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ETHICAL ISSUES FOR PARTICIPANTS AND RESEARCHERS

Researchers have a responsibility to treat research partici-pants ethically.
Universities almost always have ethics review boards who examine proposed
research to ensure minimal harm to participants before the research can begin.
This involves three main principles: respect for people, benefi-cence, and justice
(National Commission for the Protection of Human Subjects of Biomedical and
Behavioral Research 1979). Respect for people means treating people as
autono-mous agents and protecting those who may have impaired autonomy.
Therefore, participants must provide informed con-sent to participate in
university experiments.

OlEfoa g olfaiS CSA& gl GBS Jlaa
L olisila .auS 2yg8,n JBMS) Cyjge 4 Bulied ja GEALS CSlia B Wigle odge 1y Codgtes ol GlEEmea
ol Blas 31 Gluabl gl 1y olgid Jhghy &5 Wiies (BUS] Jgol Gujp Gl Cdus Ghls o)lgan Lo,
plio! el Gulal Lol dw Jald g yn ool 583 o L8 w2338 O B30 3 Gl GBS ES)lis @
plizt (1979 o558y 9 SBodaga phaghy il Slus j Cblis o JaeusaS) Cdlte g il sgw oldl 4
OSan &5 Caml (53U 1 Cblis g (Jhiums) jlisesss gla Jale Olgis a3 Lo O b 3)55 5 Glime a1 31,81 @
sla Jlolail 3 ES 8l Culdy I Cuwly o JBWS CS Gl pliy a8l Ghms g)lisess Gl

Wbl azdls gkl aliasla

D dzgs

Cooyd s a5 005 4oz 3 Ul 498 6l Jbloss 4oz 3 5] e B B o
Pole SIS o] clin LeadS5) dinud b olpass (Lol o) oy

XY *

dwolé SIS Lol ouds dos )3 OYlBe (s Suods Ggotiws Gy

000 *

T Y g it BN WP



http://iranarze.ir/%D8%AC%D8%B3%D8%AA%D8%AC%D9%88/
http://iranarze.ir/practical+guide+to+experimental+advertising+research

