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Abstract
A Study of Recognition of Business Ethics

Jang, Ik —sun

Recognition reactions about business area activities of business ethics

measurement before and after business ethics educations are as follows:

1. Relativism average in production ethics after education shows the high
rates, and deontological theory average shows the low levels. These facts
show that period characteristics to respect value diversities are reflected.

2. The high average of justice theory, utilitarianism, relativism in distribution
ethics before and after education reflects that fair competitions and
muiltitude happiness are preferred, and situation adaptations about the
environment changes are preferred. The low average of egoism and
justice theory shows that value systems of minorities are not preferred.

3. The high average of relativism in advertisement ethics before and after
education reflects the period characteristics to respect value diversities,
and low egoism average shows that ethics standards of examine objects
are high.

4. Egoism average in selling ethics before education is high, but this
average after education is low. These reflect the fact that business ethics

educations are efficient.



