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Research Article

Public Relations Ethics in the Age of Social
Media: Identifying the Ethical Values and
Challenges

I-Huei CHENG

Abstract

Social media provides newer opportunities for public relations practitioners
to communicate and interact with the public. Some uses of social media,
however, such as fake blogs, paid blog posts, and fake posts on online forums,
are controversial and have received public attention. The ambiguity in the
ethical issues involving the use of social media as a public relations tool
suggests a need for further investigation for both academia and industry. Given
the limited literature on public relations ethics focused on social media, the
current study is aimed at exploring the ethical challenges imposed by new
media through in-depth interviews with senior public relations managers in
Taiwan. It was found that new media has become an important part of public
relations practices today and that its high interactivity and rapid speed of
information flow bring about a stronger demand for content production and
more tasks of ethical considerations, such as information accuracy and
disclosure, anonymity, and privacy on the internet. Findings also suggest that
public relations managers can play an influential role by making ethical
decisions while considering both the core values and a set of situational factors.

I-Huei CHENG (Associate Professor). Department of Advertising, College of
Communication, National Chengchi University. Research interests: public relations,
advertising, health communication.
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MEEREBHE

AR M R A

B 3 2004 EA5 KA ER ST > DL SR A Il A B L 45 > 0 LB
1REHS 15 o e A 55— 858 ) B B (Newell, Pilotta, & Thomas, 2008) °
SRV B A AR EBZ 0 s LR > gt 7 2 TR
TS - AR A0 B G A P M & > 9 L AR AR A5 AR R 56 90 B
Al B BT B N B EORM LR R o DASEORG B R Dy X BRUAE B M) i A
TR AT DL 37 B [ A BER (Park & Reber, 2008) o 1 3 — i K 7
M5 > GEA RN A AR - st BB ER 2R > ER
RAHEGRBNEN » DL H R 74 B BT aEC L~ B A By
VR o PRI A A SE BN AR [ — AR B SRR I ] R 2
ONBA TAEME AR T 37 89 Pk B (Ingenhoff & Koelling, 2009; Xifra & Huertas,
2008) °

B L) 4 B B B R B M B U &S B 5 9 G T
(social media) > 41 FF M8 B 2E A0 3 1 A FEAN IS BLAT B 46 B L E Ry
FHTG o BB BEATT LA REERE N2 > I B A% (Boyd &
Ellison, 2008; Wigley & Zhang, 2011) » 1%, T 2\ BAWF 5T & A BLERIE R 1)
A fn : FRIEAS (blogs) ~ G FREAS (5140 Twitter ~ Plurk) ~ 4t
A (4N : Facebook) » LA K ASH - F-& (40 : YouTube) ~ A1 5
G (B : Flickr) ~ 44 8% 52 & (1) T # B2 4% 7 (podcasts) ~ HEHEH
Bl (Wikipedia) %5 (Alfonso & Miguel, 2006; Eyrich, Padman, & Sweetster,
2008; Gilpin, 2010) °

A AR AR BE A 25 R A A BT AT o A R R R M E AT Y
H 5 MWt IE 5 B A B R 0 8 R B SR R (] 4
Smith, 2010; Trammell, 2006; Yang & Kang, 2009) - t4 & > #F 5% & &t
e 1% 8 4 B I 1Y ) AE B £ 4 (51 40 : Jin & Liu, 2010; Sweetser &
Metzgar, 2007) 5 K AR 3= Bt B 2 R 43 11 mig 538 i s % 25 L Ay A 7 I
B 50 ) e EE R N B B RS A9 {8 (Waters, Burnett, Lamm, & Lucas,
2009) > =% F LR iy 3 B Twitter 75 i # 18 40 (1) %4 45 (Jin, Liu, & Austin,
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2014) o WEHFFR I EEARE - B RAFIE T ER A K2 43 B il s B B[R]
I B A TET o B DA AR A TR R R 03 R L 8 4 Seltzer B
Mitrook (2007) 3B 7 e BLASL 478 48 sl A T AN [R] > 5820 T 2 1 2 /5
BRI TEAS » AT DR A RO S AL AR BN AR S G BRAR o B Lee %
N BE 5 36 1B T K A 3 M 2 B Twitter 1Y 1% UL (Lee, de Zaiiiga,
Coleman, & Johnson, 2014) -

Ye B Ki (2012) [l B3 A7 25 07— 14 [ 23 BH SCRE o 4 B Y
WS IL > Hoh 8 7ok R SR BAHBH 515  Sweetser (2010)
ARG IR o 2 B 2 Y i B TR O A B AR T AN R TR B
WEZRPFTRE ) > whim A BN B AL BB 00 SR > i R E
15 7 ARl > vl R 3 A Ak A5 2 UG F o 2T W1 DiStaso B Bortree (2014)
A B PR ST B E AP S > Hrh B DA
28 0 M i 7 KUDA BT - B0 53 B 9 8 43 9 22 R AE YouTube 493 |
(5 i AR GIHERET- & ERYSEEE BE (Bortree, 2014) ~ 7l 2 50 7] B
Rk RN - AR A 41 HE T & LAY TR (Coombs, 2014) ~ Fl5m A 1 o] 440
FIAT 88 T Berb g A A9 B 1R Y R EE M BL& B M (Logan & Tindall,
2014) > LA JeA3E CEO R 55 TR i A% 2 15 FE N LU % #% (Gallicano,
Bivins, & Cho, 2014) 5§ » 4 o1 0] & F| 2> B BF 55 75 A1 15 fie B 250 3 iy 2
WFEEZ FETZ BT - MFEZEAMA RN HE -

o Bl Aoy 2204 FIF 52

FEERRELFT v > 7 P A B ) A L B A L AR SRR b AE R 2
W AZ SRR B E R o B mp SCOCRR A ST RS AT N B RS A
P Ha F2 ¥0 B B2 3 fm SR A% T 1) (B0 40 - g il ERE > 1997 5 RRE
2003 5 B ikt > 1996) » A T B AE 2E N B B35 1R Y B S R A ()
s B SORE ~ SREEZSC > 1997 5 FESCKE ~ BRESSC ~ WG E > 2001) 5 B
NEHEEMMMB R AAERE LD THZ > SCE R A R AT R 3 B[]
RFRE B L G 1) S B (BRARAK > 2005) - DA R4 it BMR DT 7T R m - B
P AN BN B B35 T AR B R AR A BRI I — Bk ) (R EEER

el
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2001) 5 5 519% Sk 14 =5 1% o B 085 B 2 g 4 T 9% b B A B SE R AR 1 B e
A — o R AR 3 (BSOS > 1992) » UK — o o 2 J3 445 1 28 1Y
WHIE (BIEBL > 1994) o TEEFE BT - o SCEVE A — A ER S8
NEH B EE (a0 - BE > 1997) - {HR BA P CHEFUA
B SEE S T o

PR BH B S5 3 8 ) 5 SCEL S H AT AN 464827 ¢ Parsons (2004)
Ethics in Public Relations: A Guide to Best Practice ~ Lieber (2006) Public
Relations Ethics: A Cross-Cultural Analysis > L }¢ Fitzpatrick & Bronstein
(2006) & # Y Ethics in Public Relations: Responsible Advocacy > g L& 3
TRl 0 S e L TR ) A S R ) B 3 T R BRR RS BR AR B R
REAH % 5 B 1% 0 7t DiStaso & Bortree (2014) W Ethical Practice of
Social Media in Public Relations » ¥ & 7~ B A PR 41 BE 0 48 98 ) %
B SRR ARREEFRE > RER/NIRANBE » 838 2mik
i SC RS T A R Al 5 R R R R > AT 2T IR R A
TR ET > B AT 507G 75 B 25 R B R A A 4 I B 3 i B A AR Y
PRE -

AT S o RTERE AR A B E R LAE > B AR R A
FRORATERY - T A SCER Ay SRR e B 2 B 22 A B A ) > R TR
ZWHHE -

SRR Y

oM R E AR

TE B Ab > 5 B 25 26 PR 00 B g A A8 490 T 5% B 2 B A 1 & (Public
Relations Society of America, PRSA ) BfL[g [ 1% 25 #4% A & 177 € (International
Association of Business Communications, IABC) » #8371 T B 2/ B A
B S R0 B3 e P A o S UG A RGO B A B E 78 5 0 B
TAEMEEREN - 7E 68 BUAHA T ZAH B 1990 4F (1 1 1 i
N5 3EBIMR % 4 & (Foundation for Public Relations) > LA K& /% 2008 45 A
S 20134E L 2 & B & b T B B S S B AR 1 & (Taiwan/Taipei
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International Public Relations Association, TPRA) > 7& Wi {if 204k £- & 8 41
AR - BILFE RS AT B A B EE A - BERE
BN S B R B A N T A 8 R D Y S b A B AR B A T 1) |
e SR AR R AT W A R SR BT R o HER R T S AR EN BT
HE ERIARE o

A 1] 2 TR SR T R S A B SRR - R i B R 2 O S e
g e SR 2Ry BRI ~ B M e~ BB B M 0O B (69 A0 - Baker &
Martinson, 2002; Bivins, 2004; Bowen, 2004; David, 2004; Grunig, 2001;
McBride, 1989) » Bl 2 5 SCJRk [ Y SCRE (140 - 5RAKHK - 2005 5 Edgett,
2002) » 3 tHE RBR SR ) 4 B B9 AF 55 BOCER (1 40 2 Curtin & Boynton,
2001; Coombs, 2014) ; B T Coleman % Wilkins (2009) i # 5. ] Cabot
(2005) DA 78 18 58 0 8% e T AT /MR A B B 4 SR A - DL K Lee )t
Cheng (2011, 2012) £ 5 2 g 1 1 45 A 1) e BT BRLZE 0 bl 10 78 2L - At
RIBIFWFFEARALT A B REVERER - S0 R R BRE B B A R
BT AN o AR A, A 0 B RS T 9T (empirical research) o JR A1
s SOCRET R R A BN B BEE R R BT A2 (RAKAK > 2005 5
HEK R > 2001) > B AEABITESE N B AL g AR BLUL 75 KBk
SRR B3 i BRI & 12 B AR > R AS SO e BRI 5 ) R
LU

WEFERTE— : 58 A B B3R H B R AR L] 2

o T Aoy 3 09 AR AR S5 A

NBFER AR B A S E a8 A — T A T A SR a5 wl IR R 2
R TAE > AEAVE bR RE R A Y DRI 2 B S 3k iy iy L 46
OB RE > RS B HEE A AR OT S o BIAE 2 A4 1920 B B Grunig
(1989) 32 5 & A B TAEW Kt IR A0 = s > Bl R B R £
RN > R SR ARG B R EE GRS > Bbor
SGHRTE > R F AR R FR G A B ANE N s SR AR
Pfau &% Wan (2006) 55 A48 OR[N B & R 584 A B BEBS A vl Be skt
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W > Tk LB AR Le kM AR BIEERT A B SRk 5L
B LAEZTATIY -

B 7S A B A A Y A A ZEL AR R 1 E2 3 Edgett (2002) {8 42
TR RS > A T FIEER BB
Bk (evaluation) ~ DA P Fl| 25 4B 5 (priority) ~ V-5 % 5 F 2 Bt
& H AT (sensitivity) ~ %8 £l 70 77 & [# A & % 7 &% (confidentiality) ~
A4 TH LB A (veracity) ~ 47 5% B 8 i G B 0y TR AT L ER AL R 40
&l (reversibility) ~ Ir & AT £ B A E M (validity) ~ TEEBEER
5 B 5y LY B AR YR (visibility) ~ 25 E i 40 1 ¥ 52 (respect) > DA K A 75
Ty IRl B4 L T H#EAT I8 (consent) o

Hspisi ﬁﬂ?ﬁﬂﬁlﬂﬁﬁ&%‘%.AE@T%%J\%@E’JT@@?WEP PRSA
Member Code of Ethics, 2000) » #% ~F HIl K &) 70 A W {1l 35 43 > 26 — &8 7
F N B B2 OME(E > B85 © B3k (advocacy) ~ lUE ( honesty B
(expertise) ~ M 52 74 (independence) ~ M3 (loyalty) > DL & 24 F-
(fairness) ; 55 —FB/048 AT 2 <7 RI > £ 3 IERE BB Al B A28 (free
flow of information) ~ f& 5 B/ ~F- %) % F+ (competition) ~ B i =X i) & 7l
5 #% (disclosure of information) ~ [& A ol #% 2% & sl £ % (safeguarding
confidences) » DA K ## 6 F1] 43 7 %€ (conflicts of interest) » M 7E 48 % JH < HIj
_F%?’lij B I b B R F A ‘B AT 4 o Lattimore ~ Baskin » Heiman A Toth

(2002) 52 2% WEBLAT 04 WA AR BB 80 - B T LA T g v R A A
%’Q‘T“”/\Eﬁ/\ SUAT 2 W W o T B AR T A 2 Y 3 (E (universal
values) » B HCE g B2 1A BIEE N B RS SE MBI AR - (A
i Edgett (2002) %6 MR A L > 5 PRSA fi 2R~y HI| - AOREEAR R
H*@f&%tﬂﬂ@fﬁfﬂﬁﬁﬁﬁ?ﬂu o A REIR S A AR 2 IR B (% 2
KEBHANERNATHFE) » BN EEN WL - ABRENB TR
E%$1ﬁéﬁiﬁﬁﬂﬁﬁg*/ﬁ”ﬁﬁ@%?ﬁ?u//&%

BT RAE AN BENEEZOCEEE SR AT
TR RE

WFSEIRE = « £ 25 B\ EL2 2 28 B SE R BE 0 B A R ©
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ARBERBE P9 B 0 4 TR 2R

A A 2N B B 3 Bowen 1€ AL F 1 9 PR 2% 1D ) 4R B0 B SR CE A
PR GRS > A BE S LE P B B A SE Ak N AT 1R o B
(Bowen, 2010) > &3 /% & 3 A1 75 o A7 B 78 78 (ethics) A AT (trust) 77 7]
R 2R B - W] A 18 A A R R T D B TR B T MR B AR
DA HE AT RF il ﬁ%&mmum3ﬁ%A%ﬁmﬁﬁﬁ%%%m
W5 > PR A ZEA BB IS B T T 2 T4 15 TR (p. 126)
75 F-3# 18 (be fair and prudent) ~ AKX i (avoid deception) ~ % ﬁ,\g}ﬁ
(maintain dignity and respect) * ??ﬁ“ﬁ‘} (eschew secrecy) ~ ¥} % (is it
reversible) ~ #5 B (be transparent) ~ 7] i 2 ik Al & ) (clearly identify) -
P43 HT (rational analysis) ?ﬁﬂﬁ\]ﬁﬁ%% (emphasize clarity) ~ &5/
B (disclose) ~ 51 &AL H R BLA U (verify sources and data) ~ #57 BAT
(establish responsibility) - 4% E)# (examine intention) ~ ¥ 7 (encourage
the good) > BL— % PE## 37 {5 1T (consistency builds trust) o Fij #lt &5 i 3 4%
SR FBI B BT > STHEM S BA—E 2R A EE - 3
HCH R AR ARG 0 2 B T A A A B 2 > BRI A B B Il B Frtd
HEIGERE 1 0 R BRSPS B PR R RS > T LME 2y 2% -

DRI > 4% 6 i 20 A IR ) 2 A 3 B TR M A SR A0 by - DA BBt
FPAE RIS N A AR S MR A A SRR IS B RN - A
TR BN B B S A TR AR N A OE AT SRS R YR T S A A fi 2
ﬁfﬁtﬂ‘]ﬂ%ﬁ Hr ] A ML A BMEE 2 265 > DU ABABTE

7 ) g B A B R SR R rp A TR T B ) R B BR B B AR R o

WrFERE= - AR B 7E A BEHT GERE B8 b - T B IR S B 3 Am B

PR 2

MR %

W FEN BN B A EAE (B A B T i R TR T RO BB (Berger,
2007) > RIBEATF TR R oRIE > ST A B P PN B T E 55
pd

FRELTHT )T > 5B R S A A R ARSI A BRI 2 AR > BT
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oA B SR A KR A ) 4 R R AT A R
T 4 B RT3 S 8 B 24 1 B TN
B o H kL GRS A AT > B e TR S AT
BT » L o AL 0 8 RN B 5 K 2 B
TR A HSEA TEWE B H o IR WL 3 [ R B
> DA SR 2 R R T, > 008 R T (20 40045 588
5 LI/ S5 58 THIRR s LAR/INE S 588 - 37k b B g 5
WFE 4 B S AR IE R o OIS 3 2 P 05 DR G 8 1
TOF 245 46 132 30 KA 5 5 0 2 2 75 LR 5144 IR i 44 B0
BRI B SR 43 Tk

2 5% 12 9 R BT B 6 7 B S R A B 1 2440
ik > AR BB A B R (1160 » 53 R A 3 R0 25 B
P (1340) 5 K2 BOZ 08 2 FA S A B T A AR B (e — 1
ELLEEA 6B HREA L L TR - BRI 4N 2 5% 4
Wik s BRATRSABIA 2 ZH A BRI E R R
S AL R 24 B AR TR 2 S~ L L P A
B Lt A B A A L ST B A S A
BHBM% L - SanE A AWERRE AR MRAREER
R4t~ B AR TR - B TR A 4 A A
DT S IR S R T B A T 4+ 5 R
B 3 00 4 BRI 2 B 0 R AT I 2 A 44 0
T B A 6 A B 4 5 A A
A fe I IBM /A 13557 5 16 24 36 U7 4 40468 K 5 e
i £ R 5 R LA A AR S 3 R R
ASEBIEE BB RA L SOHBRR 4 2 % 3% A6 K
T B L 5 8 A B 2 £ 6 B 0 B
At o

WS 2 AR A BB B R - T T — (B
N LB T 2 TEMERE « VR RO 8 5 45 17 A 5

O AT o 5 BT ST H Y w1 DU IR A2 BT IS B (8 A 4 3
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PRI LG 75 5 R 2 SRR O B 51 o 97 ek R DA BH s =X 1Y) A il 7 =X
HEAT AL )43 M (Strauss & Corbin, 1990) > B [8] i 3 5k 2 FRa £ 1¢E
B R GRS B Wk — AR5 AT RE 0 EREAR > R R U SRR A AR TR
(R BT R BV N DA T 4 ~ R A58 B A A BT Wik ) RN b AR R
FEAH B T RE T A3 sk BT DA IR T 5% Y

AR B BN BB

— RIS > BNARA S R AL A g > Hop
{L1°F- DA Facebook ~ s 7 4% B 4 % 5w 8 £ - 224548 > 40« ## 57 Facebook
B R AR E B VR R A MR R O - IR A SRR A
0 s SR AR B M RN SE o 2 W R PR BT R 1Y A R A A
v BRI~ PEACHE S - HE M BAMLA 72 2 R
Frmh i e e AE A B E R BB M B 5 S > IR LINE
WeChat % 3 B #S 40 A A BT A -

TERBEHIE] E > 29738 Ron A BN B 702 15 5L 1 b7 i RF > BR
TEREFTFR - HEEE -t (I« K RE# FH WeChat i1 %
Tl FH AR5 4% ~ Whatsapp #2822 » ik 3¢ Hb I Rl (i Fl Facebook £ &) Fl{ii
PG BESE N R 8 e S A 2 40 > IR % 5 e 22 Fpr B > 4 e
Facebook B J5 48 3 &5 G 48 it s 8 rf 19 22 WL 4E ) ~ Facebook H 7 4wl 4%
A LINE'E ARG s A o vl s ERABR S AREESPD
G EZ R A - A B EB A B B S ASF I R RE v D
| SR mE A ) R A O -

BE AR AW > A B 0z e — BN
FEAG TS o TR Z I E RS o AL BRI b DR I B R R Y
AT A AN A S > RN T & R DREE  BE EE N Y S
ONBEN BT B IRE T Mg s 00 30 1 v R o A B AR AR I T 1) 1Y
FEAGFO SRS o FRAr 20T w8 Fop A i A A B LR B s AL
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{5 R S AR AT AL > 19140 Facebook 4/ {13 4% B8 L 5Pl R 47 > LA 2 (]
A B 7 i (19 At SCAT AT B AL B RR M o BN B R R
B o PTIRERL R B R T A A AR AL T 5

A& EHP R4 (RQI & RQ2)

R 7 2~ I ) S S i B B B (L > 7 2wl R Rl A i B 1
W N A B SE N B BB > HR - S0 Bl BEE fm B O 3
EHIVEE > RIETREBIRMRER 2 RE—) -

e PBRABILR O R SR

Wi ek B Bl Edgett (2002) PRSA (2000)
o WE - UG o HEME (veracity) * {E7 (advocacy)
o GREIERENE/ EE o WU B O3 HlEE R T R o SHE (honesty)
o M EAT (reversibility) o HZ (expertise)
o MR T o B FIaR 5L (priority) « B2 (independence)
o VEARRE S R * HIBUMAL (evaluation) o 3k (loyalty)
o RptEdoms bR g o TERF AR g TUE o A (fairness)
o P EIITREF fzg  (sensitivity) o &l @ f i (free flow of
e % (confidentiality) information)
o AT IEHEE (validity) o AT (competition)
o 1A S (visibility) o &4 # (disclosure of
o WHEFHEH S (respect) information)
o JLBAE B EFTHE (consent) o EFRZ (safeguarding
confidences)
o SR 25 @ 2%¢ (conflicts of
interest)

FEATAZ A E AR S R (A - Hoh RATRREC )~ Tolfs |~ [RHEIE
TP/ FLEVE |~ TR R A8 R 2 B2 i v Ry i (A ©

RAERG Bl MBI RE 0 FEERKER - R o

AR EZH—HEHERL  RIREHFE - KT AIRERKEH
EHOTARTEMAT X ESR —EFTHEREIG KRBT
A —ERAKR - RARG—EHEIEIEME o

&

REFETHAM KA BREMTRELDMERAY @ % — @z L&
MR o kA EFEANE  BMAKLEREL - B % By 4%
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REBY (ZREFT)  (WmR)hkFX HAEEE k3t 82
GH —BAMAREREGAE L EF B R A6E BTG

WEZH AR —EL TR XEACETLAAL
B AR RAEZABCHAEFTN—MEER  REL
Zw o

AP WRE AR BB G I — T HHRABAA
A A R A R R IR > 55— O T R A T A L

ERALE B > MR & TEER M

TEREHEPFPRERZHERE  BAKMAR KRB AGIE R
B MARELLIRT —ERANHHEHFREZAGES XL
“Feven A B LA e v VA S M R R B R A IR B
a9 R 38 B A H A KA AR BB BT R IRAT IR
AR — A EREY —EEERRER  REFERRIRGHE - £

BEFE o RAIEAAIRLIATAERE R - FREKBHRET

ARG FREARERZY  AEREHEPELRLE  BAK
WHE—aEHRBE RTRAGH LA HH R AL LY
BBl S R LR PR REY AR EREL  EA
HAESI WG BANEHGFE—FFHRLALEF S B

PR ART RE B A TRk AR BB F Bt RS 4 o

PRI 2 B2 7)1 578 B0 S (R BE R 6 2 B BB
BFTIE » AT 0 PR B R - (LIS 9 2

SEEE - Pl

HRARB T K RFLAM TAEGFE REZH—FFHALIR
ML /B BB R P FfMie BB B F R R e BB &
BABRBLHBRR B RBAARMREZHI/ERNE - Rt
2O ERRA TR DT R G ER RN R
HPEFEL  RF AL EDH AR AEGFE W
Bifemie e A RSB RXRTMYE  EFRLERMT

1 L@ iR E R0 — IR & o

e

i
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EMBBAOEPORBET — AR LINER A RILEZHER €
THEZ-EPHGEIE  APMOZERER—EAHE R
briefd9 B 1% + b EZ AR @ A G T % — (B EBag — 24k o oo
HEMARRTAK—ER 67 XA SRMGE L Lt 2 —1AKk
KRV BAZEBIA RFIEERESE AR E g — ik o &
AT RBERTHEE % R X F B AR RIER R SR
BAEP K —EER -
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e R — AN AT T  RERMER G ERME LR E
WTRERITBEMRTHTEOET AR AMBEEEEF L
EEBAAE (R EAE)MERT LFHE— Ak E@RMRE
PR IEREG o AL FEAE P R AR AR A ) R
BoRFRAET o

e RIR @R H—LEENETRAT BA - ARe9F F AR
TARE BREFEGRTGARE  AE LT EMR - T
R H AT 0 — A REBEARGFE IR R T ZEHR
R RAGHRS TEWITA - RAASGTHAT M AR
B XKEMEBEET o

R IR RS S PA/N KL UNISE ) SR Y= Ry
R A R o I A A 3 A0 A B O R O R B R BR T
ATLE AN A SRR 2 A > B AH A So AL Bl e SE BRI S5 IR R AT B
T2 BN B 7R # ARE 1 35T A T L (L0700 B B o

A5 o B2 R

g RACHY > ABABRE S A E P 0y ik
Bl ] > BRI » A€ AT AR A B SEE IS E O T8 B ZEY
B o M ER AR A A B S EN AL B B Y EE A
MRBHZHEEEWE] > RRAMEETIUA LT AE/R
Fl» ARSEEEENREL > ¥R ABAFRE  BOREELERF il hE
EVRBUE SR s DERMIEARIERF W ZEFLE o HEdgett
(2002) 8 FEVE 8k i B PRSA (2002) Fir 8t A 2 B A EL o » P g
o9 Ao S A A R E O S EL GHUE BB M (veracity, reversibility,
honesty) > HRAIDE LA & F | 2418 %% (priority, advocacy, loyalty) > HH
HA K F R 22 W] R B [ BL2ERE 7 | (expertise) B [ 818 57 i (E(H
FIE | (evaluation, independence) A BH o [FRF > #iskh /AR A BRI A &

TAES AL & 0 R 2 ) DL K B AT > 7E Edgett (2002) HLPRSA
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(2002) sl op U B A B RER E S - (A 55 A% P Rl 4 AL €1 35
AT BT 3 B > B 5E 245 & Bdgett (2002) [sensitivity | (4 E > 1
ELPRSA (2000) [ fairness | A& FH A B o 5 — 7 > 5235 & BOR 2
B2 > A B IR 5 FHUE % 19 A B S (confidentiality, visibility, free
flow of information, disclosure of information) > B i Ji 4 ¥} 5 Bl 17 35 i
AH BE AE At D Bl R & (respect, consent, competition, conflict of
interest) » (A A /NS HE 2 97 8 15 A BT S A B AT BER B S e b
FUEAHAEA P 1 o

FEREF B B K& AP DA R AL I R A
St A7 1 8 A% B TR B O R AR o B 2 RS A AR £ T ) Y Bk
B o —Ir AR N B QK EEENERRIR - AF A AR Er
£y > BAEBANBM S » WA E RN EE TIEEER - ENENEE
FIEG b 2o E A IR R E I AERE R ] > RBER
15 FE MR E RS (do no harm) » HAEHAh HEBAE MM IS T - il
B % B A BRI R R A E B IR R S R R > B LR AT A
B BREGERE S 2R 8 A S BB - sUE RZ
AR DA B il B B SE T R 5 9 A AR A v B [a] R 4 B R
B B TR AR B E AT - A 29T E L
BN B IEREYE (veracity) (Edgett, 2002) ~ A3 & HHUE » BERTE
fl N (40 %24 > competition) (PRSA, 2000) > A A9 HI 52 /5 E 2 B 7 7@
F 5 (visibility (Edgett, 2002) ; LA J disclosure of information (PRSA,
2000] ) > 7E B35 HE Bowen (2013) Fr i H AL 5L HE Vi 40 AR 114 278 B 1
(be transparent) ~ 5 42 5k Al B 1) (clearly identify) B8 2% 2 B (disclose) o

HEMS > 6E8ARANBRNEEMMEN AL WHETHEELH
SCJRK H R 2 B3 A B 20 BH SE I 20 (Bowen, 2004) o 7E 5L B
b BT DAGE AR S B S A B b R (B S R R B R

Jr i B i BRAZ OB AE > KRS A 2Rk B SCRK R Edgett (2002) % PRSA
(2000) T B Bz 10 7 BE A BEABE AR AT > B an Tl B ) ~ Bk |~ [ 8026 Bl
(M7 ] EARRBETE o ZaiE B T4k & BT A B B2l > &8
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SN HAE o DA A R B AL e SO Y A R R
FEHLR M T 32w B i — R B A E A AL AR M 2 ) S R o T‘
i A (BRI B2 15 A b 22 B A SURRRT i oy > A7 B3 85 4 o A LA Ji
FUAS IR 25 S AL T 83 > 4810 G A [ 1B 5 1) 4% 1 38 T Tl 1 1) L e 2 A
LAY (Wainryb, 2006) > A7 B35 58 5 SCAL 52 88 1 ff 2118 (6L 4 4] 4 e
R > T 2 BN AL g 09 H AR B3 45 (Shweder, Mahapatra, & Miller,
1987) > SCALFE R T ANIR] A BELAE (52 B AR A REE - 9 an 8t Bl At A%
i B f’mz RAUFREEAT f5 o AHORIR] SCAL 3 E AR B At Y 2 B2 ]
AEJSE A —HKHY (Miller, 2006) - AU AY W % A W I e 1 i 20¢ A L8 - 3R
Fh Ao BN B S e 3 A A2 OB (8 A 36 > (B3R R TR B (A =
BIRERE - DL e 75 B 45 1R 38 4% 1) e R B R B - AT A A 5 A g B SO vt
A o
[7] 5 > 4 Bowen (2013) &t 35f 24 B ffiy 21 4 728 B 4t e 0 88 8 20 90 o

S5 PG MR W o R R A T AL [ R
%o T B Y AL R A A A TR LR - PRI T Kant (1783 /1977) % 36 5
(deontology) HYBLEL - 56 s 8 A\ A S5 AT 8 ~F L HE B B > AR A0 2 4 2
PFWT?%% PRLEHLEE > TR TEAT M A ) 45 R B0 288 - Bowen (2013)

AR A AR Kant i 78 2w BT 52 Hh A0 A4 1 5L HE e BE AL A - A S8 5 R
E’ijﬂﬁ o1& BLESE BT > M EAR [ 4558 | (consequences) [ Zh A 3= 8 B
8 (utilitarian approaches) HI| # Bowen (2013, p. 124) 58 /£ 3 A %8 F it 51
AL A T2 ) A BEAE TR T 1) o R T O O S R i L
JG ) (“fragmented and multiple consequences of digital communication™) °
AWEE ISR > 2B N B A T B AL AR SRS AY DR BT > o R (E
R AR AR - BREF B - B - T AR
WG OS5 AN F] DR R AT HEA » R F - BN B s B R RN AR B
H - AUA TS SR AN DR B AR L2 T
[ R — iy A5 | FERE b n] RETE Semt 1 2 A kL & sl fif %8 3¢
ferp EARRTaAE ] > (Mo BRI PR 28 s TSR m R 2

E A (virtue) > % 32 3 A J#E 2 #8 (Golden Mean) (Gower,
116



Copyrighted material of: School of Journalism and Communication, The Chinese University of Hong Kong

School of Communication, Hong Kong Baptist University (2020). Published by The Chinese University of Hong Kong Press.

ALL RIGHTS RESERVED

LA KT B B X e

2007) > BEAL 70 FESRBEA AL Z B2 o T AT AR SR ) e b A E L
HVE SCICAT > A5 R BE EAR N O BB B 5 R 2 772 Bowen
(2013) BBLE: » AN SRR Al U HE A9 718 28 A PR b A A IO AR R 1) 2
BEBS > WA HAE(E > IR HRER - AR R > TR B A S B
b 2 AR PP o DA SN [ AL 5 30 17 e 2 A6 (L P e PR LA ] b s Py
THT 36§ B FE S 05 > AP R A A LR 0 B T o 0 i B > A
B - [EARAAR BT 2 RS -

7 > BT B A B B R i T B A AL AR A
2 7 L0 S A B A B (H HE & > PP Lee & Cheng (2011) 7% 8%
BUABEE W H S TIAT > TR BB T ER R g4 > B
AR ER T £ 3 I XA fry AR B BRI A > B G B0 LR R b
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