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ABSTRACT
This study explores how positive (PRMs) and negative role models (NRMs) of business affect students’ attitudes, expectations, and behavioural intentions relating to their future business behaviour. A thematic analysis of student reflections (N = 96) based on their experience of material presented in their Business Ethics/Corporate Social Responsibility modules, interpreted through the framework of Ajzen’s Theory of Planned Behaviour, revealed that while NRMs led to intentions to avoid unethical behaviour and engage in ethical practices such as ethical purchasing, they also increased cynicism and undermined students’ self-efficacy in the ethical business domain. Exposure to PRMs offset the negative consequences arising from NRMs, protecting against reduced self-efficacy by showing that unethical behaviour is neither necessary nor inevitable in business, thus undermining the common justification for unethical behaviour that ‘everybody does it’. PRMs increased awareness that business can be both ethical and profitable and provided inspirational role models which led to increased intentions to engage in ethical business practices.  With reference to social psychological literature, these results suggest that PRMs are necessary to counter the impression created by NRMs that ethical business is unachievable or unlikely as such beliefs can become self-fulfilling. 
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ABBREVIATIONS

PBC: 
Perceived behavioural control 

CSR:
Corporate Social Responsibility

PRMs: Positive role models

NRMs:
Negative role models

TPB: 
Theory of Planned Behaviour
Introduction

There is growing consensus on the need for ethical issues to be addressed within the business school curriculum Lau, 2010()
, as evidenced by initiatives such as the UN Principles of Responsible Management Education. Accreditation bodies such as the Association of MBA and the Association to Advance Collegiate Schools of Business also now explicitly ask business schools to demonstrate that issues relating to ethics and sustainability have been addressed in the curriculum. However, several meta-analyses of the effectiveness of ethics education have failed to show that it consistently leads to more ethical behaviour 
 ADDIN EN.CITE 
(Waples, Antes, Murphy, Connelly, & Mumford, 2009; Winston, 2007)
. Indeed, some authors have explicitly questioned whether ethical instruction may be counter-productive or is being taught incorrectly Donaldson, 2008()
.
In management education, and particularly subjects related to ethics such as business ethics and corporate social responsibility (CSR), case studies tend to focus on corporate wrong-doing, for example the most downloaded cases in the ethics category of CasePlace at the time of writing is the ethics scandal, ‘Accounting Fraud at Worldcom’
. While a deconstruction of ethical scandals e.g. of what went wrong at Enron, is a dominant means of teaching business ethics, there has been some concern that focusing on unethical behaviour might have unintended consequences. Cagle and Baucus 2006()
 expressed concern that the use of case studies of business ethics scandals might increase student cynicism by making it appear as if business managers are more unethical than they are in reality and ‘norm’ unethical behaviour. 
In this study the effect of PRMs and NRMs on students are explored through a thematic analysis of students’ reflections on the business examples they were exposed to during their modules in Business Ethics and in CSR. The reflections are interpreted through the lens of the Theory of Planned Behaviour (TPB), which provides a theoretical framework for identifying the factors which influence behaviour.

Theoretical model
The TPB was developed by Ajzen 1985()
, and was grounded in social psychological theories such as learning theories  Bandura, 1977a

 HYPERLINK \l "_ENREF_9" \o "Bandura, 1977 #611" 
, 1977b(for example )
 attribution theory Heider, 1958(; Kelley, 1967)
, and expectancy value theory Fishbein & Ajzen, 1975()
. The TPB proposes that behaviour is a product of behavioural intentions, which in turn are predicted by attitudes towards the behaviour, subjective norms and perceived behavioural control (PBC). A meta-analysis of tests of the TPB showed it to be one of the most predictive models of behaviour Armitage & Conner, 2001()
, with the combination of subjective norm, attitude and PBC correlating 0.63 with behavioural intentions. Although attitudes do predict behaviour, there is little reason to suppose that business ethics education using NRMs would make attitudes towards ethical business more negative. However, it is argued that business ethics education that focuses on business ethics scandals may lead to less ethical behaviour by effects mediated by social norms and PBC, as illustrated in Figure 1.
Perceived Behavioural Control/Self-Efficacy

Empirical evidence relating to Ajzen’s 1985()
 TPB indicates that the strongest predictor of behaviour is PBC Armitage & Conner, 2001


( ADDIN EN.CITE ; Bamberg & Möser, 2007)
. PBC is defined as the person’s belief as to how easy or difficult performance of the behaviour is likely to be Ajzen & Madden, 1986()
. The concept of PBC originated from Self-Efficacy Theory Bandura, 1977a()
 which relates to one’s capacity to produce a desired effect. If people feel they can have a positive impact on any situation, they are more likely to act. The concept derives from Social Cognitive Theory Bandura, 1986()
 which emphasises the importance of enhancing a person’s behavioural capability and self-confidence. Of relevance to this paper is the observation that self-efficacy beliefs can develop vicariously through social learning, and observing and modelling other people’s behaviour Bandura, 1977a()
.

In the context of business ethics, PBC would correspond to students’ confidence in their ability to behave ethically in their future working environment. Bandura 1991()
 claims that self-efficacy carries important implications for the management of ethical conduct as those with high self-efficacy will be more able to resist social pressure to violate ethical standards. This is supported by evidence that those with high self-efficacy are more likely to vocally object to unethical behaviour and engage in internal whistle-blowing behaviours MacNab & Worthley, 2008()
.  Many case studies depict scenarios where employees failed to whistle-blow or stand up for ethical behaviour. For example in the classic Enron case, only one person blew the whistle at Enron, and then only at the very end, and no-one in the associated firms (e.g. Arthur Andersen) put ethical/legal considerations above short-term financial interest Trinkaus & Giacalone, 2005()
. Thus it is likely that students would infer from such case studies that it is difficult to behave ethically in such circumstances, leading to reduced self-efficacy in the ethical domain. 
Normative Beliefs
The subjective norm refers to beliefs held regarding others’ attitudes towards the behaviour, and how important these people’s views are to us. A distinction has been drawn between descriptive norms, which provide information on what others do, and injunctive norms which express the level of social approval/disapproval of certain behaviours Cialdini, Reno, & Kallgren, 1990()
. This distinction is important as these constitute two distinct motivational forces 
 ADDIN EN.CITE 
(Deutsch & Gerard, 1955; Lee, Geisner, Lewis, Neighbors, & Larimer, 2007; Manning, 2009)
.  

The role of descriptive norms is indicated by the tendency to base our behaviour upon our perception of what is normal in that context. Revis and Sheeran 2003()
 reported a medium to strong correlation between descriptive norms and intentions (r = .44) on the basis of their meta-analysis. Nolan et al., 2008()
 found that descriptive normative beliefs were the greatest predictor of energy conservation behaviour and that normative social influence produced the most changes in such behaviour compared to other reasons. They also found that participants were unaware of this influence and that the importance of normative influences of our behaviour is much underrated due to its subconscious nature. 
Although both types of norm have been found to influence behaviour independently, several studies indicate that when a descriptive norm ‘people do this’ is pitted against an injunctive norm ‘people shouldn’t do this’ the descriptive norm wins. Oceja and Berenguer 2009()
 found that injunctive ecological messages are ineffective when they conflict with descriptive norms. Similarly, Smith et al., 2011()
 found that injunctive norms can backfire when they imply a contradictory descriptive norm. In one study they found that students exposed to a pro-environmental injunctive normative message inferred from this that the behaviour promoted in these messages was uncommon. This resulted in a conflict between the descriptive norm and the injunctive norm which actually reduced intentions regarding the targeted behaviour. In a series of studies using Australian, UK and Chinese respondents, Smith et al 2012()
 find in all cases that a conflict between injunctive and descriptive norms relating to pro-environmental behaviours led to weaker behavioural intentions to engage in pro-environmental behaviour. 

The message from the social psychology literature then is clear, individuals are profoundly affected by the social context, and targeting beliefs about how others are behaving tends to have a more powerful influence on behaviour than other kinds of information. However, this ‘underrated’ influence of descriptive norms can also backfire, if the information being presented suggests that an undesirable behaviour is common Cialdini, 2003()
. Hence, there is the danger that focussing class discussions on business ethics failures instead of providing positive descriptive norms of responsible business behaviour could create a descriptive norm of unethical conduct. While the lecturer’s aim may be to use a case study of unethical behaviour to highlight ethical issues, the subconscious message that may linger is that this is the kind of thing that business people do. 
The proposed influences of PRMS and NRMs on normative beliefs, PBC (i.e. self-efficacy in the context of ethical business), attitudes and ultimately behaviour are illustrated in Figure 1. This summarises the findings and implications derived from the literature discussed. Figure 1 illustrates that, whereas NRMs and PRMs are both likely to have a positive effect on attitudes and injunctive norms towards ethical business, they are likely to have conflicting effects on descriptive norms and self-efficacy. 
Figure 1. about here
Self-fulfilling prophesies and expectancy effects
The literature on self-fulfilling prophesies can provide some insights into the intra-psychological dynamics of such effects. Self-fulfilling prophesies occur when predictions or expectations of a situation themselves cause the situation to come about, and often occur via interpersonal expectancy effects Rosenthal, 1994()
. Self-fulfilling prophesies can also be mediated via the ‘sucker effect’ Schnake, 1991()
 which describes the tendency to reduce one’s effort or co-operation to avoid being taken advantage of by others. Thus if we believe others will behave opportunistically and further their self-interest at our expense, this can give rise to pre-emptive self-serving or unethical behaviour 
 ADDIN EN.CITE 
(Cohen & Czepiec, 1988; Pronin, 2008; Tenbrunsel, 1998; Zinkhan, Bisesi, & Saxton, 1989)
. Thus cynicism can have behavioural consequences, for example studies on cheating find a ‘cheating effect’ whereby the supposition that others are cheating, causes one to engage in unethical behaviour in order to be competitive Callahan, 2004()
. Tenbrunsel 1998()
 presents the idea of ‘defensive ethics’ as a justification for such behaviour, citing Boatright 1992()
 who argues that violation of the rules is justifiable when one expects others to do the same. It doesn’t take much imagination to see where such attitudes might lead, and indeed, as many ethics scandals indicate, have led - the justification for corrupt business activities such as bribery are typically based on the premise that ‘everyone does it’ Green, 1991()
. 

The implications of such studies are particularly worrying in light of evidence of an unwarranted degree of cynicism among business students. Research has found that students perceive business to be more unethical than it actually is Cole & Smith, 1996()
. Most business students believe that they are more ethical than business people, yet several studies indicate that managers are more ethical than students 
 ADDIN EN.CITE 
(Arlow & Ulrich, 1980; O'Fallon & Butterfield, 2005; Stevens, 1984)
. D’Aquila et al., 2004()
 comment on the discrepancy between students’ and business practitioners’ perceptions of business, finding that 97% of business leaders perceive business to be ethical compared to less than 25% of students. Luthar et al., 1997()
 finds senior business undergraduates to be particularly cynical, and suggests that the increased cynicism may result from the extensive media portrayal of business ethics scandals, citing headlines on insider trading on Wall Street, financial and personal scandals on the part of public figures, and questionable legal and ethical practices in organizations. 
Role models
The literature discussing the educational benefits of role models provides some insights into the processes by which PRMs can affect behaviour. Paice, Heard, & Moss, 2002()
. In particular, Cruess et al., 2008()
 draw attention to the means by which the observed behaviours and attitudes of role models are converted into the belief patterns and behaviours of the students and caution that “teachers need to be aware of the conscious and unconscious components of learning from role modelling, so that the net effect of the process is positive” (p. 718). 
Although there is little research into the effectiveness of PRMs in business ethics education, a comparative study using different teaching methods to develop moral motivation, found that those using moral exemplars were more effective in increasing resolve to have moral courage than traditional methods or exhortation Christensen, Barnes, & Rees, 2007()
. A recent study found that students were inspired by exposure to role models of social entrepreneurs, and many expressed intentions to follow their example in their future business lives Baden, 2012()
. An additional outcome was increased self-efficacy in the domain of ethical business, and an increased appreciation that businesses can be both ethical and successful. Similar findings were reported by Cagle 2005()
 who reported that, although case studies of ethical companies did not affect students’ values, they did reduce cynicism and helped students to realise that business success does not require unethical behaviour. A later study by Cagle et al., 
 ADDIN EN.CITE 
(2008)
 confirmed that student cynicism can be eroded through the use of ethical vignettes and case studies. 

Summary and Research Questions
The social psychological literature relating to behaviour raises concerns that exposing students to negative examples of business may lead to less ethical behaviour, due to the conflict between descriptive and injunctive norms, and to a reduction in self-efficacy in the ethical business domain. This study aims to explore the impact of PRMs and NRMs on students’ attitudes, beliefs, self-efficacy and behavioural intentions in a qualitative analysis of their reflections  relating to the examples and case studies  of business they were exposed to in courses on business ethics and CSR. The aim is to gain a greater appreciation of how such examples and case studies of ethical and unethical business practices may affect future business behaviour and current behaviours such as ethical purchasing and environmental behaviours.  

Methodology 
This research uses the methodology of classroom research defined by Loyd et al., 2005: 9()
 as “research that is conducted within the classroom, linked to the course content, and embedded in the classroom culture.” The term ‘classroom’ is understood to include components such as homework assignments, online discussion groups etc. This research was integrated into two undergraduate modules which formed part of a business major: a second year elective module in business ethics and a third year elective module in CSR. 
Procedure 
In both courses, students were exposed to a mix of PRMs and NRMs of business (Appendix 1). Students were exposed to similar material, but the questions set in their preparation/homework reflect the specific module: the focus in business ethics was ethical theory, while the focus in CSR was the relationship between business and society. All students attended a double lecture, and were randomly allocated to one of two classes. One class was exposed to just positive examples of ethical business behaviour for the first five weeks, followed by negative examples of unethical/irresponsible business behaviour in the following five weeks. The other class did the opposite order: negative followed by positive.
Five weeks after the start of the course, students on both courses were told that if they had been focussing on case studies of ethical business for the first five weeks, they would now be focussing on case studies of ethics failures for the following five weeks, and vice versa. They were also asked to reflect upon the business examples presented and how they responded to them, and were told that at 10 weeks they would be asked to complete an online survey which asks for their views regarding the effect of positive and negative examples of business practices. Although the survey was anonymous, students confirmed they had completed it by cutting and pasting the final thank you page to the lecturer. The survey was required as part of the reflective process built into the course, but students were able to say that they did not want their results included in research (two students took this option). The questions and number of responses are shown below: 
Introduction to survey:

As a teacher of business ethics I am interested to discover the relative merits of positive or negative role models of business. For example, whether cautionary tales of what businesses have done wrong or positive examples of what businesses have done well are more effective teaching tools. The following survey asks you to consider how both the negative examples of business scandals given in class, and the positive examples of ethical business behaviour have affected your view of business, your personal motivations to behave ethically and other attitudes relating to the role of business in society. You will also have to reflect on how the role models of business may affect your future business behaviour in your future working life (whether it be as an employee, manager or business owner).
1. Please explain in more detail how the positive role models affected/might affect your view of business, your future business behaviour, and your current behaviours in other areas. (Remember I can't tell who write what, so it is up to you to decide how much you want to write, but aim for 200-500 words) (N=96).
2. Please explain in more detail how the negative examples of unethical business affected/might affect your view of business, your future business behaviour, and your current behaviours in other areas (N=96).
3. How have the positive or negative examples of business affected your attitudes or behaviours in general, e.g. have they affected your purchasing choices, or attitude towards environmental issues? Please specify which type of business example (positive or negative) affected which kind of behaviour and why (N=95).
4. Lastly, use this space to write any further comments you would like to make regarding the use of positive role models of business vs. examples of business scandals or irresponsible business behaviour (optional question). (N=25).

Question 3 explicitly highlighted effects on purchasing behaviour because, although purchasing behaviour is only tangentially related to ethical business behaviour, it has the advantage of being a current behaviour, unlike ethical business behaviour, which is something that is still mostly hypothetical to a student sample.  It therefore serves as a useful proxy for business behaviour as ethical purchasing is something that can be done by individuals and companies alike, and in both cases can involve some sacrifice of self-interest for a moral cause.
Sample
 Purposeful Sampling Patton, 1990()
 was used as the students were all enrolled in courses relating to either business ethics (N = 51) or CSR (N = 45). The response rate was 78% for the CSR students and 89% for the business ethics students. To reassure students with respect to anonymity, demographic details were not taken, but the cohort comprised students ranging typically from the age of 19 – 22 with an approximately even gender distribution.

Qualitative Analysis
The central question of interest - how positive and negative role models of business affect ethical behaviour - is almost impossible to answer within the bounds of ethical research. Attempts to measure ethical behaviour directly in a controlled setting generally run into ethical problems of their own, such as inducement to cheat. The most common means to ascertain the effects of ethics education on behaviour has therefore tended to be via self-report of ethical intentions rather than ethical behaviour. However, social desirability biases impair predictive validity for measures that are sensitive (such as ethics). In contrast to quantitative research, qualitative research enables greater understanding of thought and decision processes Liedtka, 1992()
 and strives to understand the meaning of interpretation of material by the participants which can make it easier to offer suggestions for improvements in practice Fenstermacher, 1986()
. A qualitative approach was therefore chosen as it enables greater insight into the thought processes, effects and associations relating to positive and negative role models of business. 
Data Analysis
The data analysis involved several iterative approaches: a) data summary as the narrative responses to each question were coded inductively to determine key themes; b) the frequency of themes was counted, and presented as the percentage of respondents who mentioned the theme; c) data presentation to illustrate themes, and finally d) an interpretive analysis, which draws upon the social psychology literature to draw out any latent themes and more implicit relationships Boyatzis, 1998()
. 

For the initial inductive analysis, two coders (the author and an independent researcher) independently coded the first ten responses and then compared notes. Data saturation was reached quite quickly as most respondents made very similar points, and after just ten responses there was strong agreement on the key themes that emerged. After discussion, descriptive codes and sub-codes were allocated to these and the remaining responses were read and the descriptive coding was applied. Particularly illustrative or prototypical quotes were identified at this stage for use in writing up the research. The number of times the various themes occurred was then counted and quantified as a percentage of times that each theme emerged per respondent. Results of the inductive analysis are presented in Table 1, which lists themes specific to either PRMs or NRMs. Comments that explicitly related to the pedagogical effects of PRMs versus NRMs are presented in Table 2. 
Following the initial descriptive analysis, an interpretive analysis was applied, using the TPB Ajzen, 1985()
 as a theoretical lens to interpret the results. In the interpretive analysis, the narrative responses were gone through again by both coders, but this time highlighting links between the stimuli (i.e. PRMs and NRMs) and behavioural outcomes. Where causal links were not explicitly stated, the two coders conferred to agree on whether they could be inferred from surrounding comments. For example, see comment below made in response to the question on the effect of PRMs: 
“It has made me want to work for an ethical company in the future. It made me realise that there are some ethical companies in existence. I would feel proud to work for a company that has a positive influence on society. I have seen the fantastic impact that businesses can have on the world. I would like to be part of this positive impact”
It was inferred this comment that the intention to work for an ethical company was linked to the themes of ‘PRM exposure equals inspiration’, ‘Increased awareness of impact of business on society, stakeholders and the environment’ and ‘increased awareness of ethical business.’ By this method the relationship and psychological mechanisms underlying the effects of PRMs and NRMs and future behavioural outcomes was brought into sharper focus. The number of times a specific theme was associated with a behavioural intention is indicated Table 1.Statements relating to behavioural intentions were subdivided into i) future ethical business behaviour, ii) general ethical behaviour (non-business), iii) ethical purchasing and iv) career choices. Although behaviours such as ethical purchasing are not the focus of the paper, it has the advantage of being a current behaviour, rather than a hypothesised future behaviour, and so the relationship between stated intentions and actual behaviour is likely to be greater. 
Results and Discussion  

Table 1 about here
Attitudes

Attitudes are influenced by awareness and beliefs, and, as indicated by Table 1, the most prevalent theme was that PRMs gave rise to the belief that business can be both ethical and successful. Some phrased it could be ethical, others were more aware of businesses that are ethical and some stated awareness that business needs to be ethical:

“I think the main thing I've learnt about from these positive role models is that you can still be incredibly ethical and make a profit” 
The most effective PRMs were the two visiting speakers who talked personally to the class how their company manages its ethical responsibilities. It appeared that a real life speaker was more inspirational than case studies of ethical companies (e.g. Interface, Body Shop), even where the case studies showed more ethical behaviour:  
“I valued seeing real-life role models of ethical behaviour such as the Boots CSR director. This indicated how I can be more ethical in business”
Many of the comments (N = 35) inspired by the PRMs related to the competitive advantage that can be gained by ethical behaviour, reflecting an instrumental stance:
“For me, the positive role models have proven to me that being ethical doesn't mean a business has to sacrifice profits. Previously, I was under the impression that businesses that went out of their way to behave ethically were not high performing companies, but rather had the view that they were not as good. However, from seeing examples such as Innocent Smoothies, Body Shop etc., I am now under the impression that ethical behaviour, and focus on the triple bottom line, can in fact act as a unique selling point and can give a competitive advantage”
Slightly fewer (N = 28) comments reflected a more normative stance, suggesting motivations were more based on the impact of ethical business upon stakeholders rather than the business itself, but the majority of respondents showed a mix of normative and instrumental approaches:
“My future behaviour will be affected through the understanding that positive behaviour has large externalities to it, and will not only help others but be of a positive effect to myself in the long run”
Over a third explicitly stated PRMs had increased their awareness of ethical business, although this theme was implicit in all responses. These responses are consistent with the mechanism illustrated in Figure 1 that PRMs will raise awareness of the benefits and impacts of ethical business practices resulting in more positive attitudes towards ethical business. 

PRMs gave rise to more statements relating to ethical intentions in future business life than NRMs , and as indicated in Table 1, beliefs regarding the effect of ethical behaviour on business success, and the inspirational effect of PRMs are key drivers of ethical business intentions as typified by the quote below:

“These positive role models have altered my view of business from just numbers to something that is affecting others apart from the organisation itself. I will try to follow their examples everywhere I go”
An increased awareness of how business impacts other stakeholders and the environment also play a key part for many. As shown in Table 1, NRMs prompted behavioural intentions primarily through awareness of the effect of unethical business behaviour on other stakeholders or from awareness of consequences to the business or themselves. The increased awareness of unethical behaviour often included elements of shock and outrage, and was associated with specific behavioural intentions – typically to vow to avoid such behaviours themselves in their future business life. With respect to NRMs, most behavioural intentions (N = 22) were prompted by normative considerations, with several commenting that their increased awareness of the impacts of business on others led them to feel personally responsible for their choices: 
“It made me realise the impacts that bad business behaviour can have upon all stakeholders and that I should be held accountable for my actions”
Many respondents (N = 17) appeared to be motivated to avoid unethical behaviour for more instrumental reasons:
“The most important outcome of viewing these unethical companies was the fact that it made me realize that under no circumstances I would be unethical. Being unethical in practice means that I would have to accept and suffer all the consequences, something I would definitely not be willing to make in any future business and jeopardize my job!”
Normative beliefs
The proposal derived from the literature (illustrated in Figure 1) that PRMs will increase the descriptive norms of ethical business by emphasizing the prevalence of ethical business, and NRMs will create a descriptive norm of business as typically unethical were both supported. The extent to which descriptive norms regarding business behaviour were affected by the PRMs and NRMS can be inferred from statements relating to changes in trust in business.  As indicated in Table 1, many respondents stated that the NRMs increased their cynicism towards business (N = 30), and several said NRMs confirmed/deepened their existing cynicism (N = 10), indicating that they now believed unethical business behaviour to be more typical:  

“Looking at negative examples has affected my view of business as I feel I may have been quite naive before taking this course”

“My trust in business has definitely been compromised since looking at unethical companies”

Conversely a common response to the PRMs was decreased cynicism/increased trust in business (N = 18), indicating a greater belief that business is ethical:

“Before studying this module I was under the impression that all businesses were just profit driven and out to rip people off, however, my opinion has completely changed and now I see businesses provide people with a living and not all of them are just profit driven but people and the environment are their priorities in relation to the way in which they operate”

No-one said that the PRMs confirmed their existing trust in business, which is consistent with the literature indicating a high level of cynicism among business students. One comment drew attention to the role of PRMs in counteracting cynicism created by the media, and also the behavioural implications of this restored faith:

“Examples of outstanding ethical practices and behaviours initiated by these role models have restored my faith in business.  Due to the intense scrutiny organisations worldwide endure there have been so many negative cases highlighted and reported in the news that my faith in business and the individuals within it had been somewhat damaged.  But with the existence of role models such as Anita Roddick my view of business has become more positive due to her inspiring behaviour both on a personal and organisational level.  Secondly, I am now able to say with confidence that through the positive affects these role models have had on my view of business my future business behaviour has been dramatically transformed”

Consistent with the proposal illustrated in Figure 1 that descriptive normative influence is predominantly unconscious, links between such beliefs and behaviour were often implicit, particularly with respect to NRMs:

“Negative CSR examples have highlighted how many firms are acting irresponsibly. This has highlighted that maybe firms being unethical is just part of business culture, because so many of them are doing it… I feel in business sometimes you need to be cut throat and not act as if you would in your personal life”
There were no explicit links between changes in descriptive norms and behavioural intentions following NRMs, in other words no one explicitly said: “as I now realise business is unethical, I am more likely to behave unethically myself”. However, the influence of descriptive norms is generally subconscious Gockeritz et al., 2010


( ADDIN EN.CITE ; Nolan, Schultz, Cialdini, Goldstein, & Griskevicius, 2008)
. So although we may like to believe that we will always behave as we ought, in fact it is more likely that we will behave the same way we perceive others to be behaving in that context. Little comfort can therefore be drawn from the absence of an expressed link between more negative descriptive norms of business and intentions to behave unethically, as such an expressed link is unlikely, both due to lack of conscious awareness of the factors influencing behaviour in the real (as opposed to hypothetical) world, and also due to an obvious social desirability bias. Having said that, under the cover of the anonymity of the survey, one respondent did highlight a potential unintended consequence of NRMs – s/he seemed to picking up tips on how unethical business behaviour could make one very rich – providing of course one didn’t get caught! 

 “…the Enron case, although shocking, a lot of people made a lot of money. The size of the problem made it so difficult to pin point the blame, and thus many got away with it. I'm not saying I'd go out of my way to produce a second Enron, but if the opportunity came to make millions, then I'm sure many wouldn’t think twice” 

In addition, implicit causal relationships between cynical beliefs and behaviour could be inferred from several comments which highlight the link between descriptive normative beliefs and justifications for unethical behaviour:

“I think just using negative examples are shocking to students, but make it seem like this is common practice in business. The positive examples reinforce that there are actually a lot of companies out there working on ethical standards and so there's no excuse for everyone not to be”

The above comment shows an awareness that a common justification for unethical conduct is that it is unavoidable as everyone does it, and also points to the role of PRMs in undermining such rationalisations. 
NRMs seemed to lead to a stronger injunctive norm regarding appropriate business behaviour, with moral indignation a common response to NRMs (N = 11): 

“This course has made me more aware of the corrupt behaviour that happens in business and from studying it just a small amount it has reinforced my opinion that it is very wrong”

Similarly PRMs appeared to strengthen the moral imperative to practice ethical business (N=10): 

“I believe that after learning about how much companies do to help others, I have a responsibility to do the same”
Perceived Behavioural Control (PBC)/self-efficacy
Responses indicated that exposure to PRMs to increased students’ self-efficacy in the ethical business domain:
“I feel that if I was already in a corporation and I realised that they were behaving unethically I would have more confidence and conviction in raising questions to a manager about it”

Exposure to PRMs made students realise that ethical behaviour is possible. This links to the increased awareness explicitly expressed by over half of respondents that businesses can be both ethical and successful.  PRMs also presented concrete examples of how ethical behaviour can be achieved (N = 24) thus increasing self-efficacy:
 “The positive examples have increased my confidence that it can be done”
“…it helped me feel more positive about the world of business because firms like this have the power to change, and have the willingness to change. It inspires people who have learnt about these success stories as they can come out and do the same. I hope I remember cases like this if I were to find myself part of a company that plundered the world’s resources so that I could remember that changing attitudes may be difficult but not at all impossible”
PRMs were particularly effective in creating self-efficacy in the ethical business domain when real-life speakers shared their ethical business practices in person:
“Hearing from founders of small, recently started organisations on how they behave ethically. A lot of us do entrepreneurship degrees and this is important to show how we can be ethical in our small businesses too” 
Examples from smaller companies can also be easier for students to relate to as it is easier for them to imagine being in a position to make ethically relevant decisions: 
“The positive roles models have given me a broader view of how you can make a difference and smaller things do contribute. Although most of the examples I have come across have been from larger companies; I think that the actions of smaller companies have been more influential in changing my opinion and will make more of a difference in how I conduct myself in my future working life”
In contrast, as shown in Table 1, exposure to NRMs appeared to lower some students’ self-efficacy in the ethical business domain:
“…my personal contribution is shown to be futile when you have large oil companies flaring gas and polluting the Niger Delta”
Relevant factors involved in low self-efficacy were typically that the decisions that lay behind ethical/unethical behaviour were taken high up in the organisation, and they as an employee would have little influence: 
“I do think [the NRMs] were morally and socially unacceptable, however such decisions regarding these issues come from the very top as we have seen which means that they would not be under my control until I reach the very top" 
There was also evidence that self-efficacy was reduced vicariously from observation of others’ failures to act:
“…so many powerful people have been involved and none of them have done anything about it…although I strongly oppose to the phenomenon, I am not sure what I can do if I come across the same situation. Lack of confidence, or just ignore it, hard to say”
These results support the proposal that NRMs can reduce self-efficacy in the ethical business domain, leading to a view that it is difficult and/or futile to attempt to behave ethically in business. 

Ethical Purchasing Behaviour
Many students made specific mention of how the portrayal of business affected their purchasing choices. As shown in Table 1, NRMs give rise to more vows to purchase with ethical issues in mind than the PRMs. Also the type of purchasing intentions differed: while PRMs were more likely to prompt respondents to reward ethical companies/products with their custom, NRMs were more likely to lead to vows to boycott certain companies’ products:

 “My personal research on the Nestle Boycott has made me more aware of the poor behaviour of Nestle, and I have attempted to educate my friends about this”
“I would therefore now consider purchasing from positive examples who are focused on using renewable resources!”
With respect to NRMs, most purchasing intentions were prompted by normative considerations (N = 32), and several (N = 12) commented that their increased awareness of the impacts of business on others led them to feel more accountable and personally responsible for their choices: 
“I now think more about where my food is sourced which I think negative examples achieved more as I found the negative portrayals made me feel compelled to act”
The relationships between the NRMs and behavioural outcomes may be an artefact of the specific stimuli which made students aware of the impacts of cost-cutting on the workers, and so many of their comments reflected this. Nonetheless, this does not detract from the relevance of the results, as they show clearly that raising awareness of the high cost of certain production methods to other stakeholders is an effective means to change behaviour:  
“It was probably the more negative views of business that opened my eyes and made me realise that I need to take responsibility as a consumer because it was more shocking”

The comments indicate that the relationship between exposure to NRMs and integrating ethical issues into purchasing choices is largely due to increased awareness of the consequences of unethical business on others. However, the comment below suggests other reasons why NRMs might have prompted more ethical purchasing statements than PRMs:
“Some of the negative examples of business have affected my attitude towards purchasing choices. In high profile cases that are clearly publicised and where there is an affordable substitute I have switched products. Unfortunately I believe that the positive examples receive far less publicity and therefore it is harder to gain sufficient information regarding products to make an accurate choice as to what to do. It is also often the case that products that are more ethical/environmentally sustainable are more expensive and I am not in a position where I am free to purchase without a significant influence from price”
Indeed, although many respondents showed increased awareness of the role of ethical purchasing, many also assumed ethical goods were more expensive and that finance would constrain their choices.
General Behaviour
While there were very few comments relating to general ethical intentions prompted by NRMS, PRMs (possibly because of the case studies chosen) tended to affect respondent’s attitudes towards the environment and sustainability and to inspire more pro-environmental behaviours such as recycling, using less water and greener transport choices:
“In general, the positive examples of business have had a larger impact than the negative examples on my attitude towards sustainability” 
“Patagonia has affected my attitude towards environmental issues, because it is a company which considers a lot the environment”
“…makes me want to recycle more and create less waste if possible”
Several comments indicated that PRMs had a general effect on their overall behaviour:
“Example has always been regarded as a strong influence and sometimes it is not always clear how people can be more ethical in their lives. By having positive examples and role models it will show us and give us ideas on how we can be more ethical in our own lives as well as educating us”

Both PRMs and NRMs affected career intentions for a few students, with NRMs prompting comments relating to avoiding unethical companies, and PRMs tending to inspire the desire to work for an ethical company or in an ethical role:
 “The positive ethical business behaviours have given me a new view on environmental issues and in particular about working for more green organisations in the future”
Pedagogical Implications
Themes that relate more explicitly to a comparison of the pedagogical effects of PRMs and NRMs are presented in Table 2.

Table 2 about here
The consensus was that both PRMs and NRMs were important – while the NRMs had more impact, the PRMs were necessary to show that unethical behaviour is not the norm: 
“The mix of positive and negative businesses as shown in the classes and lectures in a good mix of both types. Definitely need many examples of both to show how bad it is to behave unethically, then show that unethical practise can be avoided with the examples of positive businesses”
However the increased cynicism generated by the NRMs also influenced responses to the PRMs: 
“The negative examples seemed to rather outweigh the positive, the pure scandal of the corrupt making those that attempt CSR just trying to cover up such negative exposure”  
Summary of Results
Both PRMs and NRMs appeared to increase awareness of ethical issues in business. This increased awareness gave rise to a more positive attitude towards ethical business behaviour, challenging some students’ view that business is (or should be) just about profit maximisation. This change in awareness also affected injunctive norms (i.e. business should be responsible) and descriptive norms (businesses typically are responsible). For many, awareness that business can be both ethical and profitable increased self-efficacy in the ethical business domain. The overall effect was for PRMs to inspire students to follow their example in their future business lives. 
The main outcomes from exposure to NRMs were an increased awareness of the consequences of profit maximising strategies on powerless stakeholders, which was often accompanied by expressed intentions avoid making the same mistakes and to avoid buying from unethical companies. However, some comments indicated that NRMs reduced self-efficacy in the ethical business domain, which according to the TPB, may present a barrier to ethical business behaviour. Findings also demonstrate a high level of student cynicism, consistent with the literature Cole & Smith, 1996


( ADDIN EN.CITE ; D'Aquila, Bean, & Procario-Foley, 2004)
. Whereas 18 respondents volunteered that PRMs increased trust in business, nearly twice as many said that NRMs increased cynicism and a further 10 said that the NRMs confirmed/deepened their pre-existing cynicism (Table 1). Bearing in mind that increased cynicism is associated with less ethical behaviour Baden, 2011


( ADDIN EN.CITE ; Lawson, 2004)
, this suggests that use of NRMs may indeed have unintended consequences. Consistent with the literature Baumeister, Bratslavsky, Finkennauer, & Vohs, 2001()
, NRMs also appeared to have a stronger emotional impact than PRMs, further exacerbating their effects.
Rigour and limitations

The validity of the results depends upon the honesty of the participants and their capacity for self-reflection and recall Liedtka, 1992()
. To minimise social desirability bias, the respondents were assured of anonymity and a spirit of honest reflection was encouraged. However, difficulties in accessing motivations and influences that are semi/sub conscious present an unavoidable limitation. Psychologists have demonstrated that our powers of introspection are inaccurate and subject to ‘introspection illusion’ Pronin, 2009()
. For example, Nolan et al. 2008()
 found that descriptive normative beliefs were both the most powerful predictors of behaviour, and also the most unconscious. For this research, it was hoped that honest self-reflection would be facilitated by informing students five weeks in advance that they would be asked to complete an online survey on their views regarding the effect of positive and negative examples of business practices on their attitudes, beliefs and behaviour.

The external validity of this research methodology is high, as the research question relates to the effect of business ethics education on students; although a potential limitation is that both modules were elective. The extent to which the conclusions are applicable beyond this context to more general management ethics training depend upon the extent to which student responses to PRMs and NRMs are similar to those of managers. Although the intra-psychic dynamics discussed earlier (e.g. expectancy effects, norming effects) are likely to be ubiquitous, it would be of interest to explore the extent to which the power of such social psychological factors to affect behaviour in the business context are affected by levels of maturity, experience and specific contextual factors. Research on ethical decision-making in organisations certainly supports the importance of social norms in influencing behaviour Ferrell & Gresham, 1985


( ADDIN EN.CITE ; Hunt & Vitell, 1986; Treviño, 1986)
. It would also be of interest to explore the effect of the negative media bias with respect to business in the news, films and documentaries on public perception of business and attitudes and intentions regarding ethical business behaviour.
Due to difficulties in measuring ethical behaviour in a real-life context, antecedents of behaviour were explored as a proxy for behaviour. Nevertheless, future research that explored the effects of PRMs and NRMs on actual behaviour would be useful contribution to the literature. A final limitation is that the qualitative nature of the research methodology does not allow a statistical comparison of the effect of PRMs and NRMs on attitudes and behavioural intentions to be made, or any order effects to be quantified. This presents an opportunity for further research to attempt to quantify such effects.

Conclusion

In conclusion, it appears that both PRMs and NRMs can have a positive impact on conscious factors affecting behaviour mediated via awareness, beliefs, injunctive norms and expressed intentions. However, preliminary results from this sample indicate that only PRMs had a positive effect on the potent, but less conscious causal influences on behaviour such as descriptive norms and self-efficacy. The decreased self-efficacy relating to ethical business that appeared to be prompted by the NRMs is worrying as the literature indicates that PBC is one of the most important factors affecting behaviour and, unlike attitudes and norms which affect behavioural intentions, PBC affects behaviour directly Armitage & Conner, 2001


( ADDIN EN.CITE ; Bamberg & Möser, 2007)
. Indeed, based on the literature relating to self-fulfilling prophesies mediated by interpersonal expectancy effects (e.g. the ‘sucker’ effect and ‘mutual trust principle’) increased cynicism and reduced self-efficacy may have the unintended consequence of reducing the likelihood of ethical behaviour.

The tendency for NRMs to increase cynicism and to undermine the belief that business either typically is (or even can be can be) ethical was inferred from the student responses. This finding confirms my personal experience and indeed, as a lecturer in CSR and Business Ethics I had often been surprised by the cynicism of the students and how this undermined their ability to seek more ethical solutions to business dilemmas. 

On one hand the results presented here have offered reassurance that negative case studies can have a powerful and positive impact on students’ attitudes and behavioural intentions. In particular NRMs appeared to have a greater overall impact on students’ current behaviour relating to ethical purchasing than PRMs, by engendering a sense of responsibility and culpability for their choices. On the other hand, fears that NRMs create cynicism, descriptive norms of unethical business behaviour and reduce self-efficacy in the ethical business domain have also been supported by the results. However, as many student reflections express, exposure to PRMs offsets the negative consequences arising from NRMs, making it clear that ethical behaviour can and does exist in reality, thus appearing to increase self-efficacy in the ethical business domain. Counterbalancing NRMs with PRMs also protects against reduced PBC by showing that unethical behaviour is neither necessary nor inevitable in business, also undermining the common justification for unethical behaviour that ‘everybody does it’: 

Recommendations

Implications from this exploratory research are that educators should be extremely careful to ensure a good mix of both PRMs and NRMs of business and strive to avoid creating the impression that ethical business is unachievable or the exception. In addition, as NRMs appear to have a greater emotional impact than PRMs, further research is warranted to determine if the number of PRMs needs to be greater than the number of NRMs in order to have enough impact to counter the cynicism generated by exposure to NRMs. 

There is also a need for more case studies, documentaries and pedagogic material relating PRMs, particularly since common case studies of ethical businesses leaders such as Anita Roddick from Body Shop, Green & Black’s or Ben & Jerry’s have lost some of their potency due to having been bought out Walsh, 2006()
. Similarly, while there are many documentaries and films highlighting unethical business behaviour, there are few to be found that present positive examples of ethical business. Indeed, to help with the process of gathering materials for positive examples of ethical business for this research, the extensive SHED (Sustainability in Higher Education) online community were challenged to come up with examples of modern films or documentaries that portrayed business in a positive light, but a good example is yet to be forthcoming. A couple of students also showed awareness of this general media bias towards NRMs: “The media often publicizes wrong doing while those acting positively are kept in the dark” and “for positive role models to provide significant impact on society there needs to be greater publicity of their successes.”  One solution was to invite speakers from ethical businesses to address the class, and student reflections showed these to be particularly inspiring. 

The argument proposed in this paper is that the focus on wrongdoing in business ethics modules, and social science education more generally, may have the unintended consequence of leading to less ethical working practices as graduates enter their workplace with the belief that ethical behaviour is uncommon and/or impossible in a business environment.  Anyone attempting to influence ethical behaviour (e.g. textbook authors, lecturers) thus needs to walk a fine line between making students aware of possible ethical pitfalls in business, without giving the impression that unethical behaviour is the norm. Thus, this paper calls for researchers and educators to build upon the increasing trend for organisational scholarship to focus on more positive organisational behaviour Cameron, Dutton, & Quinn, 2003


( ADDIN EN.CITE ; Donaldson, 2008; Luthans, 2002; Wright, 2003)
 and to provide a more balanced view of business, offsetting case studies of ethics failures with a stronger focus on positive examples from business that serve both to educate and inspire.

Appendix 1
Positive business examples

1. Mission Statements:  look up/discuss two mission statements of any two corporations.
2. Contrast CSR initiatives from small and large companies: 

a. look up at http://www.wbcsd.org/ to present details of how MNCs are addressing their social/environmental impacts

b. Contrast with small business examples of CSR (e.g. http://www.skollfoundation.org/skoll-entrepreneurs/ http://www.smallbusinessjourney.com/Page30.asp 

3. Check out website http://www.article13.com/  and discuss how two ethical case studies from two different categories contribute to the triple bottom line.

4. Choose any company and look at their CSR/sustainability/ethics report.

5. Do a case study of an ethical organisation: each group member cover one from the list: Interface, The Body Shop, Patagonia, Rabobank, Hermann Miller.  

Negative business examples  

1. Read Concerns and Ethical Lapses 2010 to get an idea of current ethical issues. Then check out a particular issue/allegation from the list below: (e.g. Monsanto suicide seeds, Barclays mis-selling, Hershey supply chain (slave labour), animal cruelty at Kentucky Fried Chicken, Nestle boycott, mis-marketing of drugs, executive remuneration.) 

2. Watch/review ‘The Corporation’ (each group member watched the introduction and a specific chapter).

3. Each group member review a different film (‘Story of Stuff’, ‘Dark Side of Chocolate’, ‘New Rulers of the World’, ‘Pineapples: Luxury Fruit at what Price?’, ‘Big Pharma, Big Bucks’).
4. Watch Enron: Smartest Guys in the Room: each group member discusses a different aspect relating to causes of unethical business behaviour.
5. Case study of Exxon Valdez disaster. 
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� Further evidence that the tone of most business ethics related modules is predominantly negative has come from email discussions on the e-group Sustainability in Higher Education which many lecturers contribute to as a means of sharing information relating to ethics and sustainability education. For example when asked for case studies they used of ethical and unethical businesses and practices, over 80% were case studies of ethics failures.






