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Chapter 16
Plagiarism

ABSTRACT

Plagiarism is easily differentiated from piracy. Piracy is the sale of qualified but unauthorized copies of
a work, an action grudging the author of profit but not credit. Depriving authors of profit that is right-
fully theirs is theft, but plagiarism focuses on ownership credit rather than profit. The main worries for

plagiarism are its influence on creativity, motivation, and ability to think in alternative ways. These quali-
ties of personality may be negatively impacted by habitual plagiarism. Moreover, the various impacts of
plagiarism are lack of information authenticity, fake credit, personality faults, spoiling of professional

reputation, and destroying the creative ability of creative professionals. This chapter explores plagiarism.

INTRODUCTION

Plagiarism is proposition that people generally
value the esteem of others, particularly their peers.
In order to earn the esteem of our peers, we look
for the recognition of our originality, creativity,
insight, knowledge, and technical skills. Some
plagiarism is unintentional due to a psychologi-
cal condition called “cryptomnesia,” nonethe-
less there is certainly a considerable amount of
plagiarism that is conscious and purposeful, the
result of rational, cost-benefit calculation. Both
are common due to the availability of easily ac-
cessible electronic resources, such as Internet, as
aresult of which it has become so much easier for
people to ‘cut and paste’ chunks of unedited text
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BACKGROUND

The word ‘plagiarism’ originates from the Latin
words ‘plagiarius’, an abductor, and ‘plagiare’, to
steal. Generally, plagiarism is the use of another
person’s products of mind without acknowledg-
ing that they belong to someone else. There are
different types of plagiarism with different legal
and social aspects. Some ways of plagiarizing
include copying and pasting text without proper
way of citation, missing citation by using text
from a source without citing it, fabricating data
by manipulating someone’s research data or find-
ings to hide plagiarism, idea theft which occurs
frequently in advertising and design, by presenting
someone else’s idea as your own, and copyright
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Plagiarism

infringement which is reproducing, distributing,
or displaying a work without the permission of
the copyright owner. In the age of internet and
technology, access to information has become
very easy, people can find thousands of articles
andrelated publications by simply ‘googling’ their
topics, and the sources are difficult to be identified.

Plagiarism affects human creativity and knowl-
edge, by making them think less and learn fewer,
since no effort is needed to write texts, create
concepts and original ideas. Another drawback of
plagiarism is that it offends the literary rights of
the original author and the property rights of the
copyrightowner. Itis obvious that plagiarismis an
ethical issue, which is treated by different meth-
ods, such as spreading awareness on individual
and organizational levels, and creating codes and
regulations to punish and penalize those who get
caught in the act of plagiarism.

There are numerous writings and opinions
concerning the issues of plagiarism, by many
experts. Stuart P. Green (2002), Professor of Law
atRutgers Law School-Newark, in his article ‘Pla-
giarism, Norms, and the Limits of Theft Law: Some
Observations on the Use of Criminal Sanctions
in Enforcing Intellectual Property Rights’ (2002)
explores the concept of plagiarism as a proposition
that people generally value the esteem of others,
particularly their peers. In order to earn the esteem
of our peers, we look for the recognition of our
originality, creativity, insight, knowledge, and
technical skills. This is very common among writ-
ers, artists, and intellectuals, who not only enjoy
the creative act itself, but also wish to see those
acts recognized by others. This desire for esteem
produces a norm that Stuart P. Green refers to as
the “norm of attribution.” Rendering to this norm,
words and ideas may be copied if and only if the
copier attributes them to their inventor. Without
this recognition there would be fewer inducements
to produce new work.

People who value the norm of attribution
would regard credit earned for someone else’s
work as illegitimate. Undeniably, such people

can attain gratification only if they know that
the work they are being known for is in fact their
own. However, for many people, the attribution
norm becomes a moral obligation, rather than a
willful desire to show respect and appreciation to
the work of others.

Edward Wasserman, professor of Journalism
Ethics at Washington and Lee University in Lex-
ington, Va., describes media and journalistic pla-
giarismin his article ‘Plagiarism and Precedence’
(2006). He states that journalistic plagiarism
“forbids un-credited reuse of what intellectual
property law would describe as unique expres-
sion”. Many times, looking to describe a reality,
journalists come up with characterizations thatare
indeed original. This deserves credit, howevereven
this principle is not easily applicable. Innovative
expression slips into the depths of the Internet, and
suffers the risk of non-stop borrowing and lend-
ing. The first reporter who described some minor
incident as “a wake-up call,” may have imagined
he or she had come up with an astonishing new
idea; but soon enough, the same idea would be
found through Google search in dozens of other
web sources. Therefore, the moment of invention
is lost, and the whole attempt becomes useless.

Lawrence Lessig (2004), is an American aca-
demic best known as a supporter of reduced legal
restrictions on copyright, trademark, and radio
frequency spectrum, particularly in technology
applications. In his book ‘Free Culture’ (2004), he
claims that even though creative work has value;
the taking of something of value from somebody
without approval is wrong, and is a form of piracy.
However, the current debate in the US has this
turned around. He gives an example of a compos-
ers’ rights organization, ASCAP, which sued the
Girl Scouts for not paying for the songs which
girls sang around Girl Scout campfires. There
was “value” (the songs) so there must have been
a “right”—even against the Girl Scouts.

Before the Internet, this conflation didn’t mat-
ter all that much.

191



4 more pages are available in the full version of this document, which may be
purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/plagiarism/122703

Related Content

Empirical Investigation for Assessing the Causality of Entrepreneurship Ecosystem With
Entrepreneurial Behavior and Attitudes Across Countries

Ajay Kumar Singhand Bhim Jyoti (2024). Cases on the Interplay Between Family, Society, and
Entrepreneurship (pp. 315-353).
www.irma-international.org/chapter/empirical-investigation-for-assessing-the-causality-of-entrepreneurship-ecosystem-

with-entrepreneurial-behavior-and-attitudes-across-countries/334619

Success Factors for Data Protection in Services and Support Roles: Combining Traditional
Interviews with Delphi Method

Pedro Ruivo, Vitor Santosand Tiago Oliveira (2015). International Journal of Human Capital and
Information Technology Professionals (pp. 56-70).

www.irma-international.org/article/success-factors-for-data-protection-in-services-and-support-roles/129034

Servant Leadership Practices in a Volunteer-Led Organization
Kristen M. Bowers (2014). Servant Leadership: Research and Practice (pp. 71-91).

www.irma-international.org/chapter/servant-leadership-practices-in-a-volunteer-led-organization/106 106

Assessing Visual Literacy in the Consumers of New Technologies: A Cultural Perspective
Felicidad Garcia-Sanchez, José Gomez Isla, Roberto Ther6nand Cristina Casado-Lumbreras (2019).
International Journal of Human Capital and Information Technology Professionals (pp. 1-21).

www.irma-international.org/article/assessing-visual-literacy-in-the-consumers-of-new-technologies/218194

Internet Gambling in the Workplace

Mark Griffiths (2002). Managing Web Usage in the Workplace: A Social, Ethical and Legal Perspective (pp.
148-167).

www.irma-international.org/chapter/internet-gambling-workplace/26095



http://www.igi-global.com/chapter/plagiarism/122703
http://www.irma-international.org/chapter/empirical-investigation-for-assessing-the-causality-of-entrepreneurship-ecosystem-with-entrepreneurial-behavior-and-attitudes-across-countries/334619
http://www.irma-international.org/chapter/empirical-investigation-for-assessing-the-causality-of-entrepreneurship-ecosystem-with-entrepreneurial-behavior-and-attitudes-across-countries/334619
http://www.irma-international.org/article/success-factors-for-data-protection-in-services-and-support-roles/129034
http://www.irma-international.org/chapter/servant-leadership-practices-in-a-volunteer-led-organization/106106
http://www.irma-international.org/article/assessing-visual-literacy-in-the-consumers-of-new-technologies/218194
http://www.irma-international.org/chapter/internet-gambling-workplace/26095

