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Abstract: Since the development of buyer's market structure in most commodity markets, Chinese consumers
become more sophisticated sense of sovereignty, which causes non-ethical behavior on customer marketing
events frequently grab the value of the exposure. As a result, in recent years, Chinese scholars continue to fo-
cus and go deep into the field of marketing ethics. Description, identification, analysis and look ahead the re-
search status, the key themes, research limitations and trends of Chinese marketing ethics, is the core of this
article. To this end, the paper based on the bibliometrics statistics of CNKI database, a more comprehensive
overview of Chinese market ethics’ research status and lack is made, and thus the future prospects and key

themes of Chinese marketing ethics research.
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Table 1. The annual distribution of marketing ethics literature

F1 EHEBHRXBRHEESH

£ STk G £ LBl (%)
1994 2 0.57
1995 2 0.57
1996 8 2.30
1997 12 3.45
1998 7 2.01
1999 12 3.45
2000 9 2.59
2001 10 2.87
2002 23 6.61
2003 21 6.03
2004 42 12.07
2005 36 10.34
2006 61 17.53
2007 52 14.94
2008 51 14.66
Mt 348 100

o [ 22 AT 4 SO AR 1994~2008 451 [A],
LR T A S B TE S 1) SCHR 348 G o AT 1 1
Koladh, b BB A I AR AR ) 22 RFE KRB R =
Brite 55—, 2001 LAY, EABSH B 1%
MrBAL AR 62 K, 3 70, Ak 17.82%.
A OB B TE S P 5] B o E R DLERIA R 5N
IRFEEFE AN T B, FARUFTH K BN B
(2002~2006 7F) o BTSSR LA 2RI A MG, St
AT ITSCR 183 by, 4EI 36 55, HEL 52.59% . W
FESCHR T AW R AR, BF T VR A
LSRR R E AT . 28 =, FEARWFITI g B
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Figure 1. The trends of the number of marketing ethics research
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Table 2. The distribution of core authors
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Table 3. The distribution of core units of marketing ethics research
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Figure 2. The distribution of model of marketing ethics research
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Table 4. The focus and distribution of marketing ethics research

R4 BHEBMRESRETRSHRAR

% FBE 1 o | it on
J5 D] B x5 1995 118 33.9
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Table 5. The prospect and focus of marketing ethics research
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