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Undoubtedly, for consultants working for a global marketing agency, they must identify and determine the values and ethical framework of the organization.  Particularly, they need to understand how employees acquire their moral philosophies and how these may be manipulated to ensure ethical behavior in an organization is in harmony with management objectives. Consultants can best tailor a process best suited for an organization through identifying and determining the values and ethical framework of that organization. The values and ethics of an organization are constituents of organization culture (Trevino, 1986). Since organization culture is reflected by the behaviors of employees which are often an emulation of the top management. In a nutshell, managers’ behavior is spread throughout the organizations and their behavioral morals are crucial to organizational climate/culture. Based on this perspective, organizational leaders are required to conduct themselves in a manner that is consistent with the Vision, Mission Statement and Code of Ethics of the company in order to emulate it to their employees. 
accordingly, in a normative organizational context, consultants can best determine whether the values and ethics of an organization are consistent with the values and ethics of the top-level leaders by employing ethical decision models. There are three key models for examining defined behaviors, they include, the Kohlberg Model, the Ferell and Gresham Model and the Hunt and Vitell Model. The Kohlberg Model borrows from cognitive development theory, which postulates that through moral development, leaders will change their values ultimately modifying their behavior (Kohlberg, 1969).  As such, the model is used to determine whether different stages of moral development influence different behaviors. The Ferell and Gresham Model/Decision-Making Model constitute constructs of moral judgment and moral evaluation, among other decision components such as values, knowledge, attitudes, and intentions (Ferrell & Gresham, 1985). With this model, consultants can determine whether unethical behavior can be discouraged when organizational policies and professional codes of ethics are imposed. Consequently, the Hunt and Vitell Model advocates consultants to use both deontological and teleological evaluation to examine how individuals integrate moral standards into ethical decisions from a more rational perspective (Hunt & Vitell, 2016).  Even though none of these models has been pronounced definitive, they have been widely acknowledged significant for providing the best guidance in studying definite behaviors of employees in an organization setting.
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