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ABSTRACT
Online transactions have become increasingly common because of the rise of the internet. Environment of Online transactions, the
seller and the buyer does not require face-to-face contact, the identity and behavior of consumers is not easy to identify, lead to
ethics-related issues. The theme of this study is that want to probe into the face of the Online transactions derived ethical issues,
ethical decision-making process of consumers and moral philosophy . When the ethical issues are within the Online transactions,
students' ethical decision-making process and related factors is the theme of this research to investigate. In this research, we applied
the Rest (1986) and Jones’ (1991) model of ethical decision theory for the theoretical foundation to develop the ethical
decision-making model structure of students, and explore the impact of students’ ethical decision-making factors from the dimensions
of the moral issues (moral intensity) and Moral Philosophy(idealism and relativism). This research develops moral scenarios of Online
transactions and associated assumptions, and then collects 311 effective samples to empirically detect and analyze. The results
indicate: 1. The moral perception, moral judgment and moral intention stages of students' ethical decision-making process have the
positive correlation. 2. Moral intensity has the positive and significant impact on ethical decision-making process. 3. Moral
Philosophy of relativism have the negative impact on moral intention of students’ ethical decision-making process, but idealism have
the positive significant impact on moral intention of students' ethical decision-making process
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