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ABSTRACT

The evolution of the IT facilitated the social actions of the consumers by supporting social
communication of the online users. At the same time it help for the consumer to post malicious
comments on the Internet or to spread the unproven news for distorting the public opinion
in the SNSs. Although the number of the consumer unethical behaviors and the estimated
damage of the innocent companies have been increased, a few studies had investigate on
this issue. Based on the literature on the consumer unethical behaviors and the institution
based trust, we had developed the defense strategies against the consumer unethical behaviors.
This study would introduce the new perspective that the consumer could always not be
innocent. Also, the defense strategy developed in this study could contribute to make the
guideline for consumer service manual.
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(Table 1) Black Consumer Behaviors
Requests % Behaviors %

1. Refund with no terms 21.8% | 1. Irrational insistence 30.1%
2. ?S ;i;?o;r(r:l;uré;;i gcs:lpensation for the 9,49 2. Erlzzlggiltlgf to the public 95.6%
3. Refund with no actual damages 19.2% | 3. Contacting to the executives 16.7%
4. The Extended compensation for damages | 20.5% || 4. Accusation to the 3rd parties 10.9%
5. Compensation for the unnecessary medical 96% | 5 Habitual Claims 10.9%

expenses
6. Others 6.4% | 6. Others 5.8%
Sum 100.0% | Sum 100.0%

[3].

Source :
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(Table 2) Prior Studies of Consumer Unethical Behaviors(CUB)

Index Factors Key Findings Sources
Personal | Gender, Age The effect of the gender difference could not | [15, 20, 21,
Traits Incomey etc ’ clearly identified. Age and income level could | 22, 25, 26, 27,
’ significantly affect on the CUB. 38, 44, 48, 571
Socio- Materialism, Machiavellianism, | The difference of the nationality and cultural (13 14 15
cultural idealism, relativism, ethical background could not fully affect on the CUB. 20 ’ % ’ o) ’37
. | integrity, ethics, religion integrity, | Value perception, religion integrity, multi-and | " . 0 _’
Characteri 42, 46, 49, 50,
stics and cultural background cross—cultural engagement of consumers could 51 59, 61]
(i.e. multi-or cross-) etc. affect on the CUB. T
Situational | Identity exposure, social presence, | Identity exposure, social presence, peer re— (12 47 56]
Factors | peer recognition etc. cognition could significantly affect on the CUB. B
Compensation, behavioral control, The vglge perception gnd the compensatloyn [12, 15, 24,
Motives | autonomy. attitude on the service could significantly result in the CUB. Consumer's | 27, 28, 43, 45,
Fovi derzy etc perception on control, autonomy, and risk could | 51, 52, 55, 58,
P ' significantly decrease the CUB. 59, 61]
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Environmental factors
- Value perception and .
Personal traits expectation - Deontological |
- > . evaluation
1 - Values, belief and - Ethical problem
: ethics etc. recognition
: oo o - Deontological norms Ethical
OClo—cultura -3 hi || Ical
: characteristics ) aﬁ:rrr?atlirz/%s K judgment
1 - Religion, legal system —E ted
: and policy etc. xpecte
! consequences
! Organizational climate + Probability N Teleological ]
i + Positiveness evaluation
1 - Norm, guideline, and « Attitude on objects
: enforcement etc.
1
1
l
1
1
! Consequences )
e E L PP of actual Behaviors B‘ethavtleral
behaviors intention
A
Behavioral
control
(Figure1) Hunt-Vitell Theory of Ethics[31], Rearranged
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(Table 3) Incumbent Defense Strategies Against the Consumer Unethical Behaviors

Consumer Service providers

Consumer agency Government

- Detail information

- Education for provision before

consumer ethics purchasing
- Enhancing the - TQM
consumer’s ability to |- Compensation by rules

acquire the relevant |- Active response for
information claims
- legal action

- Education for consumer

- Establishing the general

- Publicizing the dispute

- Refining the legal
mechanisms for
consumer dispute

- Establishing the
regulatory guidelines on
black consumer

- Legal-bonded
punishment on the fraud

ethics

consumer dispute
conciliation guidelines

conciliation guidelines

Source : [3, 4].
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(Table 4) Defense Strategies Added in this Study

Consumer

Service providers

Consumer agency

Government

O Actors
- Voluntary persistent ID
usage and deep profiling

- Publicizing the
sustaining efforts for
quality control and

allowance innovation
. . — 2 f
- Enhancing the social Seall of approval by 3rd
parties

co-presence
- Collaborative filtering by
peer consumers

O Acts
- Claims based on the
ground, data and

- Active communication
with consumers and
promotion in SNS

- Establishing the specific
consumer dispute
conciliation rules

- Prohibition from the

- Establishing the general
contract terms and
damage evaluation
guidelines

- Developing black
consumer control
mechanisms

- Active intervention to
the consumer dispute
conciliation process

- Refining the related legal
act and mechanisms
such as criminal law,
and telecommunication
act etc.

- Refining the consumer
protection act

- Empowerment on the
consumer agency as the
3rd party arbitrator

sourees. extended compensation
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