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Table 1 has highlighted the feature of the selected respondents for this study. It has highlighted that
selected respondents have various level of education, income, birthplace, material states, age and
gender.

Table 3

This table shows the number of the subject mean values of consumer unethical behavior,
standard deviation, and standard error within the categories defined by the grouping variables (rural
and urban).Compare the two group means, it is useful to know what the mean value rural mean
=4.736, urban mean=4.138.

Regression

Simple regression test was performed to examine the relationship between proposed hypoth-
esis for this study. Findings are highlighted that CUB has brought change in birth place with percent-
age of .1% percent. However, the extracted value of significance level showed that unsignificant

relationship found between consumer unethical behavior and birthplace.

Table 4

Table 5
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Table 6
Model Summary
Model R R Square Adjusted R | Std. Error of the
Square Estimate
1 258 .066 .064 47907
a. Predictors: (Constant), ID

The coefficient table presents the results of the regression analysis. The objective of the
regression in this study is to find such an equation that could be used to find the impact of Birthplace
and consumer unethical behavior. The specified regression equation takes the following form:
Birthplace = C + b consumer unethical behavior
Birthplace = 1.500 +.002 consumer unethical behavior

Table 7
Coefficients®
Model Unstandardized Coefficients | Standardized T Sig.
Coefficients
B Std. Error Beta
1 (Constant) 339 248 1.366 173
ID .081 .016 258 5.008 .000
a. Dependent Variable: Birth Place

The value of the adjusted coefficient of determination (adj. R2) is .064 which shows that
64% variation in the Birthplace. The value of sig. is less than 0.05 which shows that there is a signifi-
cant relationship between Birthplace and ID.

Table 8
Model Summary
Model R R Square Adjusted R Std. Error of
Square the Estimate
1 .383¢% 147 144 45800

a. Predictors: (Constant), RLV

The equation to find the impact of Birthplace and on ID. The specified regression equation
takes the following form:
Birthplace=C + b ID
Birthplace = .339 +.081 ID
This test shows that the coefficients of the predictor are statistically has significant at less than five
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percent level of significance. Its means alternative hypothesis accepted and Null hypothesis rejected.

Table 9
Coefficients
Unstandardized Coefficients Standardized | T-value Sig.
Model Coefficients
B Std. Error Beta

1 (Constant) 537 135 3.965 .000
RLV .043 .006 383 7.788 .000

a. Dependent Variable: Birth Place

The first table shows the observed values RLV effect on the Birthplace is 14.7% percent. The
value of the adjusted coefficient of determination (adj. R2) is .144 which shows that 14.4% variations
in Birthplace. The value of sig. is less than 0.05 which shows that there is a significant relationship
between Birthplace and RLV.

The regression test objective is to find such an equation that could be used to find the impact
of Birthplace and on ID. The specified regression equation takes the following form:
Birthplace = C + b RLV
Birthplace = .537 +.043 RLV

This test shows that the coefficients of the predictor are statistically significant at less than
five percent level of significance. Its means alternative hypothesis accepted and Null hypothesis
rejected.

Conclusion and Discussion

The study has found significant relationship between consumer unethical behavior and birth
place where as previous study results are different and found no significant relationship between
consumer unethical behavior and birthplace (Xu, 2013). Furthermore, moral philosophies also plays
a significant role in influencing the consumer unethical behavior. The study indicates the significant
relationship between birthplace and moral philosophy (dualism and relativism). During comparison
of results, it is not found that “actively benefiting from an illegal activity”, “passively benefiting at the
expense of other”, “no harm/no foul”, and the “actively benefiting from a questionable action” are
more efficient to discriminate the consumer with rural birthplace from those with urban birthplace
compared to previous studies (Xu, 2013; Vitell, 2003).

Hunt and Vitcu (2006) investigate that ethical decision making depends upon the individual
characteristic which can be perceived by any one. Demographic variables play a substantial part in
ethical judgment (Vitell, 2003).The sum of demographic characteristic such as age, training, gender,
marital status and religious are important variables in the context of our study. Birthplace another
variable in demographic is not accepted by the previous study (Zhao, 2011). It has been looked at, in
CUB, for the very first time, which proved that birthplace had a significant CEB. The focus of previ-
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ous studies was mainly on consumer ethical behavior and personal moral philosophy, such (RE, ID)
were employed to explain investigate the consumer unethical behavior (e.g., vital and Muncy, 1992;
Rawuas at al., 2005; Khartoum et al. 2004; Tain & Zhao, 2007). Relativism and idealism were used to
determine the impact on CUB whether these two philosophies really affect the consumer behavior or
on other ingredients.

Limitations and future direction

The research has several limitations from which we can gain further research suggestions
First, in future, the sample should be increased, especially from rural birthplace and gender specified
sampling should include female respondent in the survey. Second, newly urban resident and urban
resident should be included in the study. Third, there should be different measures/instrument used
according to the understanding of the urban sample and rural sample for more useful inquiry. In
Pakistan, marketers do not have to segment the marketplace, according to unethical conduct with
respect to urban and rural birthplace, Therefore, more research studies on this topic can gain further
insight.
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