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1  |  INTRODUC TION

The subject of ethics in business is not new and has been signifi-
cant development over the last few decades (DeTienne et al., 2021). 
However, if we consider the marketing point of view, especially from 
the consumers' perspective, the research on this theme has followed 
a different rhythm.

Related to marketing ethics, Honeycutt et al. (1995) point out 
that ethics in marketing obtained more attention because scholars 
in the ethics field have concluded that marketing is a functional area 
most frequently provoked by charges of ethical transgression. In this 
sense, for example, the work of Javalgi and Russell (2018) carries on 
a literature review related to international marketing ethics because, 
as these authors state, as companies develop business internation-
ally, ethical practices and ethics are increasing themes of interest 

for academics and practitioners. However, most of the research 
effort has focused on the seller point of view of the buyer– seller 
dyad with little attention to consumers (Dodge et al., 1996). As Vitell 
et al. (2001) state, it is at the end of the past century when consid-
erable attention has been given to marketing ethics in areas such as 
adverting, personal selling, pricing and marketing research. All these 
tools seem to be helpful, from the seller's point of view, to promote 
consumers' ethics.

From the consumers' point of view, all facets of consumer be-
haviour (e.g., the purchase, use and disposition of products) have 
an inherent ethical element (Vitell, 2003). The growth in publica-
tions and research on consumer ethics can be explained by several 
factors. Nova- Reyes et al. (2020) state that there is a relationship 
between corporate social responsibility (CSR) and consumer ethics 
research. Thus, the boom in CSR studies has been accompanied by 
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an expansion in the number of studies on consumer ethics (Ferrell 
et al., 2019). Together with this, Newholm and Shaw (2007) point out 
other reasons for this increasing interest in ethical consumer con-
cern, like the intensified media coverage, increased levels of infor-
mation and the superior availability of ‘alternative’ products. In this 
vein, researchers have asked consumers about ethics- related issues 
in their research for a long time ago, but usually, they have not asked 
about their perceptions of consumer practices (Vitell et al., 2001). 
As Newholm and Shaw (2007) state, researchers have become in-
terested in studying this field because of the apparent growth of 
‘ethical consumption’ during the last quarter of the 20th century and 
it is since the last decade of the past century that we can find aca-
demic papers published in Web of Since database. So, “while some 
consumer ethics research certainly existed prior to 1990, the bulk of 
the extant consumer ethics literature has appeared since that date” 
(Vitell, 2003, p. 33).

In sum, as previous literature shows, this concept is of interest to 
academia, and it is relevant to know under which approaches it has 
been studied and together with which other concepts/topics it can 
be studied. For this reason, this paper analyses how consumer ethics 
research has advanced.

The reviewed literature points out that there is still a gap that 
gives scope for research in this issue, which offers opportunities for 
the development of new research lines, and for developing those 
that have emerged. According to Vitell et al. (2001) and Vitell (2003), 
there is a break in marketing ethics literature regarding consumers' 
points of view. Moreover, to our knowledge, and although academia 
offers some literature review related to ethics and business (for 
example, De Bakker et al., 2019; Javalgi & Russell, 2018; Vallaster 
et al., 2019), this is the first attempt to analyse the theoretical evolu-
tion of consumers' ethics considering a comprehensive compilation 
of all prior academic studies. Additionally, this paper applies a bib-
liometric procedure where performance analysis and science map-
ping are employed (Gutiérrez- Salcedo et al., 2018) in this particular 
research field.

Considering previous lines, the main objective is to advance 
knowledge about consumer ethics research, contributing to the 
investigation of the research in this field and offering more infor-
mation about the themes to which it has been related and opening 
future lines of research. To do this, we propose a bibliometric study. 
From the pioneering work of Pritchard (1969) where the classical 
‘statistical bibliographies’ were replaced, there have been relevant 
advances in bibliometrics analyses (Moral- Muñoz et al., 2020).

To achieve this objective, a review of the literature on consum-
ers' ethics has been carried out, following a similar methodology that 
Cobo et al. (2011) and Cobo et al. (2012). In this sense, a bibliometric 
analysis of research into consumer ethics considering all the pub-
lications in Web of Science (WoS) between 1995 and 2021 (May) 
was done, following the work of other authors in the field of ethics, 
such as Michalos and Poff (2013). In this sense, the first paper on 
the search for customer ethics in the WoS database dates to 1995.

Therefore, Section 2 offers the literature review and proposes 
the research questions. Section 3 shows the methodology used. 

Section 4, a bibliometric analysis of customer ethics, tries to answer 
RQ1, and Section 5, a science mapping analysis of customer ethics, 
tries to answer RQ2 and RQ3. The last section shows the main con-
clusions, implications and further research.

2  |  LITER ATURE RE VIE W AND RESE ARCH 
QUESTIONS

According to Tsalikis and Fritzsche (2013) throughout history, there 
have been “unethical” acts (i.e., Christianity has Adam or Cain, or 
Greek philosophers dedicated time and efforts to build on theories 
of ethics), but the study of ethics in business and, specifically, con-
sumer ethics, is more recent. As these authors state, research on 
business ethics and marketing has further grown and varied. In this 
sense, when a researcher wishes to analyse consumer ethics and 
turns to the literature, he/she finds that most of the works that ap-
pear do not refer specifically to consumer ethics. Because as stated 
before and according to Vitell, Lumpkin & Rawwas (2013, p. 448), 
“consumers have often been surveyed in ethics- related studies, but 
usually they have been surveyed regarding their ethical perceptions 
of business and marketing practices, not regarding their ethical per-
ceptions of consumer practices”. In this sense, we can find articles 
that indicate that they do research on consumer ethics, but what 
they actually do is use a sample of consumers to analyse consumer 
perceptions of business practices and not of consumer practices. 
For this reason, investigation into consumer ethics has been reduced 
(Vitell & Muncy, 2013).

In the field of consumer ethics, and according to Vitell et al. (2013) 
and Vitell and Muncy (2013), three major categories of studies re-
lated to consumer ethics can be found: (1) some authors examine 
one element of unethical consumer behaviour (for example, shoplift-
ing or ecologically related consumption), (2) other authors propose 
normative rules, related to ethical aspects, for business and consum-
ers and (3) others focus on rising theoretical and empirical advances 
for thoughtful consumers' ethical decision- making.

Related to the first category, unethical behaviour, we can find 
two kinds of studies. On one side, the first set of studies focuses on 
the ethical/unethical behaviour of consumers towards certain busi-
ness practices, such as the recent studies of Chang and Lu (2019) 
or Huang et al. (2022). Huang et al. (2022) analyse, based on the 
stimulus– organism– response paradigm, how discourtesy among 
employee during customer encounters influence customer citizen-
ship behaviour and opportunistic behaviour. Their results prove that 
these staff misbehaviours during face- to- face encounters cause 
more customers' unethical behaviour (i.e., opportunistic behaviour) 
and less customer permissive behaviour (i.e., customer tolerance of 
employee- induced errors). Chang and Lu (2019) base their study on 
CSR and relationship marketing and propose a framework focused 
on consumer ethical purchasing behaviour. These authors, with 
a sample of 495 consumers, demonstrate the CSR social benefits 
and a good service quality impact, directly and indirectly, on ethi-
cally questionable consumer behaviours in the East Asian retailing 
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market. Additionally, they propose a modification of the scale pro-
posed by Muncy and Vitell (1992) to measure consumer ethics.

On another side, the second group of studies focuses on investi-
gating those consumer characteristics that may explain their uneth-
ical behaviour. In this sense, we can find, for example, the studies 
of Van Kenhove et al. (2003), Singh (2018) or Ribeiro et al. (2020). 
Van Kenhove et al. (2003), with a sample of 59 consumers, explain 
how individual characteristics (age and gender), and relationship 
marketing outcomes (affective commitment and behavioural loyalty) 
influence customer (un)ethical behaviour. The study of Singh (2018), 
with a sample of 426 young consumers in India, test the impact of 
religiosity, spiritual well- being and attitude towards money on the 
ethical beliefs of young consumers. And, in Portugal, the study of 
Ribeiro et al. (2020) investigates the grade of acceptance of and jus-
tifications causing dishonest behaviour related to diverse sectors 
(i.e. health insurance or automobiles).

Within the second category of studies, normative guidelines for 
business and consumers, an outstanding author is Gene Laczniak. 
Together with other colleagues, this author has focused his research 
on this subject. For example, Laczniak and Murphy (2019) proposed 
a theoretical article to highlight the role of normative beliefs in mar-
keting ethics. The authors differentiate between positive and nor-
mative ethics and identify four groups of normative ethical theories 
named consequentialism, duty- based ethics, contract- based moral-
ity and virtue ethics. One year later, Laczniak and Shultz (2021) pub-
lish a conceptual article, where they apply normative ethical theory 
at a macro- level to try to explain a doctrine of socially responsible 
marketing (SRM). Their “conception offers three essential elements 
of SRM— corporate citizenship, stakeholder orientation and so-
cial/ecological sustainability— each of which augers a pro- social 
rather than instrumental- financial approach to marketing practice” 
(Laczniak & Shultz, 2021, p. 201).

Finally, in the third category of studies about consumers' ethics, 
theoretical and empirical basis for understanding consumers' ethi-
cal decision- making, we can find studies that analyse business and 
consumer practices. For example, Lee (2014) carries out a pilot study 
with 55 students from a university in the Midwestern United States 
to analyse the effect of environmental issues in the fashion indus-
try on consumers' purchase behaviours. Her study analyses both 
business and consumers' ethical aspects related to environmental 
issues. Campbell et al. (2015) also study both, business and consum-
ers, through two different studies. First, following a price growth 
because of a fair- trade commitment, they investigate perceived 
fairness and intentions. Second, they evaluate the green attitude– 
behaviour difference in consumer behaviour, adding a real- world 
experiment to examine actual consumer behaviour in opposition to 
said intentions.

Focused only on the consumers' perceptions, we can find the 
work of Riquelme et al. (2016), which used a sample from 409 on-
line and offline consumers. The authors, based on the expectancy 
disconfirmation paradigm and the attribution theory, investigate 
the consequences of consumers' perceptions of retailers' deceitful 
practices on their evaluations of offline and online retailers. Their 

results demonstrate that these perceptions influence on consumers' 
evaluations (i.e., product and retailer satisfaction or word- of- mouth).

In addition, within the field of consumer ethics, the review of the 
literature shows that there are three other sub- fields of research in 
this area: sales, employees and CSR.

Related to sales, we can identify diverse studies that analyse 
unethical salespeople's behaviours. These studies can be classi-
fied into two main groups. The first group includes articles where 
the seller's point of view is considered. In this group, the paper of 
Honeycutt et al. (1995) is the first that appears in the WoS, focused 
on business ethics and a cross- cultural comparison in the automotive 
sector. The second, on the other hand, includes papers that contem-
plate the customer's point of view. In this group, the work of Román 
and Ruiz (2005) is one of the most cited, where the authors study 
how the perception of an ethical salesperson's behaviour can influ-
ence a better- quality relationship between the salesperson and the 
customer.

Other studies analyse the employees, basically focused on the 
unethical behaviour of personnel in contact with customers. One of 
the most relevant works is that of Greenberg (2002) centred on 270 
customer- service representatives. In this paper, the author analyses 
the problem of employee theft considering employee that has ethics 
programmes in their companies and those that do not. Additionally, 
other papers analyse how some organizational policy programmes 
influence employees' ethics. For example, the work of Schwepker 
and Hartline (2005) focused on contact service employees in an in-
ternational context. In this case, the authors conclude that the imple-
mentation of ethical codes and the analysis of ethical issues at work 
improve the internalization of the code, which, in turn, improves the 
perception of the ethical climate, decreases role conflict and raises 
commitment to service quality. Or the work of Scott (2003) through 
interviews with flight attendants, that analyses a person- situation 
pattern of organizational dishonesty. The author states that organi-
zational characteristics affect directly and indirectly (through flight 
characteristics) the probability of dishonesty motivations, grades 
and behaviours.

Related to CSR, there are numerous studies that relate CSR to 
consumer ethics. One of the most recent is the work of Tolentino 
et al. (2019). With a sample of 270 respondents, the authors anal-
yse the effect of a corporation's ethical behaviour on the consumers 
(trust, commitment and loyalty). Their results show that, in ethical 
situations that foster loyalty, the ethics- trust- commitment relation-
ship runs in an integrated way promoting loyalty. Additionally, it is 
possible to find papers, where the focus is on CSR and the issue 
related to ethics is analysed more tangentially. For example, one 
of the most cited works is the paper of Pirsch et al. (2007), where 
the authors propose an exploratory study to analyse two kinds of 
CSR programmes: institutionalized programmes and promotional 
programmes.

In sum, consumers' characteristics, sales, employees and CSR 
appear to be key themes under which consumer ethics research has 
been conducted. These pillars seem to be determinant to under-
stand consumer ethics.
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In view of the above, it can be stated that scientific production 
in this field has shown solid development in multiple issues. There 
is no doubt that scientific journals exemplify maybe the most rel-
evant source of research and added value information and offer a 
new point of reference to perform further research. According to 
Herrera- Viedma, López- Robles, Guallar & Cobo (2020, p. 2), “com-
plete bibliometric analysis thus becomes a key tool to evaluate on-
going actions and research, organizations, countries, sources, and 
researchers”. In this context, this paper tries, mainly, to offer a bib-
liometric analysis of consumer ethics research, reporting authorship, 
production and thematic analysis, from its first publication, on the 
WoS, in 1995 to the present day.

More specifically, this paper state two main objectives: (1) to de-
velop a performance analysis to analyse the impact/visibility of the 
scientific production on consumer ethics (most cited/relevant au-
thors, journals and themes) and (2) to present visually the thematic 
scientific structure of consumer ethics research and its evolution 
over time. To reach them, this paper tries to answer the following 
research questions with a marketing focus:

RQ1: Which (1) authors and (2) journals have achieved 
the highest impact and visibility in the field of con-
sumer ethics?

RQ2: Which themes have achieved the highest im-
pact and visibility in the field of consumer ethics?

RQ3: What are (1) the main themes and (2) their evo-
lution in the field of consumer ethics?

3  |  METHODOLOGY

Following the seminal work of Noyons et al. (1999), and as stated 
before, to answer the research questions and to reach the objec-
tives of this paper, we conducted a bibliometrics study applying two 
main methods: performance analysis and science mapping. The first 
method is used to answer RQ1 (most dynamic and mentioned au-
thors and journals and citation classics: H- Classics) and RQ2 (con-
tent analysis) and the second one is for RQ3 (conceptual evolution 
analysis). In particular, and as explained below, a co- word analysis 
has been carried out.

3.1  |  Co- word analysis

Literature states that, in any field of scientific research, co- word 
analysis is a robust and useful bibliometric method for detecting, 
explaining and picturing the relations between themes, keywords 
and terms (Del Barrio- García et al., 2020; Nova- Reyes et al., 2020). 
This tool identifies the subsequent phases: (a) bibliometric data 
retrieval, (b) data handling and abstraction, (c) normalization and 
estimation of bibliometric indicators, (d) mapping, (e) assessment and 

(f) visualization of science maps and thematic networks (Cobo, 2011). 
In sum, a content analysis technique, whose methodological 
foundation is the idea that the co- occurrence of keywords explains 
the contents of the documents in a file, was used (Callon et al., 1991).

Although there is different software for science mapping anal-
ysis, this paper applies SciMAT because it allows to carry out of 
performance analysis and science mapping and because of its advan-
tages related to obtaining, analysing and showing the data (Herrera- 
Viedma et al., 2020).

This programme offers scientific maps through the study of the 
keywords' co- occurrence that describes each article (Nova- Reyes 
et al., 2020) and allows to (1) know their social, intellectual, cognitive 
and conceptual frameworks and (2) analyse their structural evolu-
tion (Cobo et al., 2012). Each cluster can be described by two di-
mensions: centrality (interaction of a network with other networks) 
and density (inside the intensity of the network) (Callon et al., 1991). 
This value shows the development of the subject. The expressions of 
both concepts are as follows (Callon et al., 1991):

k keyword that belongs to the theme, h keyword that belongs to 
other themes.

i and j are keywords that belong to the theme and w are the num-
ber of keywords in the theme.

Considering both parameters, a field of research can be mapped 
on a two- dimensional strategic diagram with those parameters 
(Figure 1) and grouped into four categories (Küster, 2020; Nova- 
Reyes et al., 2020):

• Motor themes (I): Show a robust centrality and high density. It 
means that can be considered well- established and essential for 
the research field in question.

• Basic/general/transversal themes (IV): They are relevant and sta-
ble for a research field, but they are not very established.

• Marginal themes/Emerging or declining themes (III): They are not 
very developed and are marginal. These themes correspond to 
emerging or disappearing themes. They show little density and 
centrality.

• Peripherical themes/Highly developed and isolated themes (II): 
They show present very well- established internal connections, 
but their external networks are irrelevant.

As Del Barrio- García et al. (2020) state, the keywords and their 
interconnections are represented in one graph called the “thematic 
network” where spheres symbolize all the keywords and their co- 
occurrences. The size of the spheres is related to the number of doc-
uments associated with each keyword and the citations' number, and 
the thickness of the connection between the two spheres is propor-
tional to the co- occurrence of both (Nova- Reyes et al., 2020). In this 

Callon centrality = c = 10
∑

ekh

Callon density = d = 100
∑ eij

w
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sense, and following Vila and Küster (2021), the simple center algo-
rithm was chosen to create a scientific map. To do this, the keywords 
of the documents were previously classified. In this sense, the algo-
rithm studies the similarity between documents considering their key-
words' co- occurrence values. The normalization of the co- occurrence 
values allows for estimating the similarity between two keywords. For 
example, a high value indicates that a keyword usually co- occurs with 
the same keyword, even if the keyword presents low frequency. This 
paper uses the equivalence index as a determinant of similarity to 
standardize a bibliometric network (Vila & Küster, 2021).

Completing the previous analysis, and following Herrera- Viedma 
et al. (2020)'s proposal, the present paper also tries to identify 
the highly mentioned articles. In this sense, we use the H- Classics 
(Martínez et al., 2014). This index can be defined as “H- Classics of 
a research area ‘A’ could be defined as the H- core of ‘A’ that is com-
posed of the ‘H’ highly cited papers with more than ‘H’ citations re-
ceived” (Martínez et al., 2014, p. 8).

In sum, and according to previous works (Del Barrio- García 
et al., 2020; Nova- Reyes et al., 2020), this study follows the subse-
quent steps: (1) data collection and analysis, (2) bibliometric analysis 
and (3) science mapping analysis.

3.2  |  Data collection and analysis

The sample was formed from all the documents in the major com-
pilation of WoS for the period 1995– 2021 (May) because the first 

scientific article in this database about consumers' ethics dates from 
1995. This database is one of the most important repositories of sci-
entific publications in the areas of science, social sciences and arts 
and humanities with more than 18,000 high- impact journals (Baier 
Fuentes et al., 2018). The WoS database has been used in previous re-
cent works (for example, Montero- Díaz et al., 2018; Rodríguez- López 
et al., 2020; Vila & Küster, 2020, 2021), because it is considered the 
most relevant repository of scientific publications in different fields 
as social sciences (Baier Fuentes et al., 2018). Additionally, the WoS 
database has the oldest temporal coverage (from 1900) and the total 
number of records exceeds 90 million (Moral- Muñoz et al., 2020).

In this sense, we consider the contributions in the social science 
field and the articles related to consumer ethics in the WoS. The 
publications containing the word “customer ethics” and the word 
“consumer ethics” were used. Thus, this selection yields a total of 
568 papers. After the filtering process, where duplications and doc-
uments unrelated to consumer ethics were eliminated, we have a 
final sample of 567 papers (h- index = 50; total citations = 8642). 
Next, the data were introduced into SciMAT software, containing 
information for each paper related to the source, title, authors, ab-
stract, keywords, citation count, year, etc.

After a review process, 1318 keywords were selected, out of 2569 
keywords, to delimit the study. In this sense, we completed a normal-
ization procedure to merge singular and plural forms (e.g., ‘ethic/ethics’) 
and to transform acronyms into their complete forms. We employed 
words frequently used by previous theoretical and bibliometric reviews. 
We also carry out a semantic for grouping together words that appear 
in different ways (keeping the meanings unchanged). Some keywords 
were eliminated for being meaningless, and others were discarded (stop 
group true) for being too generic or for being outside the scope of busi-
ness. To make simpler the identification of different thematic groups 
and ensure a better results’ presentation, ‘customer ethics’ was not 
considered. Must be noticed that a keyword is considered a thematic 
area if it shows five times or more and if co- occurrence frequency is at 
least three times (Del Barrio- García et al., 2020).

After this and following Herrera- Viedma et al. (2020) to prevent 
data uniformity, the complete period of years was divided into two 
consecutive periods. Because of the reduced number of publications 
in the initial years, we decided to split the study period (1995– 2021, 
May) into three comparable consecutive periods, where there has also 
been a minor growth in the number of publications: 1995– 2012 (199 
papers), 2013– 2016 (164 papers) and 2017– 2021 (May) (204 papers).

4  |  BIBLIOMETRIC ANALYSIS OF 
CUSTOMER ETHIC S (RQ1)

To answer RQ1, it is necessary to analyse the most dynamic and 
mentioned authors and journals. It is useful to evaluate the progress 
of the research field, but also and following the proposal of Martínez 
et al. (2014), it is interesting to analyse the H- Classics. For this rea-
son, we follow two steps: first a quantitative analysis of the authors 
and journals and a second analysis using the H- Classics.

F I G U R E  1  Strategic diagram. This figure presents the two- 
dimensional strategic diagram where themes are classified into 
four groups (motor themes, basic and transversal themes, highly 
developed and isolated themes and emerging or declining themes), 
as a function of two variables: density and centrality. Callon et al. 
(1991). [Colour figure can be viewed at wileyonlinelibrary.com]
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4.1  |  Most dynamic and mentioned 
authors and journals

To answer RQ1.1, Table 1 shows the most dynamic and mentioned au-
thors, according to the WoS. Schwepker (7 publications and 227 citations) 
is the most productive author and Jaramillo (6 publications and 281 cita-
tions) is the most cited. It should be noted that some of these authors 
work together. For example, among the authors with the highest number 
of papers, 3 research teams can be identified: (1) Arteaga, Gallarza and 
Gil- Saura, (2) Iglesias, Markovic and Singh and (3) del Bosque and Pérez.

To answer RQ1.2, Table 2 shows the 19 journals with the great-
est number of publications in customer ethics during the period from 
1995 to 2021 (May); highlighting the diversity of the journals where 
researchers have published their studies on this theme. Perhaps be-
cause of the journal's specificity, The Journal of Business Ethics is the 
one with the highest number of publications. The Journal of Business 
Research and the Journal of Personal Selling & Sales Management fol-
low it, with 15 and 12 publications each. In the 20th position is a 
group of 13 journals with 3 publications each.

Considering these results, the most prominent authors and pub-
lications in terms of citations according to the h- index (based on the 
H- Classics method) are discussed below because this index helps 
as an unbiased criterion for finding classic papers in any field of re-
search (Herrera- Viedma et al., 2020).

4.2  |  Citation classics

As stated before, based on the H- Classics method, the h- index has 
been used to identify the most relevant publications and authors 
related to the research on customer ethics.

In our database, the search on ‘consumer ethics’ presents an 
h- index of 50, with a total of 8642 times cited (8231 without self- 
citations) and 15.21 as the average of citations per article. Figure 2 
shows the total number of citations and the distribution of the most 
prominent classic publications from 1995 to 2021 (May).

As Figure 2 and Table 3 show, the most relevant publications be-
long to period 1 (1995– 2012) with the highest number of citations. 
There are references that continue to be cited after its publication. 
The high number of citations is due to the time elapsed since publi-
cation. In addition, some of these papers have laid the foundations 
for the development of research in this field. Additionally, Table 4 
underlines the 10 authors with the highest numbers of publications, 
considering their h- index. These authors have published not just on 
customer ethics themes, but also in other research fields.

5  |  SCIENCE MAPPING ANALYSIS OF 
CUSTOMER ETHIC S (RQ2 AND RQ3)

To answer RQ2 and RQ3, we have carried out two complementary 
analyses: a content analysis and a conceptual evolution analysis.

TA B L E  1  Most dynamic and mentioned authors.

Author Publications Citations

Schwepker, CH 7 227

Gallarza, MG 7 88

Arteaga, F 6 84

Jaramillo, JF 6 281

Gil- Saura, I 5 87

Perez, A 5 177

Iglesias, O 4 172

Markovic, S 4 172

Singh, JJ 4 172

Agarwal, J 4 121

Roman, S 4 273

del Bosque, IR 4 174

Harris, LC 4 187

Note: This table shows the most productive and cited authors, ordered 
by the greatest number of publications. It is interesting to observe the 
number of citations.

TA B L E  2  Journals with the highest numbers of publications.

Journals Publications

Journal of Business Ethics 72

Journal of Business Research 15

Journal of Personal Selling & Sales Management 12

Journal of Islamic Marketing 7

Sustainability 7

International Journal of Bank Marketing 7

International Journal of Hospitality Management 6

International Journal of Contemporary Hospitality 
Management

6

Journal of Services Marketing 6

European Journal of Marketing 5

Journal of Business & Industrial Marketing 5

Social Responsibility Journal 5

Journal of Marketing Management 5

Journal of Retailing and Consumer Services 4

Corporate Social Responsibility and Environmental 
Management

4

Marketing and Management of Innovations 4

Marketing Theory 4

Business & Professional Ethics Journal 4

Geneva Papers on Risk and Insurance- Issues and 
Practice

4

Note: This table offers a list with the journals with the highest number 
of publications related to customer ethics. In this sense the Journal 
of Business Ethics has the highest number of publications, followed 
by Journal of Business Research and Journal of Personal Selling & Sales 
Management.
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5.1  |  Content analysis (RQ2)

To answer RQ2 and following Cobo et al. (2013), for the three 
periods, we used three kinds of bibliometric indicators to carry on 
our content analysis: (1) the number of published records, (2) the 
number of obtained citations and (3) the h- index (Table 5).

First, considering the number of published documents (Table 5), 
CONSUMERS is the theme with the greatest number of documents 
in Period 1 (53 documents) that continue to be a relevant theme 
also in Period 2 (37 documents) and Period 3 (46 documents). 
In the 3 periods, it is the theme most investigated. CONSUMER 
SATISFACTION is the second theme with the second- highest num-
ber of publications, in Period 3. There are some themes that appear 
in one period but not in other periods. For example, the study of 
BELIEFS was a relevant theme in Period 1 that was changed by the 
study of ATTITUDES in Period 3.

Second, related to the largest number of citations per theme, 
in Period 1, the most mentioned theme is CONSUMERS (2142 ci-
tations), followed by CORPORATE- SOCIAL- RESPONSIBILITY (949 
citations). In period 2, the order is the opposite, CORPORATE- 
SOCIAL- RESPONSIBILITY (805 citations) and CONSUMERS (482 
citations). In Period 3, CONSUMERS is, again, the most cited theme 
(415 citations), followed by CORPORATE- SOCIAL- RESPONSIBILITY 
(265 citations). Must be noticed that, as has been stated before, con-
sumer ethics and corporate social responsibility are two themes that 
have been mostly studied together. That is, many studies analyse 
the consumers' perceptions of the corporate social responsibility of 
the firms.

Third, focusing on the h- index, Table 1, Figure 3 and Figure 4 
present the progress of themes:

• In Period 1, CONSUMERS is the main theme (h- index = 28), fol-
lowed by CORPORATE- SOCIAL- RESPONSIBILITY (h- index = 14), 
JOB (h- index = 13) and SATISFACTION (h- index = 12). The first 
theme represents a motor theme that promotes the research in 
this field, together with satisfaction and job, while the second, 
CSR, represents a basic and transversal theme that begins to take 
centre stage, but is not very well- developed.

• In Period 2, CORPORATE- SOCIAL- RESPONSIBILITY represents 
the main theme (h- index = 17), followed by SALES (h- index = 13) 
that did not appear in Period 1 and CONSUMERS (h- index = 12). 
In this period, CSR, sales, consumers and ONLINE are the motor 
themes. Must be noticed that there are no high- developed and 
isolated themes and basic and transversal themes in this period.

• In Period 3, again as in Period 1, CONSUMERS is again the 
theme with the highest visibility (h- index = 11). The position of 
CORPORATE- SOCIAL- RESPONSIBILITY (h- index = 8) indicates 
that this is consolidating as a relevant theme in the field of con-
sumer ethics. The studies in this field are consolidated and pres-
ent strong links.

Figure 3 shows three strategic diagrams that summarize the 
most relevant themes within the customer ethics literature for each 
period, based on their density and centrality.

During Period 1 (1995– 2012), five motor research themes linked to 
customer ethics could be identified. These motor themes can be use-
ful to understand consumer ethics (CONSUMERS, SATISFACTION, 
E- COMMERCE, JOB and MANAGEMENT). Together with the basic 
and transversal themes, these are considered key themes because 
of their contribution to the scientific knowledge of consumer ethics. 
As stated before, CORPORATE- SOCIAL- RESPONSIBILITY is consid-
ered a basic and transversal theme that could be considered relevant 
for this research field. It is a relevant theme for the research field, 
but it is not well- developed yet. Not in vain, CSR becomes a motor 
theme in the following periods.

In Period 2 (2013– 2016), 4 of the 7 issues identified can be con-
sidered relevant themes (CORPORATE- SOCIAL- RESPONSIBILITY, 
SALES, CONSUMERS and ONLINE) and the other 3 are considered 
emerging or declining themes (BUSINESS, QUALITY and WORK). 
Notice that the CORPORATE- SOCIAL- RESPONSIBILITY theme, 
which in the previous period was not yet a very developed theme, 
is now considered well- developed and important for the structur-
ing of the research field, a fact that is confirmed by the number of 
publications and their relevance. So, this theme (the presence of 
CORPORATE- SOCIAL- RESPONSIBILITY in a company) seems to be 
key to understanding consumer ethics in this period.

F I G U R E  2  Distribution of most 
prominent publications along the time. 
In this figure, we can observe the total 
number of citations and the distribution 
of the most relevant classic publications 
from 1995 to 2021. In this sense, the most 
relevant publications belong to period 1 
(1995– 2012) with the highest number of 
citations. [Colour figure can be viewed at 
wileyonlinelibrary.com]
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Period 3 (2017– 2021, May) offers 12 themes. The most rele-
vant themes are related to CONSUMERS, CORPORATE- SOCIAL 
RESPONSIBILITY, ORGANIZATION, EXPERIENCES, ATTITUDES 
and PRODUCT. Compared with the previous periods, CUSTOMER 
SATISFACTION, ORGANIZATION and EXPERIENCE appear as 
motor themes, and other themes disappear. Additionally, PRIVACY 
presents highly established inner connections, but its external con-
nections are irrelevant. It means that privacy represents an isolated 
theme in the consumer ethics field of research, which can be also 
a helpful term to better explain ethical consumption from its own 
approach As Figure 3 and Figure A1 in Appendix show, we can ob-
serve that in comparison to previous periods, there is a marketing 
focus in the studies of consumer ethics in period 3. That is, the role 
of marketing becomes determinant to explain ethical consumption 
nowadays. As our results show, consumers, experiences, attitudes 
and consumer satisfaction are well- developed and relevant themes 
that are investigated together and related to other aspects such as 
marketing and brand strategies.

Figure 4 shows the overlapping map with the number of key-
words in each period. As it shows, the keywords have increased (from 
519 in Period 1 to 725 in Period 3). This indicates that the research-
ers have focused their research, at each moment, on diverse aspects. 
It is observed that in the first period there are 719 keywords, 223 
of which are collected also in the second period, and, in this second 
period, there are also 352 new words that were not collected in the 
first period. In the second period, there are 578 keywords, 255 from 
the previous period and 459 that appear new. These results indicate 
that this field of research is a field that continues to show interest in 
the scientific community, seeking to advance knowledge in this field 
by studying additional topics and concepts.

5.2  |  Conceptual evolution analysis (RQ3)

As Martínez et al. (2014) state, the themes identified in each period 
were analysed together through their theoretical evolution, i.e., by A

ut
ho
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TA B L E  4  Authors with the highest h- index.

Authors h- index Citations

Perez, A 24 177

del Bosque, IR 24 174

Harris, LC 22 187

Schwepker, CH 18 227

Gil- Saura, I 17 87

Roman, S 17 273

Jaramillo, JF 10 281

Markovic, S 15 172

Iglesias, O 14 172

Gallarza, MG 12 88

Note: This table could be related to Table 3. In this case, this table 
shows the authors with a highest h- index and the number of citations, 
two related variables.
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finding the common words and how they change over time. In this 
sense, and to answer RQ3 (1. Main themes and 2. Evolution), we have 
carried out a conceptual evolution analysis considering the themes 
of the three consecutive time periods as input (Figure 5).

Figure 5 illustrates the conceptual evolution map where the 
volume of the spheres is related to the number of publications in 
each theme (density), and the thickness of the lines indicates the 
linkage with other themes (centrality) and is proportional to the in-
clusion index. In this sense, the solid lines reveal a thematic nexus, 
that is, if the two linked themes share the same name, or if the name 
of one theme is part of the other. A dotted line indicates that the 
linked themes share keywords that are not the names of the themes 
(Murgado- Armenteros et al., 2015, p. 536).

It is interesting to see the evolution of certain themes, especially 
those that have proven to be more relevant within the field of ethics 
research. As Figure 5 shows, two main themes (CONSUMERS and 
CORPORATE- SOCIAL RESPONSIBILITY) have aroused the interest 

of researchers over the three time periods in the field of consumer 
ethics. The first one, CONSUMERS, focuses on research where the 
interest is the consumers as subjects; that is, these publications anal-
yse consumers’ attitudes, values, intentions, behaviours, trust and 
brand perceptions. This theme has remained stable over the three 
periods. During the last period, the interrelation between the terms 
became stronger, for example, between consumers and attitudes.

The second one, CORPORATE- SOCIAL RESPONSIBILITY, is 
more concerned with researching company strategies and policies 
aimed at implementing corporate- social responsibility. They use the 
customer's point of view as a sample of their studies. As with the 
above theme, CSR remains stable over the three periods. Although 
this theme has been used to investigate CSR and its effects on busi-
ness, in the last period, as Figure 5 shows, CSR gave rise to consumer 
satisfaction as another relevant theme. In this sense, CUSTOMER 
SATISFACTION was an emergent theme in Period 1, but in Period 2 
does not carry enough weight to be a relevant research theme. It is in 

TA B L E  5  Performance measures (bibliometric indicators) for 3 periods of time.

Themes

1995– 2012 2013– 2016 2017- 2021(may)

Doc. 
count H- index Sum. citation

Doc. 
count H- index Sum. citation Doc. count H- index Sum. citation

Attitudes – – – – – – 14 5 90

Beliefs 7 6 152 – – – – – – 

Business – – – 16 9 315 – – – 

Conceptualization – – – – – – 10 4 113

Consumers 53 28 2142 37 12 482 46 11 415

Corporate- social- 
responsibility

17 14 949 45 17 805 38 8 265

Consumer- 
satisfaction

4 3 101 – – – 30 9 283

E- commerce 13 6 193 – – – – – – 

Job 22 13 714 – – – – – – 

Experiences – – – – – – 18 5 123

Management 7 7 249 – – – – – – 

Models 8 7 348 – – – – – – 

Online – – – 15 10 339 – – – 

Organization – – – – – – 42 7 173

Quality – – – 14 9 287 – – – 

Perspectives – – – – – – 10 4 55

Privacy – – – – – – 13 5 130

Product – – – – – – 16 6 112

Reputation – – – – – – 5 3 19

Sales – – – 21 13 461 8 5 86

Satisfaction 18 12 790 – – – – – – 

Social- responsibility 6 5 286 – – – – – – 

Values 9 8 296 – – – – – – 

Work – – – 4 4 197 – – – 

Note: This table shows the values for three bibliometric indicators (number of published documents, number of received citations and h- index) for the 
three analysed periods to help in the identification of (1) the number of published documents, the (2) number of received citations and (3) h- index the 
most relevant themes.
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period 3 when it becomes a motor theme. So, this theme is analysed 
jointly with CSR.

More information on the relationships between these two 
themes with other research themes is provided in the Appendix 
(Figure A1).

In addition, there are other themes that have undergone a dif-
ferent evolution. For example, SATISFACTION arose in the first 
period as a motor theme and moved towards QUALITY in the sec-
ond period as an emerging theme that evolves to studies focused 
on EXPERIENCES in Period 3 (see the evolution map in Figure 5). 
Or, for example, E- COMMERCE, which appears as a well- developed 
and relevant theme in Period 1 evolves to ONLINE (another motor 
theme). In Period 3, these studies gave rise to PRIVACY as an iso-
lated theme. This is not a very well- defined area in terms of thematic 
coherence and probably arose as a result of major changes in the 
market situation.

In sum, during these three periods, the field of consumer ethics 
has grown exponentially and represents a field of study in vogue. 
As we have presented before, the research focuses on consumers' 
characteristics, CSR business policies and employees. So, these 
three pillars seem to be the basis of ethical consumption. Our lit-
erature review shows that the main themes with the greatest con-
tinuity since its emergence focus on the consumer profile and CSR. 
Regarding CSR, attention is dedicated mainly to issues related to 
strategies (in the three periods), stakeholders (in the three periods) 
and their relationship with business ethics (Period 3). Related to con-
sumers, ethical/unethical behaviour and normative issues have been 
the more analysed themes, particularly in Periods 1 and 2. Regarding 
the employees, the studies focus mainly on salespeople.

6  |  CONCLUSIONS AND DISCUSSION

The present paper tries to offer the evolution of customers' ethics 
research over time, considering the publications on the WoS, the 
most important repositories of scientific publications in the areas 
of science, social sciences and arts and humanities (Baier Fuentes 
et al., 2018).

6.1  |  Theoretical implications

As stated before, the literature underlines that there is still scope 
for research in the field of consumer ethics because there is a gap 
in marketing ethics literature regarding consumers' points of view. 
In this sense, and following a similar methodology that previous 
studies (Vila & Küster, 2020, 2021), this paper contributes to the lit-
erature in two main ways. First, it represents the first bibliometric 
study on customer ethics since the first publication in 1995 on the 
WoS, following a rigorous methodology. Second, this paper applies 
the two methods available in bibliometrics studies: performance 
analysis and science mapping. And third, the use of SciMAT soft-
ware with a great preprocessing and exporting capabilities, and the 

visualization through the strategic diagram and thematic areas, has 
allowed to focus deeply on some specific research topics (Moral- 
Muñoz et al., 2020).

With a final sample of 567 papers (h- index = 50; total cita-
tions = 8642) from the WoS database and the results reached, we 
can point out the following theoretical implications.

First, the search in the WoS database offers, under the theme 
of customer ethics, publications that really do not focus on this 
theme. For example, when we search for articles about customers' 
ethics in the WoS, the platform proposes the work of Honeycutt 
et al. (1995) as the first article published on the subject at the WoS. 
However, a deep reading of the article reveals that the authors do 
not really analyse issues related to customers' ethics, but rather 
this paper is a study about salespeople's ethics in two countries: 
the USA and Taiwan. Something similar happens with the work of 
Thumin et al. (1995), where they analyse the perceptions of diverse 
kinds of employees (professionals and academics) regarding ethical 
behaviour, but considering also many other concepts. Or the study 
of Williamson and Jauch (1995) that focuses on the need to analyse 
ethical decision- making in health care management. In this sense, 
none of the 3 papers that appear on the WoS in 1995 considers spe-
cifically consumer ethics per se. Thus, the first article appearing in 
WoS where consumers' ethics are really analysed is that of Dodge 
et al. (1996). The authors use a sample of 532 consumers and assess 
15 several circumstances that reflect questionable behaviours by 
consumers.

Second, we can observe that there is a link between consum-
ers' ethics and corporate social responsibility (CSR) research (Nova- 
Reyes et al., 2020). In this vein, the three periods identified in this 
paper are in line with the proposal of Nova- Reyes et al. (2020). 
Recent research has followed a similar pace in both fields in terms of 
the number of publications as far as many of the articles that analyse 
CSR, also consider ethical aspects.

Third, two main areas/fields of research can be highlighted in the 
3 periods. One related to consumers and another related to corpo-
rate social responsibility. But, if we analyse the centrality between 
both themes, it is low. Even more, there is not a strong relationship 
between these two themes. Despite this, it is possible to find studies 
that analyse the effect of CSR on consumers. For example, the work 
of Pirsch et al. (2007), the most cited publication in Period 1; where 
the authors carry on an exploratory study with 179 consumers to 
analyse the impact of two kinds of CSR tools (institutionalized and 
promotional programmes) on consumers' attitude to the organiza-
tion, consumer scepticism and consumer loyalty. Additionally, they 
study the ethical and managerial implications.

Fourth, and related to consumers, the focus has been the study 
of consumers as subjects; that is, the publications analyse their at-
titudes, values, intentions, behaviours, trust and brand perceptions 
related to ethical aspects. During the three periods, the number of 
publications has increased, denoting that it continues to be a rele-
vant research theme for customer ethics research.

For example, in Period 1, the work of Joergens (2006) stands out. 
The author conducts her research using focus groups with young 
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Period 1: 1995-2012

Theme Centrality
Centrality 
range

Density
Density 
range

E-commerce 55.32 0.82 48.09 1

Satisfaction 64.78 0.91 26.48 0.91

Consumers 82.14 1 20.17 0.64

Job 52.79 0.73 21.91 0.73

Management 45.97 0.55 22.16 0.82

CSR 52.4 0.64 11.1 0.45

Models 45.88 0.45 7.59 0.36

Beliefs 21.64 0.09 11.44 0.55

Social-

responsibil
37.33 0.36 4.58 0.18

Values 33.1 0.27 4.77 0.27

Consumer-

satisfaction
28.87 0.18 1.11 0.09

Period 2: 2013-2016

Theme Centrality
Centrality 
range

Density
Density 
range

Sales 44.07 0.71 33.06 1

Online 35.53 0.57 31.13 0.86

CSR 50.93 0.86 21.56 0.71

Consumers 52.22 1 11.33 0.57

Business 33.91 0.29 10.23 0.43

Quality 35.19 0.43 5.88 0.29

Work 10.38 0.14 4.23 0.14

 
Period 3: 2017-2021 (May)

Theme Centrality
Centrality 
range

Density
Density 
range

Corporate-social-

responsibility
75.22 0.92 18.29 1

Organization 63.63 0.75 16.21 0.75

Consumer-satisf 76.68 1 17.24 0.83

Experiences 49.16 0.67 18.11 0.92

Consumers 69.64 0.83 10.9 0.5

Privacy 30.15 0.25 15.18 0.67

Conceptualization 40.84 0.42 6.53 0.25

Perspectives 34.88 0.33 9.52 0.42

Attitudes 42.78 0.5 13.07 0.58

Sales 28.89 0.17 7 0.33

Product 46.09 0.58 5.79 0.17

Reputation 19.27 0.08 5.52 0.08
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people between 18 and 26 years old in Germany and UK. The aim 
of her study is a better understanding of ethical fashion consump-
tion. One of the main conclusions is that consumers think that they 
are often unable to make an ethical choice. Hence, they need more 
information to let them make better ethical judgements, and fashion 
companies can play a determinant role.

One interesting work in Period 2 is the one of Greenbaum 
et al. (2014), where the authors analyse the impact of unethical cus-
tomers’ behaviours on employee emotional exhaustion. They carry 
out two studies: one using multisource field data from customer- 
service professionals in a variety of industries, and the other uses 
multisource, longitudinal field data from governmental employees.

F I G U R E  4  Overlapping map. Evolution 
of the themes from period 1 to period 3. 
This figure shows the overlapping map 
where we can observe the evolution of 
the keywords in the three periods. This 
map probes the increased interest on 
customer ethics.

F I G U R E  5  Conceptual evolution map 
of themes used to explain consumer 
ethics. This figure shows the concept 
evolution map, where we can observe the 
evolution of the main relevant themes 
through the periods analysed. The size of 
the spheres is proportional to the number 
of publications (density) and the thickness 
of the lines indicates the linkage with 
other topics (centrality). [Colour figure can 
be viewed at wileyonlinelibrary.com]

1995-2012   2013-2016         2017-2021   

F I G U R E  3  Themes with the highest impact/ visibility and evolution (h- index). This figure presents three strategic diagrams that 
summarizes the most important themes within the customer ethics literature for each period. Additionally, we have added, in each strategic 
diagram a table with the centrality and density indicators of each theme. The most prolific themes can be considered helpful tools to 
understand ethical consumption. [Colour figure can be viewed at wileyonlinelibrary.com]

 26946424, 2023, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1111/beer.12558 by U

niversitat D
e V

alencia, W
iley O

nline L
ibrary on [21/11/2023]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense



1166  |    KÜSTER and VILA

In Period 3, Nadeem et al. (2020) test their proposed model with 342 
Generation Y consumers. Their model is built on social support theory, 
relationship quality theory, value co- creation and marketing ethics liter-
ature and their results show that social support impacts ethical percep-
tions, which, in turn, affect value co- creation and that ethical perceptions 
also impact consumers' trust, commitment and satisfaction.

Fifth, we can observe the evolution of the research themes. 
Some of them have disappeared, while others have gained promi-
nence in recent publications. In the first group, themes like beliefs, 
e- commerce, management or models that were relevant in Period 1, 
cease to be so in the following periods. In the second group, themes 
like attitudes, conceptualization, privacy or reputation became rele-
vant themes for customer ethics research.

Sixth, there is a link between the most prolific and most men-
tioned authors (Schwepker, Gallarza, Arteaga, Jaramillo, Gil- Saura, 
Perez, Iglesias, Markovic, Singh, Agarwal, Roman, del Bosque and 
Harris), which suggests the quality and balance of the publications 
studied. Moreover, the most prolific countries (USA, England, Spain, 
Australia, China, India, Canada, Germany, Taiwan Malasya, Romania) 
and the most prolific organizations/institutions (University of 
Valencia, North- eastern University, University Central of Missouri, 
University Texas Arlington, Bucharest University) mirror the situa-
tion of the key agents in this research field.

Seventh, and finally, there is a specialized publication that con-
centrates part of the research on customer ethics, the Journal of 
Business Ethics. But there are two other journals, one more generalist 
(Journal of Business Research) and the other more specialized (Journal 
of Personal Selling & Sales Management), which have also collected 
much of the research on this subject.

In sum, this paper attempts to provide an overview of the scien-
tific contributions to what the authors have called consumer ethics. 
A detailed study of these contributions shows that this issue is not 
always discussed. As stated before, two main themes can be iden-
tified: consumers and CSR. Additionally, during the last years, some 
studies show the relationship between branding strategies and eth-
ics, and their impact on consumers' perceptions and behaviours (i.e., 
Hunt, 2019; Tolentino et al., 2019).

6.2  |  Practical implications

Based on the findings and theoretical implications, this paper pro-
poses the following practical recommendations for academia and 
professionals.

First, and because consumer ethics studies often neglect con-
sumer ethics, researchers concerned with ethical consumer be-
haviour should focus on it. It is also important that in the article 
review process, both reviewers and editors check that the keywords 
used really represent the subject matter of the studies carried out.

Second, our results suggest that although customer and CSR are 
two main research themes that go hand to hand in the study of cus-
tomer ethics, there are still new opportunities for further research in 
both fields. Academics could consider studies along these lines, trying 

to see how both lines of research can be aligned for the study of con-
sumer ethics.

Third, and related to the previous lines, managers must not for-
get this link between ethics and corporate social responsibility (CSR). 
They must consider the impact of their CSR strategies on customer 
perceptions of the company's ethical behaviour.

Fourth, we have found the application of traditional theories in 
actual scenarios in diverse studies. Researchers and managers must 
consider and investigate how new contexts, such as technological 
developments or new business models, can affect customer ethics.

Fourth, and related to consumers, future research should con-
tinue on the study of consumers as subjects by developing customer 
ethics research. The focus could be on topics like attitudes, reputa-
tion or privacy. Along the same line, managers should consider how 
the ethical/unethical consumers' perceptions and behaviours can 
affect their companies.

And finally, we would like to invite researchers to give visibility 
to their studies on this topic both in specialized journals and in more 
general economic journals.

6.3  |  Limitations and further research

As with any research, this investigation presents some limitations. 
The most important is related to the WoS database used. In this 
sense, and although our work follows previous works where this da-
tabase is used, further research should consider another database. 
Additionally, other keywords could be considered, opening the study 
to future research. In both proposals (database and keywords), lan-
guages other than English could be considered.
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APPENDIX 

F I G U R E  A 1  Main relationships of consumers and corporate- social- responsibility with other topics. [Colour figure can be viewed at 
wileyonlinelibrary.com]

(a) Consumers

1995-2012 2013-2016 2017-2021

(b) Corporate Social Responsability

1995-2012 2013-2016 2017-2021

 26946424, 2023, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1111/beer.12558 by U

niversitat D
e V

alencia, W
iley O

nline L
ibrary on [21/11/2023]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense


