Hlex SURPMBR (RXFR)
X REEERFEE IMBA, MBA#FERS
24 HH R REAFESH R

S
3’\? 0“:@%
- t‘&% S
A &
S
I Eg
== | 5 ~1
Manuel G. Velasquez / &
S . 24
.@_ & @\'
S
%@?ﬁ-g@ \@“
e Q.,\
9‘%\0'0 Yy
oty
W
RS
! \ﬁé‘ |




%
Business Ethics EP &

Concepts and Cases

=4 E;Hﬁ

Manuel G, Velasquez /&
Santa Clara Q/nz'uer.s#y

ERXF Lk

htip. / /www.pup. com.cn
http. / /www. digishop.com.cn

BERBHED
Pearson Education
http. / /www. prenhall. com




TR EENSREICEF:01-2001-5437 § l
BEEMRB (CIP) ¥# .

B ESHMER/ (B BREE(Velasquez, M. G.)E. - FEIA. —3LR . b 5UK¥ E M. 2002.1
(%4 % MBA ZHEMBR)
ISBN 7-301-05434-3

T./... D.#... I.®EEFREBM HEL N.F718
t & i A E g CIP BB % F (20015 094917 &

English reprint edition copyright © 2002 by PEARSON EDUCATION NORTH ASIA LIMITED and PEKING
UNIVERSITY PRESS (Original English language title from Proprietor’s edition of the Work),

Original English language title:

Busi‘ness Ethics: Concepts and Cases, 5th ed. by Manuel G. Velasquez
Copyright © 2002,1998,1992,1688,1982 by Pearson Education, Inc.
All Rights Reserved.

Published by arrangement with the original publisher, Prentice Hall, Inc., a Pearson Education Company.
This edition is authorized for sale only in People’s Republic of China (excluding the Special Administrative

Region of Hong Kong and Macao).

A ER . BHME SBE KEE KN

# . BlEE MR (E 5 E)

EEFE#E . Manuel G, Velasq,;xez

HAEHB: KESF KEK » : .

¥ % $ 5. 7-301-05434-3/F. 0491 ’ ‘ ‘
MM R . LRAERER .

LA R X P H AR KRN 100871

# ht
= Ht : www. pup. com.cn B, F{E % :zpup@ pup. pku, edu, cn
B i%. HARES 62752015 R ITER 62754140 HHEIF 62752027
H OB & IEXFBRLELXKFEEEAFTRALA
OB F. WREEGR R
% # K. FEHE
850 ZEH X 1168 ZH 16 A& 34.5 gk 694 FTF
20024 1 A 1R 20024 1 A% 1 KEDPR
Ep ¥. 1~3000 ft \
E . 50.00 JC »

BEALR A, BB A
ZPHEMH Pearson Education HRMEAM KB HizE , THREETHHE,




¥RERS

+F F:HUT

> B EME IR AE

ﬁ}ﬁ R(BEBRLEN):

TEE ExE FgE FHX
wEM FUT N S SREH
SKER k4 RIE Y FAE4L
HEF RKEE ®ELS RH¥
R BREE R F &
R

T M-




- EFE.

AR RFARTEFRERLREANDALLL . FEHFRL
BARRBOINMRE B 545N, BNCESAFTERZHFARE D
T EAFAHHI AL RBEAABGRRKEGTERT 4 T4E, 54
BATHBEAL L REFMAFHCLPRESLEAZES TN
RAL, AE BB F LRI A S,

AEMBAFREEAMREEA LG ERRBEAFKEGFRH
FALARBARRARFEEL REB AR THERBEEREA
T BN MBARE R AL LEAKETZR, A F R4l RE
o o KB G F o,

ATERARAFT ELEA I PEG AT S H, LTS
ARETRFHEELAB BB R MBA“RENF " AF R, AN, 5 T
Beodb X MBA #F LA R I, BB B F 15 5 db X AL B A 4 Y
AR(ERE L MBA ZRERH R IR F OB AL LERR
BIFRRALTRAELAELD, MEAMR B LEELFHLL08 L
Ho MALL A L4, — K &4 %% MBA T B A 5445, 8 54
FHe,

bk 2k sk AL A5 pp 2o e “
AFRFREETRERREX /kg;' ,,,,%



2000 E 12 A0 HPEMATHARS AR NI, FEEHF—-E MRS H A& EHHE
B2 XAETEHHLRHNEE X—UHBEETERERREALFARTPEHRERN
.._.%0

R, PHAFNABEEGENMIARAMNAAEZR, AL THEBEBEAABRZHHR
2N ETHRERASHAN EEENEREFTFENEREBRAS  FEEPEERKRERE
FHRMLTFOAA. B, SEMEEAAS R FRAEXAMEFSAL . ERITEF - E
RSP REEINNRE,

THE®RW LT (MBA, 1910 F 8 FEXEMBHBKR¥E, S MBA & A FENMAKEE,
BRETAHARBRBENES. s, 2B MBAEFCZ MRS RFREA,. TR SHTZ
ARNFIREESM. FEN MBAHETRES KK HAESE 10 EE,PEMN MBAHFTRE L X5
RAEFRE B THYEENRS. AEEBHNESE 50 BHEERKRTLIE T MBA ¥
7, S B3 T 3000 £4 MBA e\ A4  HEER%ER 2 AZA.

HAET . ENH MBAHETHER - EXRL HEXENETRHEEEMA RS HERY
M, HPRA—-B4TEENRERENEINRESERERANHEMAEHRBE. SR ZRH4E
FREMEBRK, EHFAR BRLEURZE R RENWE., VENLKLBRL BXEE
EENIIRERBBRAAE ERMEHBAXRNL VIR HINEERBNA WITOE 2
THREBRAAA D X MBA ARBERERE 1/3 28, FFU, KNI FRBIGEHR 2,58 434
FIE % B Sh 42 B R R AR B, BnB b B MBA 8B K. 2R ERAH—KER,

HE.-BATSH LEASI#BEMEETHERSERF IR T E IR E# T AT,
T ESMNEBHWEREXERINBERILERE., B SES R B BEIL AL W08
ATREINEM TG, RTHRESNEIREM SRR TERADEEE SRS NIFY
M. MTARAKTBIMNEREMWERNEERU, AESMELBUT LA, B . 288 EH 4
BB BB BEHN T RBHEERFAEERTHE. E4UFILEXE, HATE
WHH L EE S BT HEN MBA BMERAZH. ’

JER R AL A S R 2 3% MBA 28830 5 & GESURID Y33 TE W MBA #4
TR B, AE N MBA M T HEAT —BREH#WnA. 2EMBAG 22 5BER, B2
TEFEXZEMBAMEHNEBRE, QF SF 2 B BEHY AMEE SEERRG . =
FEB ANAREE L8 . EBFRSM. SREE REOSVM . HTRTE.SH$%E, BoH
ETANERMER-ENEMTLITERESEE, 68 . BFRSITSE AT I% BE% 5
FF UESHRERN EESW TEE. HLAES S URIHHE,

FEMBNBEAGK ERELEFRRBIGLAEY, B, (1) H T, SRUEEH D00
HERHER, KBS HAMHEERBERE 2002 £, SENERBRSHE. (2)H
. REMABUANTEEMBAY FERAF HEBEISYRIEZRRTEBNSH,
MABEF (BHETR (FERERRD (BEAARB (MEL2H) (FEL ) (FEH
EENNES I FABEAHUNELERAZNCERSS - FEH(EEB2EM)) IEFH



E-ASFH(EHEHTERER) EREF - FREMEZRIT)) Bk - @RR(BFF EL,
FHAMBR))FANEREE. BIHW". XSHHAMBEBRSR, EFIFHHELNE
EMAH, M- BES AA(EBMNEFAE) (HARRBAER) (BB - MEMEINE B
M6 RAEM RITMSBTHEFE)(HEB(MSHRBHE, BR 7 RA(AEER
MRS B REEFF ER FHAIBED (MESDH(HERRRSE HE
ERBE L2 AMEREESHR (KRR, FAEFE-FBHERVKBEZBEY
BE SEELERAEXBENHENR, EFEFZOERNEHTE Y M,
FE(HREXE MBAZHEMBR(EXFMNDKETXELHKERANEEFREN %

MEBERMNAEE ZA ST RA¥ A EEEYRBACELRRONEEZHEL
ER SRTABERNERESHEENHERG, RERBLR—ERTARIMR,

U op vt §

(3]

ABEHM RIS E STl b ARA R SRR, B KBRAMREM 2k 0 B i &
B85, EEBHABRTRNBATRELREZFNIFNED, TURE— A HH2 440
FTHFE-LROTHEEZNOE L E 050K R 2 30 60 AR #OM 19 I ) th 1R 25 R FF s
IR TAAFE B FE 0L, FRATTHE 3 8 S0 St A 25 1 45 48 4 2o F B0 88 9 2 VA AT 350 3.0 O SRR 1
ﬂ‘]%!

A REFALERELE . FEH A BOTL HECIRE TR HEL. THE.®

HA KEF . REE REAGEHTHER

FRMERE SR BH

A E A B ih BT E 48 B T 55 4 #F 4 H (Pearson Education) 350 % 4L A 2% T
$RHI (Thomson Learning) b 50 F AL # K 7 355 X471 B0 4 H A7t 36 % st

“mmmmmmmmm

MMMMMM““MM

B} A B U EEZ R, EMERNBEE —NMRKME S, 3R 050 T (RIS 5
¥7HE. R »ﬂ%ﬁﬁi%ﬁ%%ﬂ‘]ﬁ#ﬁﬂﬂﬁﬂﬁ@Eﬂsﬁﬁﬁﬂiﬁﬂﬂgﬁﬁﬁﬁﬂ,
RAMET KW B A BT R 2R B . LT A2 B B¢ HA e MBA £
M B R (EEAR) PRBHEESRBKOYHE HIRER, £ E 154 # % 4% B (Pearson Educa-
tion Group) E B Z I XL EMRA . Pearson Education I T i E bR %14 3 & I 4 1 B4 31
Prentice Hall/ Addison Wesley/Longman, DEEMFERNZEFKBIERY, ERAZETIELHRE
BRAEEENHEMN EELREBTR . THR. RUEEBREEEH VIR D REEEHS
ﬁﬂi’?%ﬂgﬁﬁoﬁ&ﬂﬁﬁﬂ@ﬁ:ﬁ?%%fﬁ#\ﬁ’%%éﬁ\mﬂiﬁ@\@%@\ﬁﬁ'ﬁfﬁi%
%, U4 . LJ4T B (Powerpoint Mesentation) . Disk .CD.CD— ROM SZEA LT, BEBERR
RABEHE, FARBZ BRI ML, RS e R oS IB Ponrd b ok & =¥ Xzil
XI55 http. //www. prenhall. com.http://www, pearsoned. com.http://www. aw. com 9
E W% A :http: //www. digishop. com. ¢n RBTER.

BRI SR B BB 00 ST 000 5 5 T A B S 20 ) L 0 2 0 3 40 3
UK .



AENBRX ESNERES O EERE, i T ERBEE 25 . XAFROAR, B
EFREMAEE REEEREIBPMUSTMERN . RONFELENBH S REBRHE
PO AR, MRE AL FER L W HENRR, AP EESFE @R — 6 Tm.

BITKBFAEXRCHE MBAEEREREENRINWIEH#THES REG-MNEES
RINBHERHE LA,

JERTR A
BTRLAH
20024 1H



A4 4 B E MNEMBERTE. MRATRABEESHFEENXR ALHFHEHT
MEHEEENS. RAGE . HHFTHRERE . HFST B RATRESFEHR
) AHFESEHARIFCERRBFRE,

AHAAMNE W THEENE TENSE . FXORA AANBELSITTE. B
MEETHAXHHAUBRALHF IR PEBERENCERS BUFERSLALEES
ATHFRRFALINRIERDFES AEIRHFAREBRNEN LS RERNFEEER
. AEFPRANTHE EM—MELELNEM EFRNFETT2EFARE. MATHH
WS PR B R RS RSN EARELRMNAGEY RS RN RKRER
MR ERMT LA K BB B A C AR RE e A BEE BRI R,

AR BEEN—FRHE BIRAEM MBA BB RIS KRE BT ERE
el ARIEEARMEINEH NS ES,

WA A R DOR SR G K SRRk MK E At KERMANEM 2EALEH
HEAMFEHMIFHERENEE.



Dedicated
to the memory
of Jerry Kenkel:
Husband, Father, Friend, Lawyer



Preface

Business Ethics: Concepts and Cases remains a popular and widely-used text.
Nevertheless, a revision seemed useful, especially in light of several significant
developments in business, particularly in those focused on information technolo-
gies. In spite of the demise of many so-called “dot-com” businesses, the World
Wide Web has now become a completely familiar and pervasive medium. The
rapid evolution of the Web has made a number of ethical issues salient, including
issues related to privacy, the ownership of information and, more generally, intel-
lectual property issues. Discussion of these and other issues related to new tech-
nologies have been incorporated into this edition. Although this new edition
updates the contents of its predecessor, it retains both the basic organization and
the conceptual framework of previous versions. For the teacher who would like
to know what precise substantive changes have been made to the text, I have
appended a paragraph detailing these changes at the end of this preface.

The primary aims of the text remain the same as in earlier editions. They
are: (1) to introduce the reader to the ethical concepts that are relevant to resolv-
ing moral issues in business; (2) to impart the reasoning and analytical skills
needed to apply ethical concepts to business decisions; (3) to identify the moral
issues involved in the management of specific problem areas in business; (4) to
provide an understanding of the social technological, and natural environments
within which moral issues in business arise; and (5) to supply case studies of
actual moral dilemmas faced by businesses.

Although the author of a text on business ethics need not apologize for
writing on this subject, he or she does owe readers at least some indication of the

xiii



xiv  Preface

normative assumptions that underlie what has been written. In the hopes of par-
tially discharging this debt and in order to outline the structure of this book, I
will describe its major parts and some key underlying assumptions.

The text is organized into four parts each containing two chapters. Part
One provides an introduction to basic ethical theory. A fundamental perspective
developed here is the view that ethical behavior is the best long-term business
strategy for a company. By this I do not mean that ethical behavior is never
costly. Nor do 1 mean that ethical behavior is always rewarded or that unethical
behavior is always punished. It is obvious, in fact, that unethical behavior some-
times pays off, and that ethical behavior can impose serious losses on a com-
pany. When I argue that ethical behavior is the best long-range business strategy,
I mean merely that over the long run, and for the most part, ethical behavior can
give a company significant competitive advantages over companies that are not
ethical. I present this idea and argue for it in Chapter 1, where I also indicate how
we come to accept ethical standards and how such standards can be incorporated
into our moral reasoning processes. Chapter 2 critically discusses four kinds of
moral principles: utilitarian principles, principles based on moral rights, princi-
ples of justice, and the principles of an ethic of care. These four kinds of moral
principles, it is argued, provide a framework for resolving most of the kinds of
ethical dilemmas and issues that arise in business. In addition, Chapter 2 dis-
cusses virtue theory as an alternative to a principles-based approach.

Having defined the nature and significance of ethical standards and having
identified four basic criteria for resolving moral issues in business, I then bring
the resulting theory to bear on specific moral issues. Thus, Part Two examines
the ethics of markets and price; Part Three discusses environmental and con-
sumer issues; and Part Four looks at employee issues. I assume in each part that
in order to apply a moral theory to the real world we must have some informa-
tion (and theory) about what that world is really like. Consequently, each chap-
ter in these last three parts devotes several pages to laying out the empirical
information that the decision-maker must have if he or she is to apply morality
to reality. The chapter on market ethics, for example, provides a neoclassical
analysis of market structure; the chapter on discrimination presents several sta-
tistical and institutional indicators of discrimination; the chapter on the individ-
ual in the organization relies on two models of organizational structure.

Each chapter of the text contains two kinds of materials. The main body of
the chapter sets out the conceptual materials needed to understand some partic-
ular moral issue. This is followed by discussion cases that describe real business
situations in which these moral issues are raised. I have provided these discus-
sion cases on the pedagogical assumption that a person’s ability to reason about
moral matters will improve if the person attempts to think through some con-
crete moral problems and allows himself or herself to be challenged by others
who resolve the issue on the basis of different moral standards. These kinds of
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challenges, when they arise in dialogue and discussion with others, force us to
confront the adequacy of our moral norms and motivate us to search for more
adequate principles when our own are shown to be inadequate. Some of the
rationale for these pedagogical assumptions is discussed in chapter 1 in the sec-
tion on moral development and moral reasoning. I hope that I have provided suf-
ficient materials to allow the reader to develop, in discussion and dialogue with
others, a set of ethical norms that they can accept as adequate.

Like every other textbook author, 1 owe a very large debt of gratitude to the
numerous colleagues and friends around the world from whom I have shame-
lessly borrowed ideas and materials. They all, I hope, have been duly recognized
in the notes. I owe a special debt to my colleagues in the Management
Department where I now teach, especially to Dennis Moberg. My original disci-
pline (and my doctoral training) are in the field of philosophy, but a few years ago
I accepted an endowed chair in the Management Department of Santa Clara
University. Working closely with the business school faculty there has not only
given me a deeper understanding of the special needs that business school instruc-
tors have for pedagogical materials in business ethics, it has also deepened my
awareness of the significant links between business ethics and business strategy.
This deepened awareness permeates this edition.

Although large and small revisions have been made in virtually all the chap-
ters of this edition, the following changes from the previous edition should be
noted by previous users of this text. Almost all of the chapters contain new end-
of-chapter cases that replace some of the cases in the previous edition. The new
cases include: “Napster’s Revolution,” “Publius” “Accolade versus Sega,”
“Playing Monopoly: Microsoft,” “Genetic Engineering at Monsanto/Pharmacia,”
and “AIDS and Needles.” In addition, the case “Philip Morris’ Troubles” has been
considerably updated. Those instructors who have used previous editions and
who would like to continue using cases from previous editions will be able to find
cases through the Business Ethics: Concepts and Cases Companion Website
(www.prenhall.com/velazquez). Every chapter now also has, at the end of the
main text, a section on “Web Resources”” While some of these Web materials
were available in the endnotes of the previous edition, it seemed best now to place
them in a separate section. Chapter 1 includes a few but very brief paragraphs on
the ontological nature of corporate organizations based on the work of John
Searle and a new section on “Technology and Business Ethics.” Chapter 2
includes a new illustrative discussion of Microsoft and human rights in China.
Chapters 3 includes new discussions of the views of Locke and Marx on property,
and of the theory of property implicit in Smith and in other utilitarian philoso-
phers, as well as a new section on “Property Systems and New Technologies.”
The examples and tables of Chapter 4 have been updated. Section 5.1 of Chapter
5, on the environment, has been updated, slightly reorganized, and incorporates
new data and developments about a number of issues such as acid rain and global
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warming. Chapter 6 includes several new illustrations and a new section entitled
“Consumer Privacy” which discusses new invasive technologies and which uses
a theory of privacy that the previous edition had elaborated in chapter 8. In
Chapter 7 the section entitled “Discrimination: It’s Extent” has been updated to
include recent statistics and studies on discrimination. In chapter 8 the section on
employee theft has been retitled “Employee Theft and Computers” to make its
contents clearer.
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