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ABSTRACT 
This study examines the relationship between business ethics and customer satisfaction in 
Qazvin traffic police department. The main objective of this study is to examine the factors 
such as responsibility, respect, honesty and fairness of employees on customer satisfaction. 
According to the fact that statistical population includes all customers of Qazvin traffic 
police department, a sample size of 267 patients was randomly chosen using non-
probability sampling method. This research has hypotheses and has used inferential 
statistical tests such as Pearson correlation, Spearman's, ANOVA and Regression. Studying 
the main hypothesis of research and its sub- hypotheses confirms the presence of positive 
relationship between business ethics and its components and client satisfaction. Factors 
affecting business ethics on client satisfaction include: responsibility, respect, honesty and 
fairness. 
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INTRODUCTION 

 

Viable and thriving business is one that establishes effective relationship with its audiences or customers. 

The secret of business life and survival depends on honest and fair communication with customers. Contrary to 

businessman whose aim is speculation and profit, the aim of customers is to meet needs and satisfaction. 

Satisfaction depends on many factors and its strength needs to provide various areas. But dissatisfaction occurs 

very simple and fast. Ethics, honesty and other ethical virtues are important factors that any damage will destroy 

everything (Pur Momtaz, 2006). 

Customer satisfaction depends on ethical connections because it is among the most important factors in the 

formation of expectations and attitudes and it is the base of financial and economical decisions. Some have 

advanced and have offered ethical definition for quality and have considered quality as the product of ethics and 

honesty, which is very tangible. Since, in most cases, someone in system will find defects and discrepancies at 

organizational or individual level, if he is honest, he will solve it so that he does not lie to customer for product 

delivery. Business ethics is an important cultural factor in economic development. Human resources establish 

the foundation of nation’s wealth. Natural capital and resources are incidental factors of production while 

humans are active agents who collect capitals, exploit natural resources, make socio-economic and political 

organizations and enhance national development. A country that fails to develop people skills and knowledge 

and exploit it for national economy effectively, it is unable to develop other things (Todaro, 1985). 



368 

 

 

Ethics is defined as a system of values and dos and don'ts and accordingly, organization’s good and bad 

features are distinguished (Alwani, 2001). According to ethical principles, managers are able to decide what is 

good and what is wrong, who is going right way and who is going wrong way. Therefore, manager cannot act 

decisively without ethical system in performing his duties such as decision making, evaluation, monitoring, 

encouragement and punishment. 

Today, business world is based on "customer- orientation" and "customer satisfaction" so that providing 

services without regard to this principle is not only difficult but is impossible. 

Ethics is internal commitment that prevents law posterns and obligates people to control what is not defined 

in the scope of his responsibilities based on ethical commitments; internal control is the factor of directing him 

towards good behavior (Ansari Renan, 2007). 

Three areas are defined for moral and ethical actions: 

 

Legal-Codified: 

Social Standards: 

Personal Standards: 

Business ethics is an applied ethics. Thus, there are common features between these applied ethics and other 

applied ethics from this point of view such as bioethics, medical ethics, legal ethics, engineering ethics and 

media ethics (Tavassoli, 2004). When ethics is used, it plans a framework where people think how they must be. 

Providing a proper definition of business ethics needs to mention what question the term answers. Business 

Ethics answer the question whether the market and business operation (in addition to legal considerations) is 

morally acceptable or not? It is considered good or bad? And like; for example, whether it is good that car 

manufacturer install an expensive but effective device on car or not? On the one hand it will save the lives of 

people, and on the other hand the car is expensive and it will decrease the number of buyers. Is it good that 

sellers report customers complaints on manufactured goods to company or not, and questions such as these. 

Ethics is to study standards and rules that guide individuals and groups in doing good actions (Taylor, 1975). 

1990’s is known as business ethics institutionalization decade. During this decade, firms were encouraged 

to take ethical considerations into account and don’t wait for government instructions. In many developed 

countries, government regulations were used in some cases in addition to ethical issues. For example, legal 

actions were implemented at least in the case of bad advertising (like smoking). At the same time, reward and 

encouragement were applied for firms that adhere to ethical considerations (Ponaboy, 1995). 

Ensure ethics in public services is a very important topic. Ethics includes written or oral reports that 

prescribes or prohibits some behaviors under certain conditions (Nigro and Nigro, 1989). 

Business ethics can be studied in different formats. Business-related ethical issues include ethical 

philosophy, social responsibility, ethical decision-making framework, the opportunity cost, business ethics and 

international affairs. Business-related ethical subjects include issues, good or bad situations or opportunities that 

are necessary for a person or organization to decide. Many ethical issues are related to conflict of interest, 

honesty, fairness and institutional and interpersonal relationship issues. It seems that any system has concerns on 

issues which could affect the system validity, issues such as corruption, lack of customer satisfaction, damaging 

public sector or environment. Study of business ethics provides capacities for resolving issues (Carroll, 1991). 

Business ethics has become a hot topic in recent years and has attracted special attention of business and 

professional world (Robertson, 2008). 

The customer is one who offers his wishes to organization. Customer task is to attract others attention 

towards its wishes so that his interests and in turn, organization interests are provided (kotler, 2004). 

 

Four aspects of customer needs: 

• Knowledge of results (the objectives of service) and means and ways to achieve results; 

• Determine and define precisely the customer needs; 

• Customer participation at the earliest possible date; 

• Determine customer expectations of services. 

It is necessary to make balance between customer expectations and what can be offered, when it is required 

to provide qualified services (Martin Handerson, 2001). 

A group of researchers has defined customer satisfaction as emotional reaction (Cadotte, Woodruff & Jen 

Kins; West Brook & Reilly). Another group of researchers has defined it as understanding or cognitive reaction 

(Bolton & Drew, Havard & Sheth, Tes & Wilton, Swan, Trawich & Carroll). In recent years, more researchers 

have studied satisfaction as emotional issue (Halestead, Hartman & Shmidt; Mano & Oliver; Mackenzie & 

Olshavsky) 

Customer satisfaction is the result of three-part system including: 

1. Organization performances (processes); 

2. The organization staff that provide product or service; 

3. The expectations of client or customers 
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The effectiveness of three-part system depends on integration of these parts together. The common area 

between these parts represents customer satisfaction (Swift Ross, 1998). 

If employees are justified about their duties, clients' satisfaction from service quality will be more and 

higher. The relationship that is developed between customer and employee is shown in figure below as customer 

satisfaction mirror. For example, when a banker became familiar with a client, client services costs will be 

reduced, because there is no need to spend time in order to identify the client. Satisfaction mirror, staff- 

management relationship (or in other words, internal customers) approach is reflected in the approach of dealing 

with external customers (Mahdi lui, 2006). 

 

Hypotheses: 

The main hypothesis: 

H1: There is relationship between employees "business ethics" and client satisfaction. 

 

Sub- hypotheses: 

H2: There is relationship between employee “honesty” and client satisfaction. 

H3: There is relationship between employee “respect” and client satisfaction.  

H4: There is relationship between employee “fairness” and client satisfaction. 

H5: There is relationship between employee “responsibility” and client satisfaction. 

 

MATERIALS AND METHODS 

 

The present study is applied in terms of objective; it is descriptive based on study nature and methodology. 

Descriptive study includes methods aimed to describe the situation or phenomenon under investigation. 

Implementation of descriptive study can be due to better understanding of current situation or help the decision 

making process. 

One of the descriptive research methods is correlation study. Correlation method is applied when data on 

these variables are available and study objective is to investigate the relationship between two variables. In 

correlation method, the researcher tries to know whether the relationship and correlation exists between two data 

groups or not? In other words, whether the changes of one variable lead to changes in other variable or not, if 

there is such a relationship, what type and how much (Hafez M., 2005). 

In the present study, we have used the Cochran formula in order to estimate the sample size of qualitative 

variables. 

267
4 2

2


d

z
n

 
The extent of allowable error in parameter estimation must be considered in order to determine the sample 

size needed to estimate the parameter. The amount of allowable error (d) is considered 0.06 as well as z = 1/96. 

The sample size, that is, the number of selected clients is equal 267. In this survey, 300 questionnaires were 

prepared and provided to clients of Qazvin traffic police and finally, 267 questionnaires were returned. As a 

result, results of these questionnaires can be generalized to entire population due to estimated sample size. The 

main point that is proposed in this paper includes topics related to business ethics and its components such as 

responsibility, honesty, respect, fairness and customer satisfaction and the relationship between business ethics 

and client satisfaction. In this study, considering the fact that number of statistical population members is 

infinite, the sampling method is used and available non-probability sampling method is selected. Thus, the 

researchers referring to Qazvin traffic police department provides questionnaires randomly to a number of 

clients and collects them. The present study has examined the situation from September 2013 to December 2013 

in terms of spatial domain. In this study, the respondents’ scores to business ethics questions (responsibility, 

honesty, respect, fairness) and client satisfaction on Likert scale specifies their relationship. 

Data collection tools of this study include questionnaires. Measurement scale of these questionnaires is five 

point Likert; this scale is made of regular series of items that are developed in specific order. These items 

provide specific modes of measurement process that are in the form of items that have equal distance in terms of 

measurement value. Respondent shows his agreement with each statement on a graded scale that is usually from 

one to five degrees (Sarmad, 2004) 

Measurement scales that are used in this study and their value are provided in below table. Number one 

indicates the least value and number five represents the highest value.  
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Table1:Measurement scale 

Item  Very low Low  Average    High  Very high  

Value  1 2 3 4 5 

 

Each question scoring method is so that multiplying importance numbers of 4 for example by number of 

influencing factors on satisfaction or business ethics 3 for example, the question score will be 12. 

The range of scores is as following table  

 
Table 2: Scores domain 

Questions  Scores domain Ranking  Component  

2-3-4-5-7-8-9-13-14-

15-18-19-16-21-22-

23 

16-400 324-400 247-323 170-246 93-169 16-92 Business ethics 

2-3-4-5 4-100 81-100 62-80 43-61 24-42 4-23 Responsibility  

7-8-9-13-14 5-125 102-125 78-101 53-77 29-52 5-28 Respect  

15-16-18-19-21 5-125 102-125 78-101 53-77 29-52 5-28 Honesty 

22-23 2-50 41-50 31-40 22-30 12-21 2-11 Equity 

1-6-10-11-12-17 6-150 122-150 93-121 64-92 35-63 6-34 Satisfaction  

 

The content validity and counting sigma methods are used in order to determine the questionnaire validity. 

This means that views of five professors and faculty members were used, thus the questionnaire validity was 

calculated 0.832.  

In this study, Cronbach's alpha coefficient was calculated using Spss software and was equal to 0.9573; 

since it is higher than 0.80, then, the reliability of measurement tools is considered high. 

Among the techniques described in this study include frequency tables, graphs and mean and calculations 

were performed using SPSS software. In this study, inferential statistical tests were used such as Pearson 

correlation, Spearman, ANOVA and regression and all of calculations were performed using SPSS software. 

 

Results: 

 
Table 3: The statistical sample (267 cases) 

Male 226 persons (84.6%)  Female 41 persons (15.4%) Gender 

Married 199 persons (74.5%) Single 68 persons (25.5%) Mortality 

status 

Illiterate 1 
person 

(0.4%)  

Primary 3 
persons 

(1.1%) 

Guidance 23 
persons (8.6%) 

Diploma 99 
persons 

(37.1%) 

Associate degree 
and license 114 

persons (42.7%) 

MS 21 
persons 

(7.9%) 

Ph.D 6 
persons 

(2.2%) 

Education  

 
Table 4: Study variables status 

Variables  Very low Low  Average    High  Very high  

Business ethics 16 persons 

(6.0%) 

66 persons (24.7%) 95 persons 

(35.6%) 

78 persons (29.2%) 12 persons (4.5 %) 

Responsibility  17 persons (6.4 
%) 

48 persons (18.0 %) 76 persons 
(28.5 %) 

97 persons (36.3 %) 29 persons (10.9 %) 

Honesty 36 persons (13.5 

%) 

75 persons (28.1 %) 71 persons 

(26.6 %) 

79 persons (29.6 %) 6 persons (2.2 %) 

Respect  15 persons (5.6 
%) 

75 persons (28.1 %) 113 persons 
(42.3 %) 

55 persons (20.6 %) 9 persons (3.4 %) 

Equity 41 persons (15.4 

%) 

51 persons (19.1 %) 60 persons 

(22.5 %) 

78 persons (29.2 %) 37 persons (13.9 %) 

Satisfaction 14 persons (5.2 

%) 

60 persons (22.5 %) 78 persons 

(28.8 %) 

86 persons (32.2 %) 30 persons (11.2 %) 

 

Study hypotheses: 

The main hypothesis: 

There is relationship between employees "business ethics" and client satisfaction. 

H0: There is no relationship between business ethics and client satisfaction. 

H1: There is relationship between business ethics and client satisfaction. 

Analyzing data by Pearson and Spearman tests show that correlation coefficients between two variables of 

business ethics and customer satisfaction are 0.903 and 0.895, respectively and  probability amount (p value) is 

equal to 0.000 which is smaller than significance level of α = 0.05. Therefore, H0 is rejected (no relationship), as 

a result, there is significant relationship between business ethics and customer satisfaction. In addition, positive 

correlation coefficients and the slope of fitted line show the direct relationship between these two variables. 

Also, determination coefficient between two variables is equal to 0.815 (R
2
=0.815) or in other words, 81.5% 

change is common between two variables. 
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The sub- hypotheses: 

1- There is relationship between responsibility and client satisfaction. 

H0: There is no relationship between responsibility and client satisfaction. 

H1: There is relationship between responsibility and client satisfaction. 

Analyzing data by Pearson and Spearman tests show that correlation coefficients between two variables of 

responsibility and customer satisfaction are 0.895 and 0.890, respectively and  probability amount (p value) is 

equal to 0.000 which is smaller than significance level of α = 0.05. Therefore, H0 is rejected (no relationship), as 

a result, there is no significant relationship between responsibility and customer satisfaction. In addition, 

positive correlation coefficients and the slope of fitted line show the direct relationship between these two 

variables. Also, determination coefficient between two variables is equal to 0.800 (R
2
=0.800) or in other words, 

80% change is common between two variables. 

2- There is relationship between respect and client satisfaction. 

H0: There is no relationship between respect and client satisfaction. 

H1: There is relationship between respect and client satisfaction. 

Analyzing data by Pearson and Spearman tests show that correlation coefficients between two variables of 

respect and customer satisfaction are 0.847 and 0.855, respectively and probability amount (p value) is equal to 

0.000 which is smaller than significance level of α = 0.05. Therefore, H0 is rejected (no relationship), as a result, 

there is significant relationship between respect and customer satisfaction. In addition, positive correlation 

coefficients and the slope of fitted line show the direct relationship between these two variables. Also, 

determination coefficient between two variables is equal to 0.717 (R
2
=0.717) or in other words, 71.7% change is 

common between two variables. 

3- There is relationship between honesty and client satisfaction. 

H0: There is no relationship between honesty and client satisfaction. 

H1: There is relationship between honesty and client satisfaction. 

Analyzing data by Pearson and Spearman tests show that correlation coefficients between two variables of 

honesty and customer satisfaction are 0.789 and 0.787, respectively and probability amount (p value) is equal to 

0.000 which is smaller than significance level of α = 0.05. Therefore, H0 is rejected (no relationship), as a result, 

there is significant relationship between honesty and customer satisfaction. In addition, positive correlation 

coefficients and the slope of fitted line show the direct relationship between these two variables. Also, 

determination coefficient between two variables is equal to 0.622 (R
2
=0.0.622) or in other words, 62.2% change 

is common between two variables. 

4- There is relationship between fairness and client satisfaction. 

H0: There is no relationship between fairness and client satisfaction. 

H1: There is relationship between fairness and client satisfaction. 

Analyzing data by Pearson and Spearman tests show that correlation coefficients between two variables of 

fairness and customer satisfaction are 0.658 and 0.638, respectively and probability amount (p value) is equal to 

0.000 which is smaller than significance level of α = 0.05. Therefore, H0 is rejected (no relationship), as a result, 

there is significant relationship between fairness and customer satisfaction. In addition, positive correlation 

coefficients and the slope of fitted line show the direct relationship between these two variables. Also, 

determination coefficient between two variables is equal to 0.433 (R
2
=0.0.433) or in other words, 43.3% change 

is common between two variables. 

Comparison between business ethics and client satisfaction based on profile: 

1- There is difference between business ethics from male and female client perspective. 

H0: Mean business ethics is the same from male and female client perspective. 

H1: Mean business ethics is not the same from male and female client perspective. 

2- There is difference between client satisfaction from male and female client perspective. 

H
2
0: Mean client satisfaction is the same from male and female client perspective. 

H
2
1: Mean client satisfaction is not the same from male and female client perspective. 

Comparing business ethics and client satisfaction from male and female clients’ point of view is obtained 

according to calculations and using T-test and since the probability (significance) amount of two variables, from 

male and female clients’ point of view is equal to 0.097 and 0.260, respectively and is significantly more than 

significance level of 05.0 . Therefore, H
2

0 and H
2
1 hypotheses are not rejected and therefore, we cannot say 

that business ethics and satisfaction scores are significantly different from male and female clients’ point of 

view. Therefore, the relative statistical comparison shows that business ethics and satisfaction scores of women 

are higher than men. 

1- There is difference between business ethics from married and single client perspective. 

H0: Mean business ethics is the same from married and single client perspective. 

H1: Mean business ethics is not the same from married and single client perspective. 

2- There is difference between client satisfaction from married and single client perspective. 

H
2
0: Mean client satisfaction is the same from married and single client perspective. 
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H
2
1: Mean client satisfaction is not the same from married and single client perspective. 

Comparing business ethics and client satisfaction from married and single clients’ point of view is obtained 

according to calculations and using T-test and since the probability (significance) amount of two variables, from 

married and single clients’ point of view is equal to 0.054 and 0.109, respectively and is significantly more than 

significance level of 05.0 . Therefore, H
2

0 and H
2
1 hypotheses are not rejected and therefore, we cannot say 

that business ethics and satisfaction scores are significantly different from married and single clients’ point of 

view. Therefore, the relative statistical comparison shows that business ethics and satisfaction scores of single 

persons is higher than married ones. 

1- There is difference between business ethics from clients with different education perspective. 

H0: Mean business ethics is the same from clients with different education perspective. 

H1: Mean business ethics is not the same from clients with different education perspective. 

2- There is difference between client satisfaction from clients with different education perspective. 

H
2
0: Mean client satisfaction is the same from clients with different education perspective. 

H
2
1: Mean client satisfaction is not the same from clients with different education perspective. 

Comparing business ethics and client satisfaction from clients with different educations point of view is 

obtained from ANOVA and since the probability (significance) amount of two variables from different 

educations is equal to 0.013 and 0.003, respectively and is significantly less than significance level 

of 05.0 . Therefore, H
2
0 and H

2
1 hypotheses are rejected and therefore, we can say that business ethics and 

satisfaction scores are significantly different from clients with different educations point of view. Therefore, the 

relative statistical comparison shows that business ethics and satisfaction score of persons with high education is 

higher than other ones. 

Multivariate regression in order to examine the relationship between criterion variable and predictor 

variables 

Regression results show that responsibility, respect and honesty variables have the greatest effect client 

satisfaction variable. 

 

Results: 

A-The Pearson correlation coefficient test results of R = 0/903 with significance value of 0.000 show that 

there is significant relationship between business ethics and client satisfaction at significance level 

of 05.0 . The determination coefficient between two variables is R=0.815 or in other words, 81.5 % of 

client satisfaction changes are justified by business ethics. Since the management and guiding human and 

material resources need more intricacy and elegance, manager ethical role depends on resurrection of passion 

and motives and consistency and speed of organizational affairs in order to achieve inevitable and crucial 

desired results for optimal management of organization. 

Quran considers good ethics as one of the success factors of Prophet (pbuh) in management and says in 

Surah Al- Imran verse 159: "You're good moral and kindness with people is Mercy from God and if you were 

short-tempered and hardened heart, people were dispersed around you". 

There are many managers who have been at high level of qualities such as assertiveness, expertise, power 

and necessary knowledge but they have not achieved the desired success and have failed due to lack of ethical 

issues in management. So, as Holy Quran mentioned, ethics is prosperity and success factor for each person and 

organization and is currently seen as a competitive advantage. 

B-The Pearson correlation coefficient test results of R = 0/895 with significance value of 0.000 and 

regression analysis of B=0.503 show that there is significant relationship between responsibility and client 

satisfaction at significance level of 05.0 . The determination coefficient between two variables is R=0.800 

or in other words, 80 % of client satisfaction changes are justified by responsibility. It is clear that positive 

human ethics thrive responsibility and positive role; of course, the first alarms of responsibility and society 

management areas is negative moral degeneration and evil –centered characters, in such a situation, 

commitment and responsibility pales and people will not be able to act their responsibility. Then, having the 

responsibility option, we can play constructive and positive role in organization and satisfy more customers. 

C-The Pearson correlation coefficient test results of R = 0/847 with significance value of 0.000 and 

regression analysis of B=0.292 show that there is significant relationship between respect and client satisfaction 

at significance level of 05.0 . The determination coefficient between two variables is R
2
=0.717 or in other 

words, 71.7 % of client satisfaction changes are justified by respect. 

D-The Pearson correlation coefficient test results of R = 0/789 with significance value of 0.000 and 

regression analysis of B=0.199 show that there is significant relationship between honesty and client satisfaction 

at significance level of 05.0 . The determination coefficient between two variables is R
2
=0.622 or in other 

words, 62.2 % of client satisfaction changes are justified by honesty. Honesty of work means righteousness and 
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accuracy; this means that manager and employees have incentive other than serving the community in every part 

of organization and avoid diversion incentives and provide client consent and satisfaction. 

H-The Pearson correlation coefficient test results of R = 0.658 with significance value of 0.000 show that 

there is significant relationship between fairness and client satisfaction at significance level of 05.0 . The 

determination coefficient between two variables is R
2
=0.433 or in other words, 43.3 % of client satisfaction 

changes are justified by fairness.  

As the prophet Mohammad says: The best practice is sensual fairness on people, fairness 

can be a moral component in satisfying the clients. 

Demographic data analysis which is provided in numerous tables including frequency and frequency 

percent and cumulative frequency suggests that majority and minority of respondents in terms of gender and 

education include: 

Majority: male, license 

Minority: female, illiterate 

Specialized data analysis results that are in tabular form including the frequency, frequency percent, mean, 

standard deviation, skewness, stretch and range of scores, include: 

• According to averages calculated for each component of business ethics, it is known that responsibility, 

respect, honesty and fairness have the most to least effect on client satisfaction: 

According to results of proposed four sub-hypotheses, the main hypothesis is confirmed and it can be said 

that increased amount of business ethics will lead to increased client satisfaction from traffic police department 

of Qazvin. 

Policy recommendations and practices: 

Since the results of study show a positive relationship between business ethics and client satisfaction, the 

below cases will be considered in order to improve and increase the satisfaction level of clients: 

1. Apply the proper control on Traffic Police performance and verify their performance and provide a 

comparison on provinces Traffic Police and their performance in specified period 

2. Spiritual and material encourage of Traffic Police Office staff with top management 

3. Since soldiers and commanders of service providers in Traffic Police are the agents of police force, their 

abuse will directly or indirectly influence the entire system, therefore, it is recommended that special training 

programs are provided in order to improve the treatment of employees with clients 

4. Provide adequate welfare services to clients in Traffic Police Department  

5. Enhance the flexibility of organization for client demands  

6. A major part of Traffic Police services is to address complaints. Client satisfaction must be widely 

considered through effective handling of complaints. Complaints must be considered as opportunities in order to 

improve the relationship between them and clients. 

7. Fairness in addressing complaints 

8. Acknowledgement on mistakes and damages  

9. Timely consideration of client's request 

10. Application of specialist as consultant 

11. Facilitate administrative affairs 

12. Welcome to clients suggestions 
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