  

Susan (1999) defined “unethical advertising” as an 
advertisement causing potential harmful effects to the 
society. Advertisements provide consumers information for 
product selection. If the information provided to the 
consumers is untruthful or misleading, the basic function of 
the advertisement is gone. Geoffrey (1971) clearly defined 
advertising ethics as: maleficence, deception and 
discrimination behaviors that should not appear in the 
advertising media. In this study, advertising ethics is 
referred to as “when using any communication media for 
advertising, companies or advertisers should avoid causing 
direct or potential negative effect to society, should not 
endanger the rights of consumers and should conform to 
moral standards”. 

According to Singala and Kamraa (2012), if 
advertisements change the personal traits of consumers and 
affect their buying behavior due to deception and 
misinformation, then, the advertisements are considered 
unethical. Advertisements with ethical issues are classified 
as deceptive advertising, subliminal advertising, 
manipulative advertising, appeal to prejudice in advertising, 
appeal to fear in advertising, sex appeal in advertising and 
false advertising (Shimp, 1993). Wells et al. (2003) pointed 
out that ethics controversies are focused on puffery, 
accuracy and greed. Six major advertising-related ethical 
issues such as puffery, taste, stereotypes, advertising to 
children, controversial product and subliminal advertising 
were also mentioned. 

Susan (1999) used the MES of Reidenbach and Robin 
(1988) as reference in determining the ethical decision- 

 
 
 
making process of consumers with regard to sex appeal in 
advertising while exploring consumer behavior towards 
advertising, brand attitude and purchase intention. The 
results of this study showed that compared to moderate use 
of sex appeal in advertising, intensive use was more 
unfavorable to Chinese consumers in terms of attitude 
towards advertising and purchase intention, but it had no 
significant influence on brand attitude. Jones (1991) used 
the dimensions, magnitude of consequences, probability of 
effect, concentration of effect, social consensus, temporal 
immediacy and proximity to explore ethics. The results 
showed that multiple factors affect ethical decision-making 
and ethical behaviors. This model emphasizes that the 
“magnitude” of ethics itself affects an individual’s ethical 
decision-making process. 

The Multidimensional Ethics Scale (MES) is a 29-item 
scale established by Reidenbach and Robin (1988) using 
various moral philosophy literatures. MES proposed 5 
constructs; namely, justice, relativism, egoism, 
utilitarianism and deontology. MES can directly test which 
kind of ethical structure (for example, justice, relativism, 
egoism, utilitarianism and deontology) serves as the basis 
for the subject’s ethical goal and can obtain the moral 
judgment of the subject and his/her intention for his/her 
ethical behavior (Buchan, 2014; Cohen et al., 2001).This 
study referred to the scale proposed by Reidenbach and 
Robin (1988) to measure advertising ethics. It also aimed to 
organize an advertising ethics scale appropriate for this 
study based on the 29 items of MES. 
 
 
Advertising effect 
 
Advertising effect is the effect of media advertising on 
consumers. The process includes creating an effective 
advertisement, selecting the appropriate type of media, 
attracting the attention of consumers, establishing or 
changing the attitude of consumers and lastly, persuading 
consumers to purchase a product. MacKenzie et al. (1986) 
expanded the Fishbein model described in the research of 
Ryan and Bonfield (1975) and used the relationships 
between cognition and advertising attitude, brand cognition 
and brand attitude, brand attitude and purchase intention as 
bases. Four hypotheses were proposed: the effect of 
advertising attitude on the brand attitude of consumers, the 
effect of advertising attitude on brand attitude and 
advertising cognition of consumers, the effect of advertising 
attitude on brand attitude and brand cognition and the effect 
of advertising attitude on brand attitude and purchase 
intention. The result supported the dual mediation 
hypothesis. Given that advertising attitude can directly 
influence brand attitude, it could also change brand attitude 
by affecting brand cognition.  

Kavadas (2003) adopted the theory of appeal of fear to 
explain the cognitive risk of consumers and applied the 
involvement theory to explain the level of understanding of 



Academia Journal of Scientific Research; Huang and Chang.         674 
 
 
 

Advertising
Ethics

Justice

Relativism

Egoism

Utilitarianism

Deontology

Advertising 

Memory

Brand Attitude

Advertising 

Attitude

Purchase 

Intention

 
 

Figure 1: Research model. 

 
 
consumers regarding advertising content. Furthermore, 
memory, advertising attitude, brand attitude and 
behavioral intention were used as dependent variables to 
explore the advertising effect of pharmaceutical 
advertisements. The results showed that the level of risks 
and involvement had different effects on memory, 
advertising attitude, brand attitude and behavioral 
intention of participants. Stewart and Furse (1986) 
believed that recall could be included in measurement. 
According to Bruner and Kumar (2000), memory, 
advertising attitude and brand attitude of consumers are the 
most common aspects used in measuring communication. 
The purchase intention of consumers is often used as a 
measurement of sales performance. 
 
 
RESEARCH METHODOLOGY 
 
Research model 
 
This study determines the effect of ethical decision-making 
on advertising. This study is a conceptual research model 
composed of two main constructs: advertising ethics and 
advertising effect. In advertising ethics, the constructs and 
corresponding items in the Multidimensional Ethics Scale 
(MES) of Reidenbach and Robin (1988) were mentioned; 
namely, justice, relativism, egoism, utilitarianism and 
deontology. The aspects of advertising effect are based on 
the constructs proposed by Kavadas (2003) which include 
memory, advertising attitude, brand attitude and purchase 
intention. These led to the research model on “the effect of 
consumer ethics on advertising” (Figure 1). 
 
 
Research hypotheses 
 
After organizing the research purpose, literature review and 

research framework, the research hypotheses were 
finalized. Vitell (2003) believed that ethics is an important 
element when consumers are making a purchasing decision. 
Thus, when companies are making their advertisements and 
there are unethical advertisements that mislead consumers, 
consumers tend to develop erroneous cognition of products 
and services. Scholars pointed out important issues in 
advertising ethics: 1) deceptive advertising, 2) advertising to 
children; 3) tobacco advertising; 4) alcohol advertising; 5) 
political advertising; 6) racial discrimination in advertising 
and 7) sex appeal in advertising (Shimp 1993; Wells et al., 
2003; Singala and Kamraa, 2012; Aneja, 2014).   

Companies use advertising to let consumers acquire 
cognition and recall advertising content. However, if an 
advertisement shows unethical or passive behaviors, 
consumers tend to have negative perceptions towards the 
advertisement (Mathur et al., 1997). Michael and Tony 
(1994) believed that consumers’ ethical judgment is 
definitely related to advertising attitude, brand attitude and 
purchase intention. Therefore, the hypotheses of this study 
are as follows: 
 
H1: Advertising ethics has a positive and significant effect on 
advertising memory. 
H2: Advertising ethics has a positive and significant effect on 
advertising attitude. 
H3: Advertising ethics has a positive and significant effect on 
brand attitude. 
H4: Advertising ethics has a positive and significant effect on 
purchase intention. 
 
Dwane (2005) found that unethical advertisements would 
cause advertisers to ruin their good reputation in the eyes 
of consumers and that unethical and passive 
advertisements would seriously affect the advertising 
attitude, brand attitude and eventually, the purchasing 
intention of consumers (Aneja, 2014). According to a study 
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Table 1: Mean and reliability of dimensions. 
 

Item/Dimension Mean Reliability 

Justice 6.199 0.835 

Relativism 5.439 0.749 

Egoism 5.312 0.676 

Utilitarianism 5.578 0.828 

Deontology 5.854 0.838 

Advertising Memory 5.05 0.81 

Advertising Attitude  5.77 0.85 

Brand Attitude 5.19 0.91 

Purchase Intention 4.47 0.87 

 
 
conducted by Zaman et al. (2015), ethics in advertising 
messages and advertising appeal are significantly related to 
advertising effectiveness. The result also showed that 
advertising message has a significant effect on advertising 
effectiveness. The hypotheses of this study are as follows: 
 
H5: Advertising memory has a mediating effect on the 
relationship of advertising ethics and purchase intention. 
H6: Advertising attitude has a mediating effect on the 
relationship of advertising ethics and purchase intention. 
H7: Brand attitude has a mediating effect on the relationship 
of advertising ethics and purchase intention. 
 
 
Questionnaire design 
 
This study aims to understand the effect of cosmetic 
consumers’ cognitive response towards advertising ethics 
and its effect on advertising. The questionnaire is divided 
into three parts. The first part covers advertising ethics (29 
questions). The second part deals with the advertising effect 
which includes advertising memory (4 questions), 
advertising attitude (5 questions) brand attitude (4 
questions) and purchase intention (4 questions), while the 
third part comprises the demographic statistics (10 
questions). This study adopts the seven-point Likert scale 
with values ranging from 1 to 7 wherein 1 represents 
“strongly disagree” and 7 represents “strongly agree”. 
 
 
Research subject and sampling design 
 
The research scope of this study is focused on “cosmetic 
advertising”. This study used female consumers of cosmetics 
and skincare products as the target population and 
questionnaires were distributed in department stores in 
Taiwan. This study used SPSS 18 and LISREL 8.72 as 
analysis tools. Hair et al. (1998) believed that when 
maximum likelihood method was used for parameter 
estimation, the number of samples should be more than 100 
because small samples might not have convergence or be 
improperly solved but if the sample is excessively big (more 

than 400 respondents), the maximum likelihood method 
would become very sensitive and lead to a bad goodness of 
fit index (GFI). Thus, the target sample of this study was 350 
respondents. Based on the earlier description, this study 
used purposive sampling and selected female consumers 
aged 20 years and above and a total of 350 copies were 
distributed to the subjects. 
 
 
RESULTS AND DISCUSSION 
 
The data from the returned questionnaires underwent 
descriptive analysis, factor analysis, reliability analysis, 
validity analysis, correlation analysis, hierarchical 
regression analysis and multiple regression analysis. 
 
 
Returned questionnaires and characteristics of sample 
 
The subjects of this study were female cosmetic consumers. 
A total of 400 questionnaires were distributed and 358 
questionnaires were returned wherein the final valid 
number of questionnaires obtained was 314, representing a 
return rate of 78.5%. The results showed that a majority of 
the respondents were in the age range of 25 to 29 years old 
(108 respondents), followed by 20 to 24 years old (92 
respondents), 30 to 34 years old (68 respondents), 40 years 
old and above (28 respondents) and 35 to 39 years old (18 
respondents). Most of the respondents were bachelor degree 
holders (187 respondents), followed by senior high school 
graduates or below (99 respondents) and master’s degree 
holders or above (28 respondents). 
 
 
Factor analysis and reliability analysis of the research 
model 
 
The variables in the research model initially underwent 
descriptive analysis and reliability analysis. It was found 
that all advertising ethics and advertising effects had good 
factor analysis results except for egoism. As shown in Table 
1, the accepted standard for Cronbach’s α coefficient should  
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Table 2: Content validity analysis of advertising ethics. 
 

Construct AVE Construct AVE 

Justice 0.64 Advertising Memory 0.60 

Relativism 0.50 Advertising Attitude 0.50 

Egoism 0.58 Brand Attitude 0.77 

Utilitarianism 0.50 Purchase Intention 0.57 

Deontology 0.57   

 
 

Table 3: Discriminant validity analysis of advertising effect. 
 

Model χ² df Δχ² 

Unconstrained model 145.35 71 － 

Advertising memory －> advertising attitude  399.27 72 253.92 

Advertising memory －> brand attitude 393.90 72 248.55 

Advertising memory －> purchase intention 415.27 72 269.92 

Advertising attitude －> brand attitude  616.64 72 471.29 

Advertising attitude －> purchase intention 660.13 72 514.78 

brand attitude －> purchase intention 500.25 72 354.90 

 
 
be 0.7 or above (Cuieford, 1965), indicating factor 
reliability. 
 
 
Confirmatory factor analysis 
 
The Maximum Likelihood Estimation (ML) was used to 
conduct confirmatory factor analysis on personal factors 
and moral intensity of ethical decision-making. Many 
scholars pointed out that the interpretation ability of every 
variable should be greater than 0.5 (Bagozzi and Yi, 1988; 
Fornell and Larcker, 1981; Hair et al. 1998). To support the 
interpretation ability of each variable, variables with 
interpretation ability lower than 0.5 were deleted. 

The scale in this study was developed based on numerous 
research studies that can substantiate the level of its content 
validity, guaranteeing the reliability of the scale. This study 
used the confirmatory factor analysis (CFA) of LISREL 8.72 
to separately test the convergent validity and discriminant 
validity. Bogozzi and Yi (1988) believed that the purpose of 
the convergent validity is to avoid interaction between the 
structural model and measurement model and to improve 
the precision and reliability of the variables. Furthermore, 
the suggested extracted variance should be greater than 
0.50, suggesting that the indicator can effectively reflect the 
latent variable. 

In the discriminant validity testing method, Anderson and 
Gerbing (1988) proposed that the correlation coefficient 
using the pairwise comparison for two dimensions should 
be restricted to 1. After which, the constrained model and 
unconstrained model should undergo the Chi-square 
difference test. If the difference between the chi-square 
value of the constrained model and the unconstrained model 

is greater than the chi-square value of the given degree of 
freedom and is significant, then, the two dimensions have 
discriminant validity. The difference in advertising ethics 
and advertising effect is greater than 0.50 which means that 
the dimensions have content validity.  The results are shown 
in Table 2. 

As for advertising ethics and advertising effect, the 
correlation coefficient of all pairwise comparisons is 
restricted to 1. The difference between the chi-square value 
of the constrained model and the unconstrained model is 
greater than the chi-square value (3.841) of the given 
degree of freedom (df=0.05) with a significant difference. 
Thus, the dimensions have good discriminant validity 
(Tables 3 and 4).  
 

 

Correlation analysis between variables 
 

Advertising ethics, advertising memory, advertising attitude, 
brand attitude and purchase intention underwent the 
Pearson correlation analysis. This method has the ability to 
determine the correlation of variables but cannot show the 
causal relationship of these variables. This study used the 
result of the preliminary analysis as a basis for follow-up 
analysis. Table 5 shows that the correlation coefficients of 
the variables show significance in which “brand attitude” 
and “purchase intention” are the highest (0.499). 
 
 

Equation model  
 

Bagozzi and Yi (1988) suggested that the size of the sample 

should also be considered using the ratio of χ2 value and its 
degree of freedom in testing the model’s fitness. A smaller 
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Table 4: Discriminant validity of advertising ethics. 
 

Model χ² df Δχ² 

Unconstrained model 178.75 94 － 

Justice －> relativism 307.68 95 128.93 

Justice－> egoism 384.63 95 205.88 

Justice－> utilitarianism 470.41 95 291.66 

Justice－> deontology 508.39 95 329.64 

Relativism－>egoism 266.46 95 87.71 

Relativism－> utilitarianism 260.86 95 82.11 

Relativism－> deontology 303.07 95 124.32 

Egoism－> utilitarianism 308.48 95 129.73 

Egoism－> deontology  378.59 95 199.84 

Utilitarianism－> deontology 476.68 95 297.93 

 
 

Table 5: Correlation analysis of the variables. 
 

Dimensions Advertising ethics Advertising memory Advertising attitude Brand attitude 

Advertising memory  0.235(**)314   . 

Advertising attitude 0.334(**)314 0.394(**)314   

Brand attitude 0.225(**)314 0.386(**)314 0.351(**)314  

Purchase intention 0.187(**)314 0.344(**)314 0.165(**)314 0.499(**)314 
 

**p< .01. 
 
 

Table 6: Equation model fit index of cosmetic consumers’ behavioral intention towards advertising. 
 

Evaluating Items Deciding value Result of research model 

Chi-square (χ2) The smaller, the better 868.99(P=0.000) 

Chi-square /degrees of freedom ( χ2/df) <3 2.7 

Estimated Non-centrality Parameter (NCP) the smaller, the better 441.75 

Root Mean Square Error of Approximation ( RMSEA) <.05 0.060 

Goodness of fit index (GFI) >.9 0.85 

Adjusted Goodness of fit index (AGFI) >.9 0.82 

Normed Fit Index (NFI) >.9 0.92 

Non-Normed Fit Index (NNFI) >.9 0.95 

Comparative Fit Index(CFI) >.9 0.95 

Incremental Fit Index (IFI) >.9 0.95 

Relative Fit Index (RFI) >.9 0.91 

Parsimony Goodness of Fit Index (PGFI) >.5 0.72 

Parsimony Normed Fit Index (PNFI) >.5 0.83 

 
 
ratio is better. Several studies suggested that the standard 
should not exceed 3 (Carmines and McIver, 1981; Chin and 

Todd, 1995; Hair et al. 1998). The ratio of the χ2 value and 
the degree of freedom is 2.7 indicating that if the size of the 
sample is considered, the fitness of the model is nearly 
perfect. 

Table 6 shows the equation model fit index of cosmetics 
consumers’ behavioral intention towards advertising 
ethics. In the other fitness index Absolute Fit Measures, 

GFI=0.85 and AGFI=0.82 are slightly smaller than the ideal 
threshold value. The above index is within the accepted 
range (Baumgartner and Homburg, 1996). Although, 
RMSEA=0.060 did not reach the ideal threshold value, the 
quantitative value is between 0.05 and 0.08, indicating that 
the model has reasonable fitness (Browne and Cudeck, 
1993; MacCallum et al., 1996). 

In the Incremental Fit Measures index, NFI=0.92, 
NNFI=0.95, CFI=0.95, IFI=0.95 and RFI=0.91 are all greater 
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Figure 2: Research model’s path diagram of cosmetic consumers’ behavioral intention towards advertising ethics. 

 
 
than the ideal threshold value of 0.9. As for the 
Parsimonious Fit Measures index, PGFI=0.72 and 
PNFI=0.83 are all greater than the ideal threshold value of 
0.5, indicating that the estimation parameter can attain 
higher fit. Thus, this study reached reduction of model. 

The path relationship of the dimensions was estimated 
using SEM. The path values shown in Figure 2 adopted a 
standardized coefficient. In testing the 7 hypotheses of the 
research model, 6 of the hypotheses reached α=0.01 level of 
significance.  

Hypothesis 4 was not supported while hypothesis 5 had a 
negative level of significance which was different from the 
expected result and thus, hypothesis 5 was also not 
supported. The coefficients of the research model’s path 
analysis are shown in Table 7. The standardized path 
coefficient (γ) of advertising ethics in terms of advertising 
memory, advertising attitude, brand attitude and purchase 
intention are 0.36, 0.38, 0.32 and 0.06, respectively. The 
standardized path coefficient (γ) of advertising memory 
based on purchase intention is -0.15. The standardized path 
coefficient (γ) of advertising attitude based on purchase 
intention is 0.20, while the standardized path coefficient (γ) 
of advertising memory based on purchase intention is 0.47. 
Furthermore, the interpretations of the variances (R2) of 
each dependent variable in the entire model are as follows: 
advertising memory (0.13), advertising attitude (0.15), 
brand attitude (0.10) and purchase intention (0.31).  

This study evaluated the interpretation variance of the 
relationship between purchase intention and advertising 

ethics using 3 mediating variables: advertising memory, 
advertising attitude and brand attitude. The impact effect 
value based on advertising memory was 0.36*-0.15=-0.054. 
The impact effect value in terms of advertising attitude was 
0.38*0.20=0.076. The impact effect value based on brand 
attitude was 0.32*0.47=0.1504. In simple terms, after the 
ethical decision-making process in advertising, cosmetic 
consumers were most easily affected by brand attitude, 
followed by advertising attitude. However, advertising 
memory had a negative effect on purchase intention. 
Purchase intention was not directly affected by advertising 
ethics. 

In the analysis of the ethical decision-making process in 
advertising and advertising memory, the results showed 
that after consumers see the advertising content their 
ethical decision-making process had significant and 
positive effect on their advertising memory. H1 was 
supported and the result was the same as the study of 
Mathur et al. (1997). Thus, this study concludes that after 
consumers come in contact with cosmetic advertisements, 
they become more sensitive to the ethical problems 
depicted in the contents of the advertisement. 
Advertisements would leave a deep and lasting impression 
on consumers with high ethical decision-making standards.  

In the analysis of ethical decision-making in advertising 
and advertising attitude, the results showed that after 
consumers see the advertising content their ethical 
decision-making process had a significant and positive 
effect on their advertising attitude. H2 was supported and 
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Table 7: Research model’s path relationship of cosmetic consumers’ behavioral intention 
towards advertising ethics. 

 

Latent variable Latent dependent variable Path relationship t value 

Advertising ethics 

Advertising memory 0.36** 5.24 

Advertising attitude 0.38** 5.78 

Brand attitude 0.32** 4.93 

Purchase Intention 0.06** 0.86 

 

Advertising memory Purchase intention -0.15 3.27 

Advertising attitude Purchase intention 0.20 -2.44 

Brand attitude Purchase intention 0.47** 7.43 
 

**p< .01. 

 
 
the result was the same as the study of Mathur et al. (1997) 
and Michael and Tony (1994). This study concludes that 
after consumers come into contact with cosmetic 
advertisements, they tend to like and enjoy the 
advertisements if they have high ethical decision-making 
standards and if they believe that the content of the 
advertisement is ethical and of good quality.  

In the analysis of ethical decision-making in advertising 
and brand attitude, the results showed that after consumers 
see the advertising content their ethical decision-making 
process had a significant and positive effect on brand 
attitude. H3 was supported and the result was the same as 
the study conducted by Michael and Tony (1994). This 
study concludes that consumers with high ethical decision-
making standards and feel that a brand and concept behind 
an advertisement are compatible tend to like a specific 
brand even more and believe that the brand is dependable 
and reliable, after they come in contact with cosmetic 
advertisements.   

In the analysis of ethical decision-making in advertising 
and purchase intention, the results showed that after 
consumers see the content of advertisements, their ethical 
decision-making had insignificant effect on their purchase 
intention which was different from the result of  Michael 
and Tony’s (1994) research; thus, H4 was rejected. 
Although ethical decision-making in advertising and 
purchase intention showed a significant relationship in the 
Pearson correlation analysis, they had no significant effect. 
Thus, this study concludes that consumers would first 
consider the ethical issues or problems that could arise 
from advertising content before purchasing cosmetic 
products. However, the purchase intention is not affected 
whether the content of the advertisement is moral or not. 

Ethical decision-making in advertising had a negative but 
significant effect on the purchase intention of consumers 
based on the effect of advertising memory. Thus, H5 was not 
supported. This study concludes that consumers with high 
ethical decision-making standards in advertising would 
have deep cognition and memory of advertising content. 
However, if the advertising content gives unethical or 
negative impression, the purchase intention tends to 

decrease. Ethical decision-making in advertising had a 
positive and significant effect on purchase intention based 
on the effect of advertising attitude. Thus, H6 was supported 
and the result was the same as the studies conducted by 
Susan (1999) and Dwane (2005). This study concludes that 
consumers with high ethical decision-making standards in 
advertising would have high purchase intention if they 
believe that the content of the advertisement is of high 
quality and conforms to ethical standards.  

Ethical decision-making in advertising had a positive and 
significant effect on purchase intention based on the effect 
of brand attitude. H7 was supported and the result was the 
same as Susan (1999) and Dwane’s (2005) research. Thus, 
this study concludes that consumers with high ethical 
decision-making standards in advertising would have high 
purchase intention if they believe a brand is good and 
trustworthy. 
 
 
Conclusion 
 
Advertising has already become the main marketing 
strategy used by many companies to promote their 
business and products. As the number of advertisements 
increase each day, at the same time the types of 
advertisements vary. Product advertisements create a deep 
impression on consumers and so do certain controversies 
or issues that constantly appear in many advertisements. 
With the research purpose in mind, this study conducted an 
analysis to obtain valuable results and proposed 
managerial initiatives and suggestions based on the said 
results. 

This study found that in terms of advertising, the ethical 
decision-making level of cosmetic consumers, 40-years old 
or above is higher than that of 30 to 34 year-old consumers. 
It can be assumed that the purchasing experience of 40 
year-old female consumers is more extensive than that of 30 
to 34 year-old female consumers, making them more 
sensitive to ethical issues in advertising content. Thus, the 
ethical decision-making level of cosmetic consumers 40 
years old - above, is higher than that of 30 to 34 year-old  
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consumers. The study also found that consumers who are 
senior high school graduates or below give more importance 
to advertising ethics than consumers who have master’s 
degree or above. It can be assumed that although high 
school graduates have a lower educational attainment, they 
have been exposed to the social environment for a long time, 
making their ethical cognition higher than consumers with 
master’s degree who on the other hand, are busy in 
pursuing their education with no chance to work. Thus, the 
ethical decision-making level of consumers who are high 
school graduates above is higher than that of consumers 
with master’s degree. The ethical decision-making of 
consumers has a significant and positive effect on 
advertising effect. 

The results of this research and other previous studies 
showed that after seeing cosmetic advertisements, 
consumers tend to have a deep impression and memory of 
the advertisements and they would be interested in the 
brand even more. This study also found that the ethical 
decision-making process and purchase intention are related 
after consumers see advertisements; however, their 
purchase intention is not directly affected. There are many 
different types of cosmetic advertisements that are creative 
and attractive, companies and advertisers are advised to 
avoid exaggerated, deceptive, misleading and controversial 
advertisements or other related types of advertisement if 
they want consumers to like and remember their 
advertisements and brand. Consumers also consider the 
ethical decision-making process before purchasing a 
product but this does not directly affect purchase intention. 

The results of this study showed that when advertising 
memory is used as a mediating variable, consumers who 
have high ethical decision-making standards become more 
sensitive to advertisements that deal with ethical issues 
and can easily develop cognition and recall the 
advertisement. But if the advertising content creates 
unethical or negative impression, the consumer’s purchase 
intention in relation to the product decreases. When the 
advertising attitude and brand attitude are used as mediating 
variables, consumers after seeing the advertisement, find 
their purchase intention affected by their ethical decision-
making process and level of interest in the advertisement 
and brand.  

There are differences in advertising effect because of the 
products and advertising content. Thus, when companies 
use advertising as their marketing tool, they should consider 
their consumer’s level of ethical decision-making as well as, 
the impression and interest of consumers in the 
advertisement and brand through advertising ethics that 
help promote the purchase intention of cosmetic 
consumers. However, when companies are not cautious 
with the advertisements they release, they could create 
advertisements that may not be well received by their 
audience and proved to be very detrimental to their 
reputation. 
 

 
 
 
REFERENCES 
 
Anderson JC, Gerbing DW (1988). Structural equation modeling in practice: 

a review and recommended two-step approach. Psychol. Bull. 103(3): 
411-423. 

Aneja N (2014). Ethics In Advertisement And Impact On Women And 
Children. Int. J.  Res. Bus. Manag. 2(6): 19-26. 

Bogozzi RP, Yi Y (1988). Structual equation modeling in practice: A review 
and recommends two-step approach. 

Bruner GC, Kumar A (2000). Web commercials and advertising hierarchy-
of-effects. J. Advert. Res. 40(1-2): 35-41. 

Buchan H (2014). Reidenbach and Robin’s Multidimensional Ethics Scale: 
Testing a Second-Order Factor Model. Psychol. Res. 4(10): 823-834. 

Cohen JR, Pant  LW, Sharp DJ (2001). An examination of differences in 
ethical decision-making between canadian business students and 
accounting professionals. J. Bus. Ethics. 30(4): 319 - 336. 

Cuieford JP (1965). Fundamental statistics in psychology andeducation 
4thed. NY: McGraw Hill. 

Dwane HD (2005). After the Unethical Ad: A Comparison of Advertiser 
Response Strategies. Bus. Society Rev. 110(4): 433-458. 

Geoffrey WJ (1971). The Object of Morality. London: Methuen & Co. 
Hair JF Jr, Anderson RE, Tatham RL, Black WC (1998). Multivariate Data 

Analysis. (4th edition). Englewood Cliffs, Prentice-Hall Inc., New Jersey. 
Jones TM (1991). Ethical Decision Making by Individuals in Organizations: 

An Issue-Contingent Model. Acad. Manage. Rev. 16(2), 366-395. 
Kavadas C (2003). The effects of risk disclosure and ad involvement on 

consumers’ recall, behavioral intentions, attitude towards the ad and 
brand in DTC advertisements (Doctoral dissertation, Concordia 
University, 2003). 

MacKenzie SB, Lutz RJ, Belch GE (1986). The Role of Attitude Toward the 
Ad as a Mediator of Advertising Effectiveness: A Test of Competing 
Explanations. J. Mark. Res. 23(2): 130-143. 

Mathur LK, Mather I, Rangan N (1997). The Wealth Effects Associated with 
a Celebrity Endorser: The Michael Jordan Phenomenon. J. Advert. Res. 
37(3): 67-73. 

Michael S, Tony L (1994). Ethical judgments of sexual appeals in print 
advertising. J. Advert. 23(3): 81-90. 

Reidenbach RE, Robin DP (1988). Some Initial Steps Toward Improving 
the Measurement of Ethical Evaluations of Marketing Activities. J. Bus. 
Ethics. 7: 871–879. 

Ryan MJ, Bonfield EH (1975).The Fishbein Extended Model and Consumer 
Behavior. J. Consum. Res. 2: 118-136. 

Sasu C, Pravăț GC, Luca FA (2015). Ethics and Advertising. SEA - Practical 
Application of Science. 3(1): 513-517. 

Shimp TA (1993). Promotion Management and Marketing 
Communications, 3th ed. Dryden Press. 

Singala R, Kamraa G (2012). Ethical Issues in Advertising. Int. J. Eng. Sci. 
Metall. 2(3): 689-694. 

Stewart DW, Furse DH (1986). Effective Television Advertising: A Study of 
1000 Commercials.Lexington: Lexington Books. 

Susan THC (1999). Advertising ethics: The Use of Sexual Appeal in Chinese 
Advertising. Teach. Bus. Ethics. 3(1): 87-100. 

The Nielsen Company, Taiwan(2015). Nielsen company survey: The 
spending of Taiwan’s top five media advertising. 
http://www.nielsen.com/tw/zh.html. Accessed 1 February 2015. 

Vitell SJ (2003). Consumer Ethics Research: Review, Synthesis & 
Suggestions for the Future. J. Bus Ethics. 43(1/2): 33-47. 

Wells WD, Burnett J, Moriarty S (2003). Advertising: Principles & practice 
(6th edition). Upper Saddle River, NJ: Prentice-Hill. 

Zaman R, Mahmood Z, Arslan M (2015). Effect of Ethical Issues on 
Advertising Effectiveness: A Study of Pakistan. Eur. J. Bus. Manag. 7(10): 
21-30. 

 
 
 
 
 
 
 
 


