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Abstract 
Many experts believe that the current global economic crisis is more of a crisis of values; caused by 
unethical behaviours where individual enrichment is paramount. In this context arises the question: are 
we forming our professionals on personal values? The answer is simple: not at all. Initiatives from 
many Governments undermine humanistic formation in favour of technical skills, e.g., the STEM in the 
USA, or the Japanese and Chinese governments’ initiatives; as they sustain that this education does 
not provide a tangible value for companies, thus only providing intangible value to the individual. This 
work aims to refute these arguments by carrying out an empirical study, proving how education in 
professional ethics provides tangible value to companies, as the ethical perception of public behaviour 
in the social environment impacts the tangible market value.  Therefore, we propose such education 
should be considered as compulsory in the curriculum design of Higher Education. 

Keywords: Human and Social Sciences, Ethical Education, University Curricula, Higher Education, 
Tangible Value of Ethics, Intangible.  

1 INTRODUCTION 
The recent economic crisis that has affected the world, mainly the United States, Europe and Asian 
countries, has its origins in a series of bad financial practices [1]. This phenomenon has provoked the 
bankruptcy of entities such as banks, insurance and real estate companies, which ended up 
demanding the rescue by Governments; rescue that caused severe budget deficits, with the 
consequential loss of jobs, and loss of prestige of politicians, regulators, and professionals, thus 
seriously affecting society in general [2]. 

Something common at the origin of these behaviours is what some experts call "perverse incentives", 
an element that combined with the lack of professional ethics of those who handled such incentives 
has led to situations of excessive accumulation of risks and the consequent economic disaster; an 
example of this type of "perverse incentives" was, in the United States, the repeal in 1999 of the 
Glass-Steagal Act. This law was valid since 1933 and established strict standards for banks, with 
special attention to the separation between commercial banks and investment banks, since risks and 
sources of funds are very different things. Rulers in charge abolished this law in order to introduce 
"greater flexibility" in financial markets; markets that, supposedly, would know how to self-regulate and 
behave with prudence. However, the temptation to accept short-term money and invest it in the long 
run, a practice that the law had previously blocked, and was permitted now, was a very strong 
temptation to many financial operators, and ultimately led to unwise decisions and disastrous 
consequences. 

Another recent example, where lack of professional ethics play a major role in the emergence of a 
crisis, can be also found in the Volkswagen emissions scandal, were diesel engines’ software was 
intentionally programmed to activate certain emission control techniques during laboratory testing in 
order to fake the results of environmental analyses. When discovered, this behaviour had a very 
significant economic impact on the company [3]. 

These behaviours are ethically unacceptable for two main reasons: the first is a matter of human and 
social principles i.e., any person or institution has a duty to take responsibility for their actions and 
justify them properly before themselves and others. This duty corresponds to morality structure, i.e., 
being a person implies, among other things, having chosen intelligently between several alternatives 
and take responsibility for those picked. To justify the choice, we need to undertake principles out of 
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conviction and not by imposition. The second reason is a matter of consequences of the action: 
mentioned behaviours sow distrust, and lack of confidence is the seed of crises [4]. 

A preventive measure for future crises, in this sense, would be a greater emphasis on the 
comprehensive training of the individual, which will allow reaching an ethical formation of the society in 
general and professionals in particular. Because prudence can be learned through a proper education, 
and professionalism is a product of a comprehensive, intellectual and moral hard working education 
process that does not neglect ethical aspects, but includes them explicitly in curricula and courses of 
retraining and continuing education. This comprehensive training empowers personal attitudes to lead 
social relationships of trust and credibility. 

But it is at this point where this question arises: Are Higher Education Systems offering 
comprehensive training to students or professionals? The answer is a resounding NO. There is a 
current of researchers indicating that economists who have led us to ruin by their unethical practices 
come from the best centres for financial studies of the world, where concepts of “excellence” and 
“personal financial success” are paramount [5] [6]. In fact, the trend is in the opposite way, providing 
training in technical skills to professionals forgetting the human dimension. Initiatives such as STEM in 
the United States of North America, where all the training in the technical dimension is placed through 
alliance with companies, or initiatives such as the Japanese Government to remove all matters that 
give rise to ethical formation, or the Chinese Government, or Europe, are examples of the tendency to 
delete the humanist formation and focus all the learning on technical training, reasoning that human 
formation does not provide tangible value to industries and that it is an aspect of the private sphere of 
persons. 

In a field as transversal as Computer Science with professionals usually working with private and 
sensible information, misbehaviour can lead to external or internal threats such as hacking, viruses or 
data leakage that can have disastrous consequences in any organization. Proper ethical training of IT 
personal, especially those with higher responsibilities within software projects, lowers the risk of threat 
by malicious insiders which are more dangerous and hard to detect that external ones. [7]. 

A second approach linked to the business context is practiced through the development of 
departments of Corporate Social Responsibility in companies, memories of sustainability, ethical 
codes, and the integration of ethical and socially responsible policies and strategies; in order to be 
perceived as companies with a good reputation for its ethical dimension, thus having greater 
environmental and social awareness that distinguishes them from other companies in a globalized 
market. Ethics is considered a differentiating value that impacts on other intangible such as reputation; 
however, researchers do not show that the human moral dimension looks tangible too, and it can be 
measured and quantified in the value of the company through the ethical behaviours of the people 
who work with them. But then, how can we prove that those ethical codes on which the employees of 
an enterprise execute their activities might generate tangible value in addition to the intangible one? 
Many authors investigate why human and ethical education is important to consider in Higher 
Education: one reason is moral and ethical demands [8]; and the other is strategic demands (eg. 
demands of the present labour market) [9]. 

The aim of this work is to show that human and social education, through one of the consequences of 
such learning, such as ethics, provides tangible value to companies, and therefore, such training 
should be reconsidered in curriculum design from early age and in Higher Education curricula, as said 
by Boni and Lozano [10]. To do this, this work carries out an empirical study that shows that the 
ethical perception of the public regarding the behaviour of companies have a tangible value that 
impacts the market value of business. 

This paper has been organized as follows: in the second section a review of ethics from a business 
perspective and the working hypothesis are presented; in the third section the impact of the ethical 
component in the value of a company is verified experimentally by working with real-world data; finally 
the work ends with a discussion and conclusions section, together with the used references. 

2 ETHICS & BUSINESS: LITERATURE REVIEW 
According to Aristotle [11], Ethics deals with discovering rules that allow human to move from what he 
is to how he should be, according to its true purpose, discovered by intelligence. This definition 
requires of us to rigorously establish what businesses are, as subjected to ethics; and what a person 
is, as the essence of the company. Consequently, talking about ethics is talking about ethics of 
people. Business ethics would not fit aside from the ethics of the people, which comprise the main 
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asset of the company. Any individual that is part of a company is a person before becoming a worker. 
Therefore, the company has a priority human dimension that prevents envisage him exclusively as a 
simple generator of income. However, it should be understood that these two dimensions are not 
mutually exclusive, on the contrary, they complement and enrich each other. Ultimately, it could be 
said that personal ethics precedes professional/business ethics.  

That is why, from our point of view, corporate ethics are the consequence of the implementation of 
ethical values of the people that make up a company, applied to the performance (actions and 
communications) of the organization with their different stakeholders and people in general. Therefore, 
we understand that the ethics of action arises from the desire to do things well for conviction. This 
would be well understood and, in consequence, well-lived ethics. Ethics begin and end with the 
person, and is so collected on the most relevant issues on trust. 

The importance of ethics in a company has been discussed from different points of view [12]. 
However, the interest for the study of ethics in business almost arises since its inception, - 50's of the 
last century-, has been marked by the interest in learning about the relationship between ethics and 
profit. That relationship is, for most of authors, positive in the business field [13] [14] [15] [16] [17] [18] 
while some other researchers think it is negative [19]. Similarly, McMurrian and Matulich [12] claimed 
that there are many companies whose unethical business practices are not discovered; thus, they do 
not withstand negative consequences yet. 

On the other hand, corporate reputation (CR) or perception that people have regarding companies is 
based on different attributes, integrity being one of the most important. In the current literature, the 
concept of integrity is related to the internal unit established between the way of being, way of 
thinking, and actual behaviour and it is comprised of three variables: ethical behaviour, transparency 
and responsible use of power [20]. Information transparency becomes essential to ethics, and 
confidence grows proportionally to the willingness of the company to provide information about its 
behaviour. Moreover, transparency in communications and a fluid dialogue between stakeholders, 
including investors, generate active trust and a favourable company integrity perception [21] [22]. 

The third integrity variable is responsible use of power. This aspect deals with good governance in 
companies and good performance of an organization within its. Good corporate governance, 
characteristic of a responsible company, includes discipline, transparency, independence, 
accountability, fairness, and responsibility in the use of power [23]. Companies struggle for generating 
benefits and good financial results. However, the way to get them is related to a responsible use of 
power. As long as they keep force, fraud or manipulation out of the processes of negotiation and 
relationships with their stakeholders, companies will be doing business under a model of responsible 
use of their power. This way, stakeholders should be treated, in this bargaining relationship with the 
company, in strict accordance with their respective contributions, costs and risks [24]. 

Overall, a good or bad perception of integrity and ethical behaviour between a company and its 
employees in the performance of their duties, generate a correlated predisposition towards the 
company and its conduct [25]. This intention of conduct can be understood, by its stakeholders and 
society, as a favourable behaviour, and this is going to affect business (increased sales, greater value 
in stock market and higher profits). The intention of conduct is, therefore, the subject decision to 
realize or not certain conduct and has to do with the context in which they interact. Ponzi at al. [26], 
through its Reptrak model say that the impact of reputation in business translates into favourable 
behaviour towards those companies. However, not always a favourable recommendation generates a 
favourable decision with a positive impact on business. That is why we contemplate in our research 
the association between a favourable ethical perception on online sources (social networks, forums 
and online news), recommendations online of the financial community expressed in terms of 
generating an intention to conduct - buy, maintain, would sell the actions - and finally the behaviour 
that is generated in the stock market (impact on the market value of the company). 

Delving into the relationship between ethics and CR, there are many authors who try such a 
relationship from different points of view [27] [28] [29]; which focus on relations between suppliers and 
purchaser company department, contrasting the perception of the first about the ethical performance 
of the actions of the latter. Its conclusions show that the ethical principles of purchasing departments 
are the underlying dimensions of provider’s ethical perceptions, and these ethical perceptions impact 
on the CR that the supplier has on the purchaser. 

In accordance with conclusions obtained in the previous literature, there is evidence of a positive 
association between the integrity of the companies and superior results. Then we present the following 
hypotheses: 
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 H1: Business integrity levels perceived online by the stakeholders and the society are related to the 
value on stock exchange. 

 H2: There is an association between the ethical behaviour of companies and its stock market value 
through online society perceptions and recommendations. 

Responding to these working hypotheses, we will show how the integral formation of individuals 
ethically active in these companies, provide tangible value to them, and therefore, ethical training 
should be considered as a positive factor in the curricula. Next, we try the previous hypothesis through 
a study with real life data. 

3 RESEARCH METHODOLOGY 
The text included in the sections or subsections must begin one line after the section or subsection 
title. Do not use hard tabs and limit the use of hard returns to one return at the end of a paragraph. 

3.1 Sample 
This study uses a sample of 32 companies, randomly selected among large Spanish corporations 
listed on the stock market, active on 30th June 2015, and with a total asset exceeding 400 million 
Euros. The characteristics of the mentioned sample and its sectorial distribution appear in table 1. The 
information obtained covers the first half of 2015, establishing a total of 534,002 variable for each one 
of the observations of the study. 

Table 1.  Industry distribution of sample 

Industry	   N of firms	   SIC	  

Energy and Manufactures	   15	   13, 16, 20-39	  

Communication and Services	   9	   40-49, 50-51	  

Finances	   8	   60-67	  

Total	   32	  
	  

3.2 Variables 
Two indicators have been drawn up, one for integrity and another for supportive behaviour 
(recommendations), from the different indicators obtained from the prior analysis [20]. The selected 
indicators appear in Table 2. The values of the mentioned indicators have been formed with 
perceptions taken daily from the Twitter online social network, the news published on the main 
Spanish digital journals, the business forums on the Internet and the most relevant financial 
recommendation websites (financial investors and analysts) during the first half of 2015. 

Table 2.  Index of Integrity and Supportive Behaviours 

Index of Integrity Indicator of Supportive Behaviour 

Transparency Buy 

Ethical Behaviour 

Overweigh 

Maintain 

Underestimate 

Sell 

The processes carried out in order to acquire and analyse data from different sources of information 
are as follows: In the case of Twitter, a previous filter was performed through its own search interface 
using as keyword each company’s brand, as well as every alias used by the users of this social 
network to refer to each company (synonyms). After this filter, more than 500,000 tweets were 
acquired throughout the period of study. These tweets were straightforward linked to their associated 
companies and then inserted into the database for their analysis. 
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Regarding the broadcast media, the most relevant online daily journals were accessed every day. For 
this study, a total amount of 1980 news related to our sample of companies were acquired. Using the 
RSS link of each journal, its agenda setting was downloaded automatically, the heading of each news 
was read and if it contains the trade mark or a synonym of the company, the body of the news was 
accessed through its URL and then this information was inserted into the database for further analysis. 

Finally, in the case of forums, we analysed a total amount of 12 specialized forums on different topics 
(economy, businesses, banks, insurance and consumption) and different target audience. For this 
study, we acquired more than 30.152 posts from those forums, relating to the sample of companies. 
Using our own capture tool, information is gathered from these posts, filtered and inserted into the 
database only when considered relevant. 

The semantic analysis of the information stored in the database (tweets, online news and posts from 
forums) is based on a methodology that uses an expression dictionary and search patterns. Initially, 
more than 430 tagged expressions were identified in order to generate a set of regular expressions. 
These regular expressions were used as search patterns to classify the information of each of the 
company into their respective attributes. This classification is not exclusive as the same item could be 
assigned to several attributes. From all the expression, a subset of 34 is related to integrity 
(transparency and ethical behaviour). Once this classification was performed, the number of texts 
classified into the attributes selected for this study is detailed in Table 3. Next, the value (positive, 
negative or neutral) for each expression is determined. Third, a daily record is generated for each 
company, where the numbers of positive, neutral and negative issues are registered for each attribute. 

Table 3.  Total number of acquired texts versus final number of classified texts into attributes 

Data source Total items Classified as Integrity 

Twitter 501.000 25.417 
Online news 1980 344 

Forums 30.152 1,624 

In order to calculate the daily rate for the perceptions retrieved from the different sources online 
quantitative - Twitter, online news and forums-an algorithm that considers a wide range of criteria was 
developed. These criteria include: (1) The range of the rate varies from 0 (completely negative 
information) to 10 (completely positive information), (2) The data frame to incorporate the historical 
trend in the daily rate is 15 days, (3) The weight of the information for each of the days decreases 
linearly as a function of time, and (4) The statistical distribution of the number of data affects the 
weighs used to calculate the daily rate. 

Simultaneously to the reading of online perceptions, we performed a daily reading of stock 
recommendations published by financial analysts through several specialized web sites. During the 
period of study, a total of 370 recommendations related to the set of selected companies were 
downloaded. For each different Web site, we had to implement a piece of software that analyses the 
recommendations table, identifies each recommendation, and determines which company is related to 
it. Then, the opinion given by the analyst is quantified on a scale from 0 to 10 (see Table 4). Next, this 
value is stored in a database record, which is associated with the company. In a second step, in order 
to get a rate comparable to the online perception rate, the numbers of positive, neutral and negative 
recommendations are computed. Finally, the same algorithm was applied to calculate the rate with a 
data frame of similar size and time. 

Table 4.  Categories used in order to classify the stock recommendations 

Category Value Tone 

Sell 10.0 Positive 

Overweigh 7.5 Positive 

Maintain 5.0 Neutral 

Underestimate 2.5 Negative 

Sell 0.0 Negative 
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4 RESULTS 
Table 5 shows a statistical description of the variable through the media, the standard deviation, and 
the maximum and minimum value. The results obtained indicate a relative scattering regarding the 
average values. Additionally, the integrity index and the attributed used for drawing up (transparency 
and ethical behaviour) show similar values, lightly higher than 6.2. Nevertheless, the reputation index 
obtained reaches its highest value through online sources (mean = 6.305) while, the recommendation 
index is the lowest (mean = 5.198). 

Table 5.  Descriptive analysis of variables 

Variable	   Mean	   St.Dev.	   Max.	   Min.	  

Transparency	   6.291	   4.552	   10,000	   0.000	  

Ethical Behaviour	   6.223	   2.065	   10,000	   0.000	  

Integrity	   6,245	   1.759	   10,000	   0.000	  

Reputation	   6.305	   1602	   8,975	   1998	  

Recommendation	   5.198	   3.909	   9.388	   1.531	  

With the aim of contrasting the hypothesis suggested in the current study, a regression model was 
drawn up to determine the degree of significance of the integrity index in the progression of the value 
of the shares on the stock market of every single firm of the sample in table 6. According to the 
results, integrity is a significant index and have a positive impact in the share value variation in the 
stock market. The regression coefficient is 4.622 and significance level is 0.000. Therefore, the 
hypothesis confirms that the higher the level of online perceived integrity, the higher the share quote 
values are. 

Table 6.  Regression analysis. Variable dependence: Share price 

Variables	   Coefficients	   Est. Error	   t-stat	   Pr > |t|	  

Constant	   -13.540	   8.348	   -1.622	   0.107	  

Integrity	   4.622	   1.287	   3.592	   0.000	  

R2 = 0.096; St. Est. Error = 25.012; F.= 12.903; F. Pr = 0.000 sig. at 0.01 

However, the attributes of integrity perceived by the stakeholders through online sources, seem to 
have a different effect on the share prices development. As it is shown in table 7, transparency does 
not turn to be a significant variable (coefficient = 0.710 and Pr > |t| = 0.174), whereas ethical behaviour 
is highly significant related to the market value (coefficient = 3.309 and Pr > |t| = 0.004). Consequently, 
ethical behaviour is the attribute that seems to be the most influential in the integrity, in the evolution of 
the share market prices. 

Table 7.  Regression analysis. Variable dependence: Share price 

Variables Coefficients Est. Error t-stat Pr > |t| 

Model 1 

Constant 10.867 4.027 2.698 0.008 

Transparency 0.710 0.519 1.366 0.174 

R2 = 0.015 St. Error of Estimation = 26.111 F. = 1,867 F Pr = 0.174 sig. at 0.01 

Model 2 

Constant -5.262 7.297 -0.721 0.472 

Ethical Behaviour 3.309 1.113 2.972 0.004 

R2 = 0.001 St. Error of Estimation = 3.621 F. = 0.001 F Pr = 0.978  sig. at 0.01 
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Once the hypothesis that integrity has a direct and significant relation with the share value variations in 
the stock market has been verified, our research seeks to know whether this association is also 
verified through the on-line perceptions and recommendations of the financial community. To that end, 
we proceed to do a regression where the independent variable is integrity and the dependent is 
reputation. Secondly, another regression where the independent variable is reputation through online 
sources and the dependent variable is the recommendation of the financial community.  

And finally, a regression model to check the relationship between the recommendations and market 
values (Table 8). The results obtained show that integrity perceived through online sources is a 
significant variable to explain the levels of CR perceived by the stakeholders (coefficient = 0.272 and 
Pr > |t| = 0.001). In addition, reputation is also a significant and positive variable related to 
recommendations on line by the financial community (coefficient = 5.709 and Pr > |t| = 0.002). Lastly, 
those recommendations are related to the share price in the stock market (coefficient = 0.010 and Pr > 
|t| = 0.006). Therefore, the hypothesis confirms that the integrity perceived by the stakeholders and the 
society, through the ethical behaviour, is related to recommendations from the financial community 
and at the same time, to the share market value. Consequently, there is an association between the 
ethical behaviour and the market value of a company. 

Table 8.  Regression analysis (Hypothesis 2) 

Variables Coefficients Est. Error t-stat Pr > |t| 

Variable dependence: Reputation 

Constant 4.607 0.512 8.990 0.000 

Integrity 0.272 0.079 3.441 0.001 

R2 = 0.652 St. Error of Estimation = 1.535 F.= 11.842 F Pr = 0.001 sig. at 0.01 

Variable dependence: Recommendation 

Constant -33.518 10.886 -3.079 0.006 

Reputation 5.709 1.656 3.447 0.002 

R2 = 0.089 St. Error of Estimation = 3.621 F. = 0.001 F Pr = 0.978 sig. at 0.01 

Variable dependence: Share price 

Constant 2.573 0.019 134.319 0.000 

Recommendation 0.010 0.003 2.963 0.006 

R2 = 0.226 St. Error of Estimation = 0.079 F. =8.782 F Pr = 0.006 sig. at 0.01 

5 DISCUSSION AND CONCLUSIONS 
The objective of this work was to show through an empirical study, that the formation of practitioners 
through the ethical component, is a tangible value that impacts directly on the market value of the 
companies. 

With that purpose, we conducted a research with a sample of 32 large Spanish companies with the 
aim of analysing whether there is association between the perceived integrity online of this firms by 
the stakeholders and the society in general and the trading value trading for its shares on the stock 
market. A second objective has been to offer a perspective of how ethics impacts in the share market 
value through the recommendations offered online by the financial community (investors and 
analysts). The results obtained verify the hypothesis that a higher level of integrity perceived online, 
increases the share value in the stock markets. In addition, the attributes that make up the integrity 
seem to unequally impact the evolution of the quote. The transparency attribute has proved not to be a 
significant variable statistically; while the ethical behaviour attribute has a high significance in its direct 
relationship with the stock exchange value. 

In addition, we have studied if the financial community online recommendations are associated with 
the evolution of the shares value of the companies in the sample, as well as if they take into account 
both the levels of CR and ethical behaviour that can be measured online. In this case, the regression 
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analysis carried out have led to the conclusion that integrity levels perceived by stakeholders, mainly 
through the ethical behaviour of companies, moved positively the recommendations of the financial 
community and, in turn, the market value of the shares. 

These results show that there is association between ethical corporate behaviour and financial results 
obtained by them, i.e. the ethical behaviour that people apply in their activity in companies brings 
tangible value to these companies or organizations. In order to fulfil an adequate management on 
companies where the ethical component is effective, and therefore, perceived by the public, then it is 
necessary to train and educate their professionals, as ethics forms part of the individual, and 
materializes through the management process. 

Therefore, the elimination of humanistic formation from the academic curricula or giving them a 
secondary role in people formative process based on the fact that they do not bring tangible value to 
enterprises, is not justified as we have shown. If on top of that we added the challenges our society 
faces now and will face in the near future, the society will have to reconsider the design of the 
curricula, incorporating human formation as an obligatory part, to greater or lesser extent, in all kinds 
of curricula, as said by Aristotle in his Nicomachean Ethics. 
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