In choosing the role of the consultant for this global marketing agency, the consultant holds a critical role to study and determine the values and ethical framework of the organization by measuring key defined behaviors.  The communication of these core defined behaviors of corporate culture transfers to all company staff through the Corporate Vision, Mission Statement, and Code of Ethics, and as such are critical to the ethical behaviors of all company employees.  For the corporate culture to survive, we, as humans, require "stability, consistency, and meaning" through all levels of the organization (Schein, 2010, p. 18).  Therefore, the behavior of the employees should reflect the behavior of the top management if the senior leaders conduct themselves in a manner that is consistent with the Vision, Mission Statement and Code of Ethics of the company.
In order to determine whether the values and ethics of the organization are consistent with the values and ethics of the top-level leaders, the consultant will conduct research using “Figure 1. Ferrell, Gresham, & Fraedrich’s (1989) Decision-Making Model,” combined with Armstrong’s (1990) ethical survey model.  Ferrell et al. 's (1989) Decision-Making model will provide the framework for the study to determine the cultural environment concerning ethics, while Armstrong’s (1990) model will aide in the development of an enhanced survey and identify the ethical issues within the company (as cited in Armstrong, 1996).  The research will use both qualitative and quantitative methods.  The qualitative techniques consist of open-ended questions using Armstrong’s (1990) model to determine the ethical issues (as cited in Armstrong, 1996), and focus groups with cross-functional and multi-level management/employee representation to clarify answers to the open-ended questions.  The quantitative methodology will use a seven-point Likert scale to link the importance of the ethical issues discovered in the open-ended questionnaire to the organization (Likert, 1932).  Additionally, in conducting research, the consultant must be aware of, and therefore not add a cultural, ethical, or moral bias in consulting with the organization. 

Figure 1. Ferrell, Gresham & Fraedrich (1989) Decision-Making Model
 The consultant will summarize the results of the survey, open-ended questions, and Likert scale to the organization (Likert, 1932).  The recap will include written documentation to both the top-management and organization.  Additionally, if deemed necessary by both the corporation top-management and the consultant, a facilitated discussion related to the results will occur in order to determine possible next steps.
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