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Abstract
Aim: The aim of this research was to analyse the global marketing activities and its impact on brand trust and customer loyalty in the global markets. 
Method: Research onion was the framework for this methodology. In this research interpretivism philosophy, inductive approach, qualitative strategy, mono method qualitative, secondary data collection and thematic analysis was preferred. 
Findings: Thematic coding was done here for presenting the findings more attractively. From the collected data, it is understood that climate change was the major issue for maintaining sustainability. Moreover, misusing employees in terms of technology usage was a concern. Unethical labour practices were observed as well. Unethical marketing was the example of illegal procedure in this regard. The law for protecting product safety and labelling was weak as well. In this regard, ESG and CSR frameworks were adequate for increasing trust among customers for the brands. The companies were required to maintain transparency in their marketing activities. Influencer engagement could also be beneficial for them in this regard. 
Conclusion: The improvement of global marketing had increased complexities for the brand. Companies were identified with different socio-cultural issues, like gender imbalances and unethical labour practices in their marketing activities. These were adverse for them to reduce their reputation in long-term. Ethical supply chain and ensuring employee wellbeing were recommended to improve their brand reputation in this regard. 
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[bookmark: _Toc216190175][bookmark: _Toc219542296][bookmark: _Toc220665866]1.1 Background of the Study 
The recent developments in the global market have only elevated the relevance of ethically marketing products in the international markets. According to reports by Edelman (2024) and McKinsey (2023), more than 70% of all consumers worldwide today are demanding that the brands display a visible position on social, environmental, and labour-related matters. The role of digital consumption in the post-COVID-19 market has accelerated the movement, with the brands being more apparent and exposed to the attention of people. Examples of unethical marketing or operation practices include the case of supply-chain scandals in Asia by H&M (2022), labor-ethics scandals by Shein (2023), and greenwashing scandals by Coca-Cola (2024), which online audiences can pick up in seconds, and such beliefs are rapidly broken whilst damaging global brand faith. Such cases demonstrate how unethical behavior in one part of the globe can evoke a reputation crisis in other countries. There most of the multinational enterprises have remained incapable of balancing ethical norms in the marketplace, which is culturally and legally varied. This dynamic global environment makes it necessary to have a more intensive scholarly inquiry into how a marketing business behavior that practices ethical marketing directly influence brand trust and consumer allegiance across the international borders.
Businesses Code of Conduct
Business code of code is an essential part of any organization. It helps to establish the company's recognition among its stakeholders, including consumers. Thus, it is important for any company to maintain and foster better and sustainable relationships with all its customers. Due to several information available on the internet, consumers are well-aware of the best firms and corporate practices, thus while performing international business activities, the company must consider ethical approaches within its business model. Ethical practices mainly refer to standards and principles of conducting internal as well as external business activities (Sanchez and Miller, 2024). This kind of behaviour must be included in the decision-making process. Apart from this, brand ethical behaviour is connected to customer loyalty and trust, and consequently, it results in retaining old customers and attracting new customers. 
[bookmark: _Toc219132319][image: ]
Figure 1: Business Ethics
(Source: Business Ethics Survey, 2023)
Influence of ethical practices on brand loyalty
[bookmark: _Int_f9yOpPw9]According to Ebele et al. (2024), business ethical practices serve to differentiate between right as well as wrong aspects and ensure that organizational activities are in alignment with societal and cultural value systems. Ethical considerations include transparency, no bias, and respect for all members and stakeholders. All community members and stakeholders are part of the company; thus, each has their own contribution in maintaining brand trust and positive recognition in the marketplace. As in today's time, there is very high competition among different organizations, and every company wants to attain a large base of customers. Thus, companies showcase their CSR practices through their social media platforms. Moreover, most of the consumers have a belief system that it is the responsibility of organizations to create products and must adhere to ethical practices to have a long-term positive impact on the overall society's well-being.
Relevance of Customer Trust
There is a direct relationship between ethical practices performed by businesses and customer loyalty and trust. As per studies, 66% of consumers across the globe want to purchase their products from those organizations that incorporate CSR frameworks within their business models. This includes how the company is committed to society and the best environmental processes. According to Sameen (2025), it is mostly noticed that when customers perceive any brand as a responsible brand, then they have trust in that organization, and it results in retention and repeat purchases. This leads the organization to have a base of customers who are associated with the organization for the long term. The best means of ethical behaviour includes following legal practices for employees and marketing approaches. Studies reveal that 73% of individuals' purchasing behaviour is influenced by brand trust and loyalty (Saeed Aldulaimi et al., 2024). Moreover, a 35% increase has been registered for customer loyalty due to ethical measures shown by the top brands like Patagonia (Tiep Le, Ngo and Aureliano-Silva, 2021). The facts and figures explain the effectiveness of ethical considerations for businesses in making and positioning themselves as top players in the marketplace. In this regard, trust of customers is an important aspect that takes into consideration brand recognition and loyalty. Customer satisfaction and trust are achieved by continuous and consistent practices made by firms in showcasing their ethical behaviour. It is most important to note that customers' trust is built over time as it checks the firm's commitment level towards ethical practices.
[bookmark: _Toc219542297][bookmark: _Toc216190176][bookmark: _Toc220665867]1.2 Problem Statement 
Maintaining ethical practices in the global market landscape has been difficult for the brands. It can be said that the current research paper will demonstrate the key problems and issues that are seen in marketing activities that operate on a global scale. Businesses in current times are making their full effort to include ethics to give their organization a competitive edge over others. Furthermore, it is done to seek customer attraction and fulfil their expectations. However, the main issues include cultural, societal, fair labour conditions, and environmental implications, which are considered as unethical marketing practices. It is seen that customers are more focused on those companies that have implemented sustainable practices and better governance structures in their business activities. In terms of this, their satisfaction level has not been justified, which directly or indirectly impacts on their brand trust and loyalty accordingly. There are both kinds of instances that highlight the societal responsibility shown by organizations, and where, due to a lack of best ethical practices, companies have faced certain challenges (Al-Mutawa, Sowailem and Al Mubarak, 2025). Due to some unethical practices, businesses often lose their credibility among customers. It is evident from the case of Volkswagen, which was being charged for carbon emissions in its business models. This type of case results in the disruption of customers' trust. This is because, if customers cannot see the proper ethical considerations in business practices, they cannot consider the brand as authentic and trustable. The current study will aim to investigate and explore the interconnectedness between ethical practices and how it results in the development of brand recognition and loyalty for the firms in long-terms. Besides, this research will explore the ethical models and marketing tools, by which global brands can implement ethical practices in their marketing roles. Moreover, the focus will be on the effectiveness of ethical behaviour that can result in achieving a higher competitive advantage on a global scale. 
Implications of unethical practices in international business operations and their resultant effects with respect to consumer attitudes and purchasing decisions. It is noted in traditional methods that normal marketing often fails to address problems that are related to business concerns. Including a macro approach for marketing practices that mainly align with societal welfare on a broader level sometimes excludes the interests of stakeholders in the short term (Barlas et al., 2023). Some studies reveal that with advanced technologies, this approach has become more complicated. This includes data privacy and security issues in the case of online purchasing. These studies suggest that ethical behaviour is not only related to compliance with regulatory laws, rather it also has a deeper connection with the moral standards that companies showcase to their customers in terms of keeping their data secure and their commitment towards corporate social responsibility. It is a primary requirement that companies should practice ethical behaviour with respect to their business activities, whether operating in the national or international domain (Ingriana, 2025). Considering this, the breach of ethical practices can be adverse for the brand in terms of customer loyalty and trust in the global market. Moreover, customers can get different options to switch their brands, which hurts the brand more significantly. 
Non-effective marketing strategies can be in the form of misleading or inappropriate content deliverance to the customers or general audience. Most of the research has shown that approximately 60% of customers have reported that they will not trust those brands that showcase manipulative advertisements (Oluwafemi et al., 2021). These kinds of acts result in unethical practices adopted by the marketers, which result in weakening the relationships with customers. As companies are internationally recognized, concern in any part of the country can lead to loss of brand reputation in other countries as well. 
[bookmark: _Toc219542298][bookmark: _Toc216190177][bookmark: _Toc220665868]1.3 Aim of the Research 
This study seeks to observe ethical issues relating to marketing in the global markets in a critical manner and also assess the impact of ethical and unethical marketing activities on brand trust and consumer loyalty in the international market.
[bookmark: _Toc216190178][bookmark: _Toc219542299][bookmark: _Toc220665869]1.4 Research Objectives 
· To find major ethical issues in international marketing such as culture sensitivity, environmental conservation, and labour practices.
· To determine the impact of unethical practices of international marketing on consumer perception, brand trust, and customer loyalty.
· To examine the marketing models and frameworks of ethical marketing in the case of multinational enterprises and ways they can be used to work towards cultural complexity and regulatory complexity.
· To offer best-practice recommendations that enhance transparent, responsible, and culturally responsive marketing to ensure sustainable brand repute the world over.
[bookmark: _Toc216190179][bookmark: _Toc219542300][bookmark: _Toc220665870]1.5 Research Questions 
· What are the main issues that are present in international business environments related to ethical considerations, such as cultural, labour conditions, and environment issues?
· How do unethical international marketing practices impact on consumer attitudes, brand trust, and customer loyalty?
· Which models and frameworks for ethical marketing can be implemented by MNEs to avoid regulatory barriers and challenges?
· What are the best practices that incorporate transparent, responsible, and culturally oriented marketing approaches to sustain brand reputation for long-terms?
[bookmark: _Toc216190180][bookmark: _Toc219542301][bookmark: _Toc220665871]1.6 Scope of the Research 
This scope of the study is that it undertakes examination of how the ethical challenges influences international marketing practices and the implications for brand trust and customer loyalty in global markets. The research will focus upon multinational enterprises and include cultural expectations, regulatory compliance, labour practices and communication as the main ethical variables. The scope is limited to only consumer-facing marketing activities. The study will also present ethical models and best practices that are supportive of ethical marketing practices. 
[bookmark: _Toc216190181][bookmark: _Toc219542302][bookmark: _Toc220665872]1.7 Significance of the Study 
This study is significant as because it answers the changes in international markets which are due to globalization and increase in consumer expectations for ethical conduct (Jiang, Sun and Tu, 2023). It evaluates ethical marketing practices that organizations can adopt to address cultural expectation, labour practices, and regulatory compliance. 
· Value for Theory: The study contributes to existing literature as it improves the link between ethical marketing, brand trust and customer loyalty within a global context. Models, tools, and frameworks for the current study will be analysed that can foster better ethical marketing practices to ensure regulatory compliance.
· Value for Practice: The study will identify insights, models and frameworks that multinational enterprises can implement to develop responsible, transparent, and sustainable marketing strategies that enhance brand reputation and customer retention.
· Investigation of best marketing approaches to foster ethical practices will be ensured in the business models to achieve high brand recognition and trust by consumers. 
· The study will highlight how ethical practices can result in customer purchasing decisions and retention capabilities.
[bookmark: _Toc216190182][bookmark: _Toc219542303][bookmark: _Toc220665873]1.8 Theoretical Framework 
The study will be conducted by implementing theoretical frameworks such as “Theory of Ethics and Moral Philosophy” and “Theory of Social Influence”. The above theories will develop a better understanding of the current topic by aligning them with the research objectives. Moreover, they will be able to answer research questions and thus will make a contribution to the overall research process. 
The first theory will highlight how moral values and standards are responsible for the decision-making of customers. It must be noted by organizations that marketing through digital media must be appropriate and must not result in questioning any cultural values and norms (Tahir, Adnan and Saeed, 2024). It is the responsibility of firms they use professionalism in their marketing approaches and showcase integrity in their marketing activities. This theory explains how consumers assess right and wrong in brand behaviour which influences their trust and willingness to remain loyal.
The second theory will discuss how ethical practices used by the firms result in establishing their positive role in society. Focusing on holistic and overall goals development of society will enable the organization to build its stronger bond and connection with all stakeholders (Kulova and Nikolova-Alexieva, 2023). In the context of the study, the positive role of firms will result in better connections with customers. This theory shows how ethical brand actions influences consumer attitudes through societal expectations and peer influence which reinforces brand trust and loyalty.
[image: ]
[bookmark: _Toc219132320]Figure 2: Theoretical Framework
(Source: Self-Created)
As per Figure 2, Ethical Marketing Practices (IV) are expected to positively influence Brand Trust (MV) which will in turn improve Customer Loyalty (DV) in international markets.
[bookmark: _Toc219542304][bookmark: _Toc216190183][bookmark: _Toc220665874]1.9 Research Gap
Current literature on ethical marketing is mostly related to individual country settings or particular industries and it provides insufficient information regarding the functioning of ethical activities in cross-cultural and legal dissimilar international markets. Furthermore, most of the studies carried out before analyse ethics alone without clearly stating how ethical marketing can be converted into brand trust and lifetime consumer loyalty. The recent case stories around the world demonstrate that unethical actions in a single part of the world can easily end up impacting the brand image globally but this effect of cross-border remains underutilised. The authors fill this gap by considering the direct impact of ethical marketing to trust and loyalty in global markets.
[bookmark: _Toc216190184][bookmark: _Toc219542305][bookmark: _Toc220665875]1.10 Structure of the Dissertation 
The dissertation will have the chapters as described below
The first chapter will be the Introduction. The second chapter will be a literature review that will discuss key theories and frameworks with respect to the current topic. The third chapter will be a methodology that will strengthen the understanding of the current topic with a qualitative approach by referring to different articles, papers, and academic journals. The fourth chapter will present the findings and the fifth chapter will be conclusion, recommendation and limitations.

[bookmark: _Toc219542306][bookmark: _Toc220665876]Chapter 2: Literature Review 
[bookmark: _Toc219542307][bookmark: _Toc216894126][bookmark: _Toc220665877]2.1 Chapter Introduction
Blood and Ethics Ethical marketing is no longer considered a marginality corporation task but as one of the strategic determinants of brand legitimacy and survival in the global markets. Although it is commonly acknowledged that ethical behaviour increases brand trust and customer loyalty (Amoako et al., 2021; Ebele et al., 2024), the notion of ethical marketing and its functioning in intercultural and institutionally varied contexts remains rather unclear. Saleh (2022) puts ethical marketing in the context of regulatory compliance and CSR, but according to Rasool et al. (2025), the consumer perception and cultural fit have a stronger determinant than compliance. This point of departure brings out a conceptual conflict between ethics as a rule and ethics as socially construed phenomenon.
The existing research is also differentiated with respect to the focus on explanation. Others highlight structural processes, including governance systems, and CSR systems (Babri et al., 2021; Awa et al., 2024), whereas others put an emphasis on behavioural processes, including the formation of trust and social influence in the online environment (Chavadi et al., 2023; Sameen, 2025). The post-COVID-19 studies indicate that the increased pace of digitalisation has heightened the ethical visibility and exposed the brands to extensive reputational cross-border effects (Hemker et al., 2021; Nichols et al., 2023). But these streams are still disjointed and not frequently brought together.
This chapter, thus, takes a critical and thematic synthesis of the literature to explore the conceptualisation, debate and operationalisation of ethical marketing in the international environments, and brand trust and consumer loyalties. The comparison of competing worldviews and the correspondence of theories to empirical data make the review create a thesis behind the design of the research and directly impact research questions.
[bookmark: _Toc219542308][bookmark: _Toc216894127][bookmark: _Toc220665878]2.2 Search Strategy
In the present study several important data bases has been used to gather relevant literature and analyse them in the present study. Google Scholar has been used as the search database where the accessible literature has been chosen, and Google has also been chosen to look for recent news articles and statistical reports so that all relevant to the objectives of the study. These databases have been used because they are free and easily accessible to the general population. The important keywords for the searches are “ethical business principles” “ethical marketing theories”, “Strategies for ethical marketing practices” “Unethical marketing practices present in the business environment”, “Relation between ethical business practices and customer trust” were the important for the study. Google Scholar was used as it has multiple books, conference papers and articles in this context which is academically significant. Therefore, to ensure method only English published articles within 2019 to 2025 were selected. non-credible websites and irrelevant research papers were excluded.
Based on these keyword searches important books, articles, journal which are peer reviewed journals have been selected for the study. This strategy was also used for looking for cases of ethical business practice studies so that the importance of ethical business practices can be understood better in real-world situations. Also, theories and frameworks have been searched in the Google Scholar databases so that the concepts and phenomenon ethical marketing practices can be linked better for understanding. In this section approx. 80 articles were used. In this study only peer reviewed journals, academic papers and books were used for to maintain the relevance.
[bookmark: _Toc216894128][bookmark: _Toc219542309][bookmark: _Toc220665879]2.3 Key concepts 
Ethical aspect
Ethics in global marketing is a critical factor that plays a significant role in maintaining regulatory complexities and cultural dimensions that align with profit-based business objectives. As organizations recognise the significance of ethical activities in the present time, the balance between the competitive strategy and ethical balance becomes significant to maintain. A study conducted by Jacko (2025) described that an organisation's marketing strategy needs to adhere to the regional values. As different countries have various perceptions about ethics, one thing that is identified as ethical practice can be unethical in another place. However, Rasool et al. (2025) opined differently that wrong marketing practices like advertising or misusing the weak laws, especially in developing or underdeveloped countries, can also be perceived as unethical practices. Comparatively, Ethical universalism supports alignment with general moral obligation, ignoring the significance of the place or laws. This mostly present westerns ethical practices, though its relevance is less in non-Western areas. On the other hand, Javalgi et al. (2018) explained that balanced strategy in marketing practices is needed, as organisations can implement a proper and adequate framework associated to that accordingly. 
Contrarily, misleading marketing strategies are also criticised due to its exaggerating activities, and over usage of cultural practices for attracting customers is also noticed. Although, the organization describes its activities as a strategy for market adaptation. Nonetheless, Ahmed et al., (2025) identified such practices as negative in achieving customers' loyalty, which eventually decreases the firm's credibility as well. This ethical issue is more prevalent in a digital situation in which influencer-based promotion and algorithm-related customer marketing are noticed. This figure described that loss of customer’s trust, reputational impact, legal outcome and reduced sale are a circular process. Digital environments make the situation more complex as it requires usage of customer’s data. This may be complex factor to maintain customer’s data properly that can also affect their trust. 
[image: ]
[bookmark: _Toc219132321]Figure 3: Loss of customer’s trust
(Source: Ahmed et al., 2025)
Another key challenge is maintaining ethics in product and costing. Multiple study has shown that MNC give low quality products in cost effective approach in market where there are low regulatory approaches noticed (Barquet, Gunnarsson and Engström, 2025). Business organizations describe such activities as cost-effective and alignment with local demands. However, Sakyi et al. (2024), argued that these practices are unethical and shows power imbalance between the organization and vulnerable customers which increases the potential of ethical issues. With the help of this section, the different ethical issues aligning with international marketing activities can be understood. 
Brand trust
Harjanto, Ellitan and Muljani (2021) have defined brand trust as the emotional connection that customers have with the brand through their interaction and growth. This is one of the most motivating factors that results in the customer choosing a brand over its competitors. Brand trust is one of the factors that results in the customer to repeatedly purchasing their products and services and building a community around them (Chavadi et al., 2023). This is important because customers place their confidence in the quality of the services and the ethical quality of the study, which is responsible for the trust among the customers. Marcos and Coelho (2021) on the other hand, have pointed out that retaining of the customer trust and loyalty is not just confined to the strong quality of the product or service but the emotional value it is associated with it. Considering this, the significance of brand trust among customers can be defined, which eventually improves value among customers. Through maintaining brand trust, organisations can also induce confidence in their products and services in a responsible and protective manner. This supports attracting customers in the global market. This section is important for analysing the impact of both ethical and unethical marketing activities on the trust level among customers on the brands. 
Customer loyalty
Customer loyalty is the emotional relationship of the customer and the brand which is fostered through customer trust and brand value presentation (Tahir, Adnan and Saeed, 2024). Customer loyalties are often predicted through the behaviour of the customer through the repeated purchases they make or the positive feedback that they provide to the company and so on. Customer loyalty is often developed through creating a positive experience through the purchase of the products or services and after them. Dwivedi et al. (2024) have said that customer loyalty is often reflected because of the customer retention strategies that are applied by the organisation. The customer engages with these strategies, and it results in repeated purchases and an increase in sales for the organisation. 
On a different note, Cardoso et al. (2022) stated that organisations implement several strategies to make sure that they are able to develop customer loyalty and stay competitive in the market. Customer service is one of the strategies that is used by organisations to make sure customers feel important to the organisation. This makes sure that the customers engage with the brand and build trust along with it. The satisfaction with the brand in turn leads to building customer loyalty and makes more spending towards the brand (Cardoso et al., 2022). In order to make sure customers are retained in the organisation, the knowledge of the needs and preferences of the customers is important so that they feel valued in the organisation.  Therefore, this discussion will be important for understanding the strategies of global brands in their marketing activities, due to which customer loyalty is influenced both positively and negatively. 
[bookmark: _Toc219542310][bookmark: _Toc216894129][bookmark: _Toc220665880]2.4 Key Theories 
[bookmark: _Toc219542311][bookmark: _Toc216894130][bookmark: _Toc220665881]2.4.1 Corporate Social Responsibility Framework
Carroll’s (1991) CSR framework is a highly applied model in CSR analysis, which has four different dimensions. These are financial, legal, ethical and Philanthropic activities. Previous CSR highlights a philanthropy-based approach, but in Carroll’s CSR Pyramid, there is a framework noticed which have different dimensions. Moreover, CSR studies in North America and Europe highlight the social amplification. Comparatively, customer demand and ethical opinion vary based on the region (Saleh, 2022). From the analysis, multiple trends and patterns are identified that are connected with brand trust and customers’ loyalty. Moreover, an ethical approach is found to be recognised by the organization, but somehow has less impact compared to an economic target. Additionally, Stakeholder analysis is a crucial factor in CSR activities. In a contrary note, Lukman and Tanuwijaya (2021) mentioned that economic activity of the organization is required to stay profitable, which also adheres to societal demand. In the context of global marketing, this presents a challenge between cost-effectiveness and ethical practices. 
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[bookmark: _Toc219132322]Figure 4: CSR framework
(Source: OnHand, 2024)
Moreover, MNC sometime describes their high-cost strategy as a standard to maintain product quality in developing markets. The legal aspect of CSR shows alignment with the host nation’s regulatory demands. Ethical practices are also included in CSR activity, which needs organization to work fairly in maintaining transparency. Additionally, the philanthropic activity of the CSR is noticed with multiple environmental strategies, community progression and social development campaigning.  However, studies have contradicted this model as an oversimplified framework (Cheng, Varshney and Liu, 2021). As in most cases, ethical as well as legal strategies are against financial targets, specifically operating in the global market. The role of CSR was value-based and ethical, but in most organizations it acts as a competitive act. This activity develops questions on the impact of CSR, especially when an organization gives to communication rather than practicing CSR.  However, CSR has some limitation also it has limited application and standardisation within various places.  CSR gives importance to the shareholder benefits more than the stakeholders. Therefore, this model is important for analysing the ethical framework, for the global brands to overcome their ethical concerns and cultural and regulatory issues in marketing. 
[bookmark: _Toc219542312][bookmark: _Toc216894131][bookmark: _Toc220665882]2.4.2 Principal Theories of Ethics
The principal theories of ethics are not confined to the one single theory or framework but a culmination of theories so that ethical decision making can be made based on the well-being of the social and environmental good. These theories provide the questions and considerations one must make to see that the well-being of the stakeholders and respect in the market is maintained. The focus of these theories is to make sure that fair judgment is maintained in the management of the business operation. Four theories are associated with the principles of ethics, which are "Deontological Ethical Theory”, “Utilitarian Ethical Theory”, “Rights Ethical Theory”, "Casuist Ethical Theory" and "Virtue Ethical Theory”
The Deontological Theory of Ethics posits that an individual must make an equal decision based on their responsibilities and duties towards the institution (Tseng and Wang, 2021). Therefore, as per the theory the focus must be placed on considering the roles and responsibilities to understand the ethical dilemma. On the other hand, KANU and NDUBISI (2022) have explained the Utilitarian Ethical Theory which shows that ethical decision must be made in such a manner so that it benefits the majority of the people and institutions associated with the decision-making. This theory also takes into consideration rules and regulations so that fairness is maintained. 
Rights Ethical Theory is the theory that is used to make sure that rights which are decided by the society are maintained. This theory of ethics is often taken into consideration based on the rights which are upheld by society and therefore are often complex. Huang et al. (2022) have explained the Casuist Ethical Theory as a situational approach for the reduction of ethical dilemmas so that the best possible solution is generated to reduce the impact and unfairness. Finally, Virtue Ethical Theory is the theory where the judgement of the individual or institutions is based on their actions and behaviour (Hagendorff, 2022). Here the individual’s moral and principles are taken into consideration to differentiate between ethical and unethical behaviour. The discussion of these theories will be significant for this research, as the suggestions for the global brands regarding their responsible, transparent and culturally sensitive global marketing approaches for enhancing their brand reputation can be provided accordingly. 
[bookmark: _Toc216894132][bookmark: _Toc219542313][bookmark: _Toc220665883]2.4.3 Theory of Social Influence 
The theory of social influence clearly explains the difference in individual attitudes and behaviour through social processes. Oliveira, Alcântara and Jussara (2025) have explained that Kelman in this theory has said about three processes which determine changes in attitude of the individual which include: Compliance, Identification and Internalisation. On the other hand, Yi, Zainuddin and Bakar (2021) stated that in this theory the compliance aspect refers to the assumption that an individual accepts the theory so that they feel rewarded or avoid punishment. Therefore, if acceptance brings benefits, then it is followed by the group of society. Identification on the other hand has explained that repetition of the attitude to feel acceptable among the group or the institution. This is the stage where the individual confirms the act or behaviour to be acceptable in the social group. Finally, Internalisation is the stage where the behaviour becomes part of the value system of the society. 
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[bookmark: _Toc219132323]Figure 5: Theory of Social Influence
(Source: Yi, Zainuddin and Bakar, 2021)
However, according to Chandrasekara, Sedera and Gao (2021), the reason such internationalisation takes place is because of the information that is available to the people. Similar is the impact is on the customer perception towards the brand. This is important because this is how social norms are built. Shah and Asghar (2023) have opined similarly by elaborating that there are several ways in which social influences have been taking place in today's world, such as the internet and social media, which have reformed the way people behave in social settings. Similarly, customer behaviour is part of the perception of the brand and what value the brand is presenting as well. This also influences the adoption of the use of the technology or a product in the market as well. With the help of this theory, the global brands can understand the ethical compliance, by which their brand reputation and customer trust can be positively influenced. 
[bookmark: _Toc216894133][bookmark: _Toc219542314][bookmark: _Toc220665884]2.4.4 Stakeholder Theory
Stakeholder theory is a complex theory that is often presented in the perspective of the ethics which are to be flowed in the business organisation and in management as well. As per the theory it is important that the organisation must develop multi-layered benefits for the stakeholders who are individuals or group effected by the operations of the business (Mahajan et al., 2023). It is the responsibility of the organisation to interact with the stakeholders to make ethical decision-making and improve the performance of the organisation and develop the strategy. Bridoux and Stoelhorst (2022) have said that stakeholder theory explains four ground rules which must be followed by the organisation. Firstly, it is the responsibility of the organisation to recognise both their internal and external stakeholders who are either contributing or affected by the operations of the organisation. Secondly, it is the responsibility of the organisation to make sure all the needs and expectations of the stakeholders are managed and met with so that they support the organisation and help it build value in the organisation. Thirdly, the theory also explains that an organisation must develop a special framework so that decision-making considers the stakeholders as well. 
Adewole (2024) has explained that stakeholder theory enforces the use of ethical marketing practices for the purpose of value creation in the market. This theory is important in all the stages of the operations of the organisation which includes supply chain management, operation management and sustainability performance of the organisation. Therefore, for understanding the ethical challenges, stakeholder theory is an important aspect that must be aligned with the findings of the present study. This theory will be important for providing a guidance to the global brands, due to which they can consider the significance of ethical approach in marketing and their impact on customer loyalty.
Despite their usefulness in light and shadow, all the theories do not provide sufficient answers on their own as to how ethical marketing would effectively result in trust and loyalty in the complicate global markets. CSR frameworks focus on the legitimacy and are commonly criticised as being symbolic compliance (Cheng et al., 2021) whereas deontological models are clear of morality, but lack cultural adaptability (Lau et al., 2025). Utilitarianism allows making strategic compromises at the cost of being careful not to marginalise vulnerable customers (Capasso and Ferraris, 2021). The stakeholder theory is more integrative in that it allows merging ethical intent with relational value creation (Bridoux and Stoelhorst, 2022), but it contains no operational guidance regarding marketing practice. This is the theoretical disintegration that explains the integrative methodology of the current research, which involves a combination of moral values and an impact on social forces to observe how ethical marketing could influence trust and loyalty across the boundaries.
[bookmark: _Toc219542315][bookmark: _Toc216894134][bookmark: _Toc220665885]2.5 Thematic Analysis 
2.5.1 Ethical Issues in Global market 
The literature lists cultural diversity and regulatory asymmetry to be the key ethical issues of global marketing, but researchers disagree upon the interpretation of the challenges. Mahmudin (2023) sees a kind of ethical ambiguity as the result of globalisation, when a similar standard turns to be unrealistic. Parris and Guzman (2023) maintain that the failures of ethics are not largely related to cultural diversity but rather behaviour of fragmented organisational approaches, which value the possibility of adaptation to the market and are less concerned with moral coherence. This disagreement is more an indication of a more profound argument: is unethical marketing more a situational necessity or a failure in management design.
Equally, researchers are torn as to the fundamental cause of the vulnerability to ethics. Oshadi Karunanayaka et al. (2024) consider unethical marketing to be the failure of communication by focusing on false advertisement and manipulation of symbols. Farhad (2024) lists structural risks that are inherent in digital ecosystems, specifically in the governance of data and those of data and algorithmic complexity. Although the two approaches recognize consumer harm, they conceptualize the issue of ethics as a message integrity problem or as a systemic problem of governance. Such a theoretical gap focuses on why companies are finding it hard to develop consistent global ethical policies and why there is still inconsistency in separate areas relating to trust and loyalty.
Szabo and Webster (2020) coin the idea of the so-called greenwashing as a certain strategic misappropriation of the symbolic of ethics that proves that even the ethical speech can be turned into an instrument of manipulation. This is contrary to Hemker et al. (2021) who believe that ethical compliance is increasing consumer trust when companies use transparent data practices. The paradox states that ethical marketing is not an effort conceived by intention or control, but by the way the consumer understands the corporate behavior. 
Taken together, these research investigations have exposed that ethical issues in the global markets are not uniform they are influenced by the consumer vulnerability, regulatory strength, and technological surrounding. There is the majority of studies separate out single variables instead of the interaction of the variables and their impact on trust and loyalty. Such fragmentation makes it difficult to have coherent ethical strategies across the borders by firms. Hence, this literature has become important for understanding the different ethical issues that are present in global marketing. 
2.5.2 Effects of Unethical International Marketing Practices 
The ethical in the global makers has been reaching day by day due to the impacts on brand capabilities and also the customer brands and retention and the long-term organizational results in the global based markets (Hashem, 2023). These types of practices are always linked with the academic literature, and it consist reputational loss, loss of the customer loyalty and also the regularity of customer attention. However, Unnisa and Grag (2025) underlined that all the ethical issues become very much aliened and perfectly fitted in the global settings because of cultural differences, regularity differences and also the validation of information between the relationship of multiple companies and customers. All the correction of marketing has been entailing the customer of the short run customer discrimination in the global market levels undermining the competitive sustainable advantages that are very much effective for the industries (Zhu, 2024). 
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[bookmark: _Toc219132324]Figure 6: Proposed Model
(Source: Tanveer et al., 2021)
All the arguments that are on the decline in brand trust is the most widely addressed implications. The brand trust is one of the most effective formidable forces of consumer-brand relationship especially where all the international markets are at stake and maximum of the consumers are used the brand reputation as a prime pointer to ensure the dependability and quality (Tanveer et al., 2021). The False advertising, exaggeration and misleading product information's are able to minimize the perceived credibility and determine the formation of trust. However, Efari and Mamtaz (2023), there are still having some ethical issues in the pharmaceutical and healthcare sectors. It regards to false advertisement of effectiveness or it is able to make a side effects of drugs posing moral dilemmas and creating doubt in the population, particularly in the developing markets that have minimal control measures. This academic literature notes that when the level of trust can be lost, it is very much difficult to get back since the negative opinions could become viral within the global digital space and continue to exist for a long time.
The unethical international marketing behaviours are also having the negative impacts on consumer loyalty that are not good based on customer and companies' point of view. All the measure of loyalty is mainly based on the perceived equity, the honesty, and value that can make a congruence between the companies and the customers (Sameen, 2025). On the other hand, consumers Mansouri et al. (2022) mentioned that the Inequity is becoming lesser because of practices such as price discrimination in different regions, concealed fees, and exploitative targeting of susceptible groups. The literature shows a moral of hastens brand switching behaviour since the world shoppers have more accessibilities to substitute the providers via online marketplaces that are available in the globalise (Mansouri et al. 2022).
All the other major impact's that are involved by the cultural alienation and able to measurement the values. The marketing strategies that are not considered as local cultural norms, social values and expectation are able to create a problem among the customer and the reflectional in the society.  All the fashion and luxury goods business are focused on the mass criticism and social media activeness in religion to archive the countries that are able to view as critically impressive and hackneyed (Celestin et al. 2024). Based on the literature, all these ethical failures are not only making a harmful effect but it also has an effect on the global brand images since multinational brands are that are having interconnected communication system. The misjudgement culturally based marking communication has made a reputational damage to customers, as a customer it is not able to be dealt with directly by the product being advertise (Chong and Patwa, 2023). 
Another strong effect of unethical global marketing practices includes the loss of brand trust. According to Rubin (2022), Misleading promotional content, false claims about a certain product, and exploiting cultural emotional are some of the practices. This reduces the opinion of corporate integrity and eventually creates a negative image about the brand. Another author (Hayran and Ceylan, 2022) argued that, the lack of trust is especially delicate in global business situations where the buyer usually uses brand reputation as an indicator of trustworthiness, which can affect their business outcome due to a negative perception of the brand. This study has applied the survey method to analyse the opinions of the participants in the US. From the statistical analysis, they have reached a conclusion.  However, primarily customers are affected by such type of promotional content, but eventually they also get their realizations. According to Ting et al. (2021), Trust is something that is hard and expensive to restore once lost, particularly in the era of digital global connectivity. This study has analysed information sharing and the role of e-commerce platforms in business practices that can achieve customer trust. As in a digital platform, any unethical actions in one particular market can spread a negative influence on brand perceptions everywhere in a very short period of time. 
A very similar impact is the loss of consumer loyalty. Although unethical marketing can increase the number of price-sensitive clients in the market, or increase the market position. But research conducted by Nichols et al. (2023) described that consumers are more ready to change to other brands when an unethical practice is detected. The study used the triple bottom line of sustainability practices to analyse the impact on the customers. The study used a primary method for analysis among the US participants, and the outcome suggests that organizations with low ethical practices may have low purchasing intention among the customers. Another research indicated that incidents like boycotts or other incidents are noticed among the ethically-aware consumers who are also dissatisfied consumers. That are vocalised their opinion or displeasure on social media (Mady et al., 2025). A critical viewpoint is also identified in the study of Tanveer et al. (2021) that the effect of this on loyalty is not as evenly distributed across markets. Sometimes the financial need can restrict the consumers to stops products from unethical brands. This gives long-term harm to brand equity; however, it is mostly noticed in developing regions. Author Tanveer et al. (2021), has used the Pakistani population s participants to perform SPSS analysis. Moreover, it also indicated that achieving brand loyalty by aligning with social and environmental problems has multiple benefits. This can develop a positive customer brand connection, which is beneficial in a competitive business environment. However, cost effectiveness is also a factor among the customers in maintaining buying intention despite having ethical practices. 
According to Zhou, Sheng and Zhang (2021), organizations are also vulnerable to reputation and regulatory risks due to unethical promotional activities. This study uses the interview method among the managers to describe the marketing practices and their ethical implication of it among the customers. Lack of uniformity in ethical practices related to promotion within different countries may bring about regulatory complexities, lawsuits, as well as reduce investor confidence. Although the practices may be legally acceptable in some jurisdictions, the reputational impact can be extremely negative. Another author, Malama, Chowdhury and Hyder (2022) contradicted this, saying organization uses multiple marketing strategies in different country by using weak law, especially within underdeveloped and developing countries. The research included local Bangladeshi people as participants. They analysed people's opinions about poor material quality and presented the outcome. The global stakeholders are expecting universal moral standards alignment in the organization. This brings out one of the weaknesses of compliance-based global marketing approaches. This needs to align with the changing ethical standards and the questioning of various stakeholders. The main key is to get the optimisation what is based on the stockholder theories and also more analysis is needed to achieve the marketing practices and also the proper stability is needed. Therefore, this bunch of literature has explicitly explained the impact of ethical approaches in international marketing activities, due to which brand trust and customer loyalty can be maintained. 
2.5.3 Ethical Models and Strategies used by various MNCs 
Although utilitarian ethics are more concerned with making sure that the results result in maximising the total welfare, they are prone to neglecting culturally sensitive groups, which poses a risk of losing trust in various markets across countries (Capasso and Ferraris, 2021). Alternatively, deontological models focus more on such universal obligations as honesty and fairness, have greater protection of consumer rights, but are frequently unable to adapt in culturally heterogenous settings (Lau et al., 2025). Comparatively, the stakeholder-based models combine both ethical coherence and responsiveness to the context due to which firms can engage in balancing the concerns of law, culture, and reputation at the same time (Bouguerra et al., 2023). This has rendered the stakeholder-based and integrative models more efficient in the maintenance of the brand trust and consumer loyalty across the borders. These findings, and hence the literature indicate that single theoretical approaches cannot be applied to the context of global marketing issues and that adaptive ethics needs to be developed in line with the key variables of the study, namely brand trust and customer loyalty.
The academic literature regarding global markets focuses on the fact that the integrative and stakeholder-based ethical models are usually more suitable and practical because they provide a more flexible but effective way of managing the ethical complexity of global markets that had to face cross-cultural differences and regulatory diversity and competition (Abdul-Azeez et al., 2024). Such models allow MNCs to match the marketing decisions with the expectations of the stakeholders, legal stipulations, and long-term reputational objectives more than single-theory solutions do. With the growing ethical awareness that world consumers are becoming more and more ethically aware, the context specificity and stakeholder focused ethical models have become the most viable and likely effective means of integrating the ethical models into international marketing practices.
Justifying Ethical Models of Ethics in International Marketing Strategy
All the normative models of ethics are based on an essential model which is MNCs make a judgment on the ethical appropriateness of marketing. The Utilitarian ethics' primary focus is on the focuses on all the results that should provide the best benefit to society and this has led firms to consider the larger impacts of promotional statements, pricing, and distribution policies (Capasso and Ferraris, 2021). The practical has been widely applied in the pharmaceutical industry, where the prime focus is to promote the availability of a specific drug to the majority of the population. The concept of utilitarianism is mainly used to influence all the pricing of drugs even though that are needed. The deontological ethics are able to puts a greater emphasis on the principles of the duty, like honesty, fairness, and respect of consumer autonomy (Lau et al. 2025). It has been established and proven that the global financial services companies are efficiently making use of deontological models in order to get lead apparent correspondence and honest revealed even after reputational crises that are associated with misleading marketing (Tanchangya et al. 2024). 
Stakeholder Theory becoming Strategic Ethical Framework
The concept of stakeholder theory is commonly admitted to be one of the primary ethical frameworks of multinational marketing strategy since it extends the scope of organisational responsibility beyond the shareholders to encompass consumers, employees, regulators, suppliers, and local communities (Bouguerra et al. 2023). According to the existing literature, stakeholder-oriented firms are structured in such a way that ethical considerations are systematically incorporated into the international marketing planning processes through balancing diverse and even contrary stakeholder expectations in various cultural, social and regulatory settings (Awa et al. 2024).
[bookmark: _Toc219132325][image: ]Figure 7: Relationship between stakeholder theory and CSR
(Source: Awa et al. 2024)
The stakeholder theory provides some direct information regarding strategic decisions in regard to product positioning, promotional communications, pricing openness, and market entry methods. The stakeholder engagement in the food and beverage industry has an impact in the responsible advertising, nutritional transparency, and proper labelling practices, where able to provide alignment of the health expectations of the consumers and regulatory standards of the host countries (Valentinov and Chia, 2022). The practices help in achieving greater legitimacy of the brand and promotion of long-term consumer confidence and loyalty in the international markets.
Corporate Social Responsibility as an E-Marketing Strategy
CSR ventures, institutional codes ethics, and strategies of cultural adaptation are often introduced as similar ways of ethical global marketing, however, their effectiveness differs. CSR increases the emotional attachment and symbolic trust, especially in consumer-facing with such examples as the fashion industry (Alharthey, 2023). The main thing that codes of ethics guarantee is consistency in procedures and regulation of different markets (Babri et al., 2021). Local legitimacy increases when culture relativism is not combined with universal moral codes, but there is the danger of diluting ethics (Ur Rahman et al., 2023). Such a pressure shows the drawback of the disjointed patterns and the topicality of the integrative models like ISCT which harmonize the international standards with domestic requirements. Although they have been largely applied in the past, very little empirical data exist on how the mechanisms are transferred into quantifiable gains in brand trust and product loyalty in different markets, which justifies the existence of the current research.
Global Marketing Governance Mechanisms and Codes of Ethics
The Institutionalised codes of ethics are nothing but the formal codes of ethics, which are mainly used as a guidance towards the international marketing practices. All these codes are able to determines the good practice of advertising, protection of data, cultural sensitivity and anti-corruption (López Jiménez et al. 2021). The current technology and digital services sectors are also enforcing the ethical regulations on marketing activities that are based on the data, algorithmic targeting, and data privacy protection. It has been stated in the literature that the best management of ethical governance should involve enforcing and volunteering measures. Also, it is a compliance audits that are presents across borders (Babri et al. 2021). Existence of the broad ethical codes is credited with similar brand behaviour among the markets and also with a minimization of ethical ambiguity due to regulatory divergence. 
Strategies of cultural Relativism and Ethical Adaptation
The cultural relativism enlightens the key strategies of adapting ethics in marketing internationally. It also acknowledges the existence of different ethical perceptions that should exist in various societies (Ur Rahman et al. 2023). The MNCs that are adopt culturally sensitive model of ethics to ensure the marketing communication, symbolism and promotional norms without abandoning any ethics fundamentalism. 
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[bookmark: _Toc219132326]Figure 8: Integrative framework
(Source: Arantes and Barbosa Costa, 2025)
The ethical adaptation in the global hospitality and tourism business sector assists in the respectful demonstration of the all the local culture and prevent any culturally offensive communication (Arantes and Barbosa Costa, 2025). All the scholarly studies posit that derived a flexible approach to ethics that is based on the universal principles of dignity and fairness should improves the local acceptance but not the global brand integrity. Ethical adaptation consequently helps in market responsiveness with a reduction in reputational risk.
Global Marketing by Integrative Social Contracts Theory
The Integrative social contracts theory (ISCT) is the moral theory that proposes a composite system of ethical norms that involving general moral principles and the local one. The model is very much helpful for MNCs to the activities through moral difficulty that emerge due to the respective legal and cultural demands (Tan and Salo, 2023). 
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[bookmark: _Toc219132327]Figure 9: Social Value Typology
(Source: de la Cruz Jara and Spanjol, 2024)
ISCT disseminates the ethical marketing communication concerning the influence on the environment, interaction with communities and the revelation of risks (de la Cruz Jara and Spanjol, 2024). Academic research also shows that, through ISCT, there has been more enhanced ethical consistency, because there is no ambiguity that has been misused, and the acceptable cultural practices are not violated. Through this section, it has been understood that how the different companies use existing strategies to adopt ethical approach in their marketing part. 


2.5.4 Suitable Ethical Marketing Practices 
Business Transparency:
Transparency, symmetry, and truthfulness are the forms of operation of the ethical theory in the marketing practice. Although the principle of transparency is often advocated as a tool of building trust (Budovich, 2021), Nawaz and Wagner (2025) point out that an incomplete and unstructured disclosure can lead to confusion instead of building trust, thus, ethical marketing should be conducted with communication responsibility, as opposed to being open. Emotional legitimacy and long-term relational value are promoted by fair and respectful treatment (Chong and Patwa, 2023), whereas perceived risk is minimized through honest communication (Oladimeji and Owoade, 2024) and increases the chances of repeat purchase behaviour. These practices help translate the abstract set of ethical principles into practical mechanisms that have a direct impact on brand trust and consumer loyalty and, therefore, tie the ethical agenda to tangible behavioural results.
A shared have to understand the meaning of the transparency construct, which is the main purpose to reach the high. The customers need to be clear about the product features, limitations, unique values and also the objectives, which will help to build trust and make a bond between the customer and the Salesperson. The seller should clarify the customer about the label content to the customer. When a customer tells or provides any information, it needs to be protective and clear about data, where the product comes from and what the data usages in this product. On the other hand, according to Nawaz and Wagner (2025), the implementation of transparency in marketing requires that a positive approach to share the information and also to the stakeholders, regardless of whether the news is good or bad, the criteria-accuracy, timeliness, balance and unequivocally are applied to all information that needs to be released, and an organization commits to empowering stakeholders. 
Fair and Respectful Treatment:
According to the Khalil (2025) customer management and marketing is a progressive growing path, but sometimes ethical issues can from the context, process and also outcomes of the interventions and it bring the “social fairness” of the marketing area. But according to the author the issue of social fairness is an important one context of the ethical marketing. According to Chong and Patwa (2023) in ethical marketing is the practice of encouraging the fairness, honesty and empathy in all marketing operations. It helps to build the customer's trust and credibility. Unethical marketing can be the effective for short time, but it is not a long- term plan. The customers can reject the brand and also the stakeholders will not support the brand or organization. Ethical marketing can help to avoid from the legal and reputational risks. One of the simple ways to grow ethical business is to incorporate it the company’s culture and values. Fairly behaviours by organization improve the member’s trust and build an emotional bond and it make good reputation of the company. Fairness and respect, this rule are so necessary for dealing with stakeholders and the customers. Fairness in marketing make a balance of requirements of the customers. It is also presenting accurate and honest information to the customers and stakeholders about the product and services without misguide in dishonesty behaviour. On the other hand, Kwame and Petrucka (2021) mentioned respect is recognized as the fundamental human behaviour, which helps to improve the communication effectively and understand and meet the customers' demands. In marketing, a person should not smile at any customers for any reason it is disrespectful behaviour does not matter how much the customers face funny and also religion and gender need to provide respect to all that will make the business powerful.
Honest Marketing Practice:
Honest marketing is a core part of ethical marketing. It mainly focuses on transparency, telling the truth and fairness and helps to build customer trust and loyalty, rather than being short-term, it increases and goes so long. The brand should be open to the customers about the product manufacturing, what the product actually does and material. They need to treat the customers respectfully and avoid the manipulations words; instead, of arguing need to understand the customer’s needs. According to Oladimeji and Owoade (2024), customers have to become empowered through the rise of social media, and it increases the ability to criticize the companies. They can analyse and will be paid how the existing theories deal with the challenges of the ethical marketing and how such cases are being attributed to the customer trust and organizational reputations and how the marketing team act like. 
Altinbasak-Farina and Burnaz (2019) stated that positive marketing ethnic entails to the ethical ideals and actions that the help the people society and the environments ethical behaviour encourage fairness, social responsibility, empathy and honesty. They consider not only the how products would benefit the user but also how they will fulfil social duty and solve many ethical challenges.  It is evident that the business must not make misguide and dishonesty statement about their product and services. It should be honest and helpful with kindness and make a transparency communication with the customers. Similarly, Turner et al. (2019) mentioned that business should disclose how their product is manufactured and distributed. This includes providing information about the product and all the statements in advertisements should be true and support, this should not be the part of misguide and dishonesty. Here should be the seller talk or communicates freely with the customers about the critical part also. 
[bookmark: _Toc219542316][bookmark: _Toc216894135][bookmark: _Toc220665886]2.6 Research Gap 
Though the outcomes of marketing malpractice are well documented in literature, the majority of the researches are problem-oriented, focusing on reputational harm, trust loss and consumer retaliation (Hashem, 2023; Rubin, 2022). There are significantly fewer studies that explore how multinational enterprises can plan and adopt ethical frameworks to use in international marketing so as to avoid such consequences. The common ethical theories commonly discussed independently of each other include CSR, stakeholder theory, utilitarianism, deontology, social influence; they are hardly incorporated into the operational marketing strategy (Chowdhury, 2023).
Also, reports on other areas are mainly focused on one country or one sector, which does not allow global market generalisability (Hassan et al., 2022). There has limited comparative analysis of developed and developing economies, even though there is evidence that consumer vulnerability, strength of regulation and ethical expectations vary significantly between regions (Holloway, 2025). This has made modern literature to lack in describing the ways in which the ethical models can be converted into quantifiable results like brand trust and customer loyalty in different international settings.
This leaves a gap in concept and reality:
· The literature justifies the importance of unethical marketing being negative,
· but has little advice on how ethical constructs may be actualised on a cross-border basis to establish confidence and devotion.
The current research fulfils this empty space by critically covering ethical concerns in international marketing and assessing how the utilisation of ethical paradigms can be analytically applied to multinational companies in order to gain brand equity and consumer allegiance. This fits this study aim, which is to determine ethical concerns, determine the impact and to offer best-practice management in international marketing.
[bookmark: _Toc216894136][bookmark: _Toc219542317][bookmark: _Toc220665887]2.7 Conceptual Framework 
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[bookmark: _Toc219132328]Figure 10: Conceptual Framework
(Source: Self-Created)
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This chapter has also critically revisited the available literature concerning ethics in international marketing with particular reference to the importance of such issues in its role in developing brand trust and consumer loyalty in international markets. The discussion created conceptual clarity by discussing major constructs, representing the ethical marketing practice, brand trust, and customer loyalty and examining the key ethical and behavioural theories of corporate social responsibility, principal ethical theories, social influence theory and the stakeholder theory. The thematic analysis brought to attention ethical issues in the international markets. 
the literature review indicated that most of the time the issue of unethical marketing and its adverse effects has been widely recorded, but less importance has been made on the strategic adoption of ethical frameworks in international marketing practice to maintain trust and loyalty. The current gap has offered a good explanation as to why this study is being undertaken. 
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[bookmark: _Toc219542319][bookmark: _Toc220665889]Chapter 3: Methodology
[bookmark: _Toc219542320][bookmark: _Toc220665890]3.1 Chapter Introduction
This chapter showed the research methodology followed in order to research on the international ethics marketing practices and its impact on brand trust and consumer loyalty. The study also explored the role of the ethical concerns in influencing perceptions of the consumers and credibility of organisations in the international market with the main focus being on cultural sensitivity and labour issues, and environmental sustainability.
The design of all methodological decisions was in consonance with the research aim and objectives so that the philosophical position, the methodology, and the methods of analysis were consistent. The chapter described the research design, philosophy, approach, strategy, sources of data, sampling procedure and approaches used in the research. Such decisions were informed by the necessity to delve into ethical marketing as a social aspect created by cultural and contextual connotations.
[bookmark: _Toc219542321][bookmark: _Toc220665891]3.2 Research Design 
The research design was developed based on the Research Onion framework outlines by Saunders et al. because it offered a coherent and clear framework that allowed balancing the research purpose with testable decisions regarding the methods (Saunders and Tosey, 2012). This framework justified the adoption of interpretation philosophy, inductive approach and approach qualitative approach and thematic analysis.
In terms of design, in this research descriptive design was adopted. This is because, through this design, it is possible to describe the aspect in relation to benefits or drawbacks for an organisation. Similarly, the ethical aspects of international business were analysed adequately on brand trust and customer loyalty. This was an appropriate design since ethical marketing, trust, and loyalty are social constructs, which differ in nature across different cultures and organisations. An interpretivist position allowed exploring on subjective meaning that is inherent in academic writings, CSR reports, and international case studies. 
The Research Onion has been provided methodological coherence and transparency, which did not allow the occurrence of inconsistency between research goals and research design decisions.
[image: ]
[bookmark: _Toc219132329]Figure 11: Research Onion 
(Source: Saunders & Tosey, 2012)
[bookmark: _Toc219542322][bookmark: _Toc220665892]3.3 Research Philosophy
This whole research is based on the paradigm of interpretivist research philosophy that aims at explaining social phenomena in terms of how individuals attach meanings and interpretations to them (Pervin and Mokhtar 2022). Interpretivism presupposes that reality is not objective in terms of measurement, but is socially constructed and is, thus, focused on the subjective knowledge, circumstances, and experience. In contrast to positivism, which tries to generalise the results derived by means of numerical measurement, interpretivism acknowledges the social, cultural, and contextual interventions in the knowledge, and thus it is especially apt in investigations that focus on values, beliefs, and moral judgment.
Ethics, culture, trust, and consumer perceptions are specific areas where Interpretivism is appropriate, as they are all subjective and cannot be completely measured using only quantitative methods (Mustafa and Sharma 2023). The content of ethical behaviour is different in different societies, and what is perceived to be an ethical behaviour and what is unethical depends on the cultural aspect, moral values and personal experiences. The personal definitions of corporate behaviour, transparency, and responsibility also define the consumer trust and loyalty, but not on an objective basis. The interpretivist approach allows the researcher to address these meanings more deeply and to realise how the stakeholders in various contexts perceive an ethical marketing practice.
The interpretivist philosophy applies very strongly in international marketing ethics where international companies conduct their trade in various cultural, regulatory and ethical settings (Sanchez et al. 2023). In a different market, the cultural difference and society's expectations may consider a practice that is acceptable as unethical because of this difference.
This paper incorporated the interpretivism research philosophy to seek the concept of ethical marketing practices as a socially constructed phenomenon influenced by culture, values, and perceptions in consumers (Alharahsheh and Pius 2020). By adopting the interpretivism paradigm, this research will be able to consider the ethical marketing, trust, loyalty as the socially constructed phenomena influenced by cultural values and contextual meanings. It restricts the statistical generalisation, the breadth of this approach is enhanced by the peer-reviewed use, multi-source triangulation, systematic thematic analysis, which ensures analytical rigour and adherence to the research objectives.
[bookmark: _Toc219542323][bookmark: _Toc220665893]3.4 Research Approach
The research approach embraced in this study is the inductive research method to enable the patterns, themes and insights to be created out of the available evidence rather than the investigation of pre-held assumptions (Suryathi et al. 2025). The inductive reasoning process passes through a specific perception to generalisations and theoretical knowledge. As applied to ethical marketing, the methodology will help the researcher to understand meaning, values, and ethical issues as constructed by previous academic studies, industry reports, and real-life situations. This research should use theory building rather than hypothesis testing due to ethical issues of international marketing that are socially constructed and situation context specific (Tang et al. 2023). The study does not aim at finding out the variables in relation to some pre-set hypotheses, but instead, the research attempts to gain deeper conceptual insight into the perceptions of the global markets regarding ethical issues like cultural sensitivity, labour practices, and environmental responsibility. An inductive approach, therefore, facilitates exploration and interpretation of the research, hence the philosophy of interpretivism.
The inductive method serves well towards achieving the purpose of the study which is to have knowledge of how the ethics in marketing practices determine brand trust and customer commitment in foreign environments. Instead of testing a set of predefined hypotheses, the method will allow one to discover patterns and conceptual implications out of the evidence at hand and to give the ethical meanings and consumer perception their particular readings in the context of their culture and their organisation.
[bookmark: _Toc219542324][bookmark: _Toc220665894]3.5 Research Strategy 
This paper has used a qualitative research approach, depending on secondary data to develop a comprehensive and situational perception of the ethical issues surrounding international marketing (Al‐Msallam and Abdelhadi 2022). The strategy was suitable because the research aims centred on investigating the interpretation of ethical practices in various cultures and regulatory settings, and the effect of such interpretations on brand trust and consumer loyalty. Qualitative secondary data, such as peer-reviewed scholarly publications, CSR reports, international cases, and reports of regulatory agencies, were also highly resourceful and reliable in the context of real-world application of ethical marketing by multinational companies (Rodda et al. 2024).
The secondary qualitative data used also helped to reinforce the study by providing a possibility to compare the research across industries and geographical regions, which is critical in a global context of ethics in marketing (Walker et al. 2020). The ability to compare the countries and industries could be done using the qualitative secondary data to compare the international differences in ethical practice, brand trust, and consumer loyalty. This plan will give the interpretivist philosophy, inductive reasoning and thematic analysis consistency and give the strategy global applicability and analytical insight.
[bookmark: _Toc219542325][bookmark: _Toc220665895]3.6 Methodological Choice 
The mono-method qualitative methodological choice used in this study was preferable because it is equivalent to the inductive research method and interpretivist philosophy (McCrudden et al. 2025). Only one qualitative approach was suitable since the questions of the research were aimed at investigating socially constructed ethical concerns, consumer trust, and brand perceptions in the context of international marketing. The qualitative analysis would allow deep interpretation of meanings and values underlying secondary data sources (Ghanad, 2023). This narrow methodological selection guaranteed this methodological consistency between the research philosophy, strategy and the thematic analysis and, thus, prevented the needless methodological intricacy and reinforced conceptual complexity and analytical rigour.
[bookmark: _Toc219542326][bookmark: _Toc220665896]3.7 Data Sources and Types
This study relies exclusively on secondary data, meaning data that has been gathered and published by other authors or agencies before being utilised in the context of the specific research. Secondary data is suitable for studying the ethics of international marketing because of its worldwide coverage, accessibility and ethical appropriateness. The research is based on the peer-reviewed scholarly journals and industry reports, as well as the corporate social responsibility (CSR) reports provided by the multinational companies and international organisations (Amoako et al. 2021). Theoretical and empirical perspectives of ethical marketing and consumer behaviour can be found in the academic journals, whereas practical perspectives of ethical implementation, transparency, and accountability of corporations in the global markets can be found in the industry and corporate social responsibility reports. The data sources are very appropriate to study global and ethical marketing because they are indicative of cross-cultural practices, regulatory setups and ethical standards that are in operation at the international level.  The theoretical interpretation should be supplemented with practical implementation making possible the combination of academic literature and CSR reports and international case studies. This congruency presents the ethical marketing as a study that will be directly related in brand trust and consumer loyalty in the global context.
[bookmark: _Toc219542327][bookmark: _Toc220665897]3.8 Data Collection Procedure
In order to guarantee relevance, quality, and academic rigour, a structured and transparent secondary data collection process entailed in this study to guarantee the process. Five major academic databases were used, namely, Google Scholar, Emerald Insight, ScienceDirect, JSTOR, and Taylor and Francis. The choice of these databases was based on the fact that it contains peer-reviewed journals that cover the subject of business ethics, international marketing, CSR and consumer behaviour.
[bookmark: _Int_Fylxs0Bs]The search date was 2025 November-January, 2026. The criterion of evaluation was the publication between 2020 and 2025 to provide the relevance after the COVID. The Boolean operators were used together in search strings such as: 
· Ethical marketing and brand trust and international markets.
· CSR and consumer loyalty and multinational enterprises.
· Unethical marketing" AND Consumer perception.
The first search had around 320 records. Abstracts and titles were filtered in the context of relevancy towards international marketing ethics. Having eliminated duplicates and redundant studies, 112 articles were left as full-text articles. The use of the inclusion and exclusion criteria narrowed this down to 78 high quality sources, which included:
· Reviewed journal articles.
· Multinational corporations CSR and ESG reporting.
· Regulatory reports (such as sustainability and ethics surveys) industry.
· Renowned international case studies.
These criteria ensured methodological consistency and academic validity.
[bookmark: _Toc219542331][bookmark: _Toc220665898]3.9 Sampling Strategy
In this study, purposive sampling was used to ensure that only abiding sources that are most pertinent to the research purposes were analysed. Sources were also carefully chosen according to their emphasis on international marketing ethics, consumer trust, CSR and brand reputation, which will increase the level of analytical depth instead of statistical representation (Piketh and Kometsi 2025). The preferred conceptual richness and contextual relevance ensured that there was a great alignment with the interpretivist philosophy and inductive approach (Taherdoost et al. 2022). The purposive sampling through paying attention to globally oriented and ethically oriented literature enhanced the capability of the study in terms of providing meaningful information concerning the ethical issues and practices in international marketing.
[bookmark: _Toc219542332][bookmark: _Toc220665899]3.10 Data Analysis Techniques 
In the study, reflexive thematic analysis was used based on the six phases of the framework of Braun and Clarke (2024), in order to interpret patterns of the qualitative secondary data. This approach has been chosen because of its flexibility and the ability to analyse socially constructed ideas like ethics, trust and loyalty in different situations.
These were the steps that analysis took:
Familiarisation: All the chosen readings were read and re-read to develop a profound knowledge of ethical stories, marketing processes, and customer reactions.
Primary Coding: It has been the first Coding that was used to identify the meaningful units through open coding such as greenwashing, data misuse, cultural offence, transparency, and brand switching.
Code Clustering: Like codes were brought into conceptual categories, such as:
Pseudonymous communication: false advertising, puffed up boasts.
Digital ethics, information privacy, algorithmic targeting.
Relational consequences: decrease in trust, disrupted loyalty.
Theme Development: Categories were narrowed to higher level themes such as:
· International market ethical issues.
· To the loss of credibility by unethical means.
· Strategic tools of ethical frameworks.
Theme Review: Themes were compared with the research objectives to make sure that there is analytical consistency.
Interpretation and Synthesis: Themes were viewed using the CSR, stakeholder theory, and social influence theory.
Triangulation has been used through the comparison between academic findings on the subject and CSR reports and international case evidence. This minimized bias interpretation and enhanced credibility. A clear mapping of each theme to the research objectives was also provided making the analysis to be consistent with the purpose.
[bookmark: _Toc219542333][bookmark: _Toc220665900]3.11 Ethical Considerations
No harm to people will be done in this study as, the sources are all publicly available and secondary. There was adherence to academic integrity in proper citation, paraphrasing and prevention of plagiarism. One of the major ethical pitfalls associated with the secondary research is bias in interpretation and as such, both favourable and unfavourable research was incorporated to avoid bias. Slaughtered cultures did not disrespect the cultural contexts so as not to distort ethical standards in various parts of the world. Any data bases, keywords and any methods of selection were recorded to make the research transpire and replicable and answerable on the methods applied.
[bookmark: _Toc219542334][bookmark: _Toc220665901]3.12 Reliability and Validity
The reliability and validity were maintained by the obvious and consistent research steps taken throughout the research (Schumann et al. 2025). Data sources, search strategies, inclusion criteria, and coding were systematically documented, making it possible to be transparent and replicated. The validity was enhanced through the analysis of scholarly literature and reliable industry reports and the comparison of the results in various international settings (Özkan, 2023). The structured thematic analysis provided a single coding method and enabled consistency between the themes and the research objectives, which is why close correspondence between both counts on the credibility, transferability, and dependability of the findings. Based on these precautions, interpretive bias cannot be completely eradicated since thematic coding will always imply the use of judgement by the researcher.
[bookmark: _Toc219542335][bookmark: _Toc220665902]3.13 Limitations of the Methodology
This research was based solely on secondary qualitative information and this, restricted the availability of first hand and real time consumer senses. The meaning of brand trust and customer loyalty was received based on previous empirical literature and publications as opposed to direct consumer experience. This limited the possibility to legitimize findings on existing behavioural data and the empirical richness of consumer insights.
Reliance on published literature also led to the possibility of a publication-bias, since more oftentimes unethical deeds and adverse results are reported compared to successful ethical approaches. This could have been the cause of a more intense concentration on failures instead of equal representations of successful ethical marketing practice.
Ethical conduct is understood in diverse ways by different people all over the world. The secondary sources might never do justice to locality especially in the new markets with low research. The results are analytically but not behaviourally generalisable. 
[bookmark: _Toc219542336][bookmark: _Toc220665903]3.14 Chapter Summary
The methodological framework described in this chapter has provided a rationale and justification of the research methodology employed in this study, showing that there is a clear fit between the research objectives and the philosophy of interpretivism, inductive approach, qualitative strategy, and secondary data analysis. 


[bookmark: _Toc219124391][bookmark: _Toc219542337][bookmark: _Toc220665904]Chapter 4: Data analysis
[bookmark: _Toc219124392][bookmark: _Toc219542338][bookmark: _Toc220665905]4.1 Introduction
Thematic analysis is applied to secondary qualitative data in this chapter to respond to the four research objectives of the study. Themes are clearly attributed to a particular objective and related to explain the role of ethical marketing activities in triggering subsequent brand trust and loyalty by consumers in foreign markets. It is analytical to interpret and not to describe what goes on in the consumer perception of ethics practices as themes are to explain the why and the how of the ethics practice across situations.
[bookmark: _Toc219124393][bookmark: _Toc219542339][bookmark: _Toc220665906]4.2 Qualitative data findings
After data familiarisation and systematic coding, themes were derived out of objective driven codes. Each theme will be a pattern that describes the linkages between ethical activities, consumer perception, trust of brand and loyalty within global markets. Such patterns are interpreted and not summarised literature in the analysis below.
[bookmark: _Toc219124394][bookmark: _Toc219542340][bookmark: _Toc220665907]4.2.1 Data familiarization
The familiarisation with data entailed reading of the chosen academic articles, CSR reports, and case studies multiple times to determine on recurring ethical problems and outcomes of behaviour. The process allowed the researcher to identify cross-contextual patterns applicable to the objectives, especially the patterns involving the connection of the ethical practice to the trust and the loyalty.
[bookmark: _Toc219542341][bookmark: _Toc219124395][bookmark: _Toc220665908]4.2.2 Coding
The segments were based on codes that directly tackled the objectives of the research. The codes are analytical units which linked the ethical practices and consumer outcomes so that the theme building was objective instead of literature driven.
	Objectives 
	Authors
	Description 
	Codes

	Objective 1
	(Böhm et al., 2022)
(Usman et al., 2024)
(Buckley and Enderwick, 2025)
	According to Böhm et al. (2022), business ethics maintenance supports MNCs in mitigating multiple issues. They can concentrate on reducing the impact of climate change and using technology properly.
As per a study conducted by Usman et al. (2024), technology-based transformation in marketing practices has developed issues. Moreover, gender biases, economic activity and bureaucratic approach impose issue in marketing approach.
According to Buckley and Enderwick (2025), globalisation has made marketing practices more complex. Globalisation has made exploitation of stakeholders and imbalanced development more prevalent. 
	impact on climate change
exploitation of stakeholders
gender biases,

	Objective 2
	(Sameen, 2025)
(Fatawu et al., 2025)
(Unnisa and Garg, 2023)
	According to Sameen (2025), ethical marketing practice can improve customers' loyalty and build brand reputation. However, social media marketing uses unethical practices that put stakeholders' privacy at risk, which increases ethical challenges. 
Another study conducted by Fatawu et al. (2025) described that using the CSR approach in international marketing can mitigate issues related to sustainability, engagement, and ethical practices. 
According to Unnisa and Garg (2023), false marketing practices can affect brand loyalty, which will affect brand reputation. 
	unethical social media marketing
sustainability issues, and ethical practices
brand loyalty

	Objective 3

	(Machucho and Ortiz, 2025)
(Chen, Lin, and Chuang, 2025)
(Esposito et al., 2024)
	According to Machucho and Ortiz (2025), AI technology is now used widely in 
Business sector that can be used in performing marketing in the international market.
As per the study by Chen, Lin, and Chuang (2025), the ESG framework needs to be applied in the MNCs. Both CSR and ESG strategies are beneficial in maintaining cultural and ethical marketing practices. 
According to Esposito et al. (2024), stakeholder theory needs to be applied to deal with marketing issues. 
	CSR and ESG strategy
stakeholder’ theory

	Objective 4
	(Suparjo and Dana, 2024)
(None Yendra and Zakaria, 2025)
	[bookmark: _Int_Ygy3k9vJ]As per the study conducted by Suparjo Suparjo and Dana (2024), CSR strategy can be used as an ethical approach that can develop a long-term image for the organization. It is also necessary to maintain a positive image in the global market.  
According to None Yendra and Zakaria (2025), globalisation has changed the technology usage, advertising activities, and increased stakeholders' demands. This has forced multiple MNCs to maintain their best practices in marketing. They have applied a different socio-economic, cultural, and regulatory approach in their practices.
	socio-economic, cultural and regulatory alignment
positive image in the global market


[bookmark: _Toc220665475]Table 2: Coding 
Codes are selected basis of objectives and that are then made to themes. This ensures their alignment with research objectives.
[bookmark: _Toc219124396][bookmark: _Toc219542342][bookmark: _Toc220665909]4.2.3 Theme Development
	Codes 
	Themes
	Description

	T1
	To analyse ethical issues in the global marketing practices, including climate change, cultural issues, gender biases, and customer exploitation. 
	Honors fundamental ethical concerns within global marketing and describes how the ethical concerns are relevant in consumer trust.

	T2
	To analyse unethical practices like social media misuse in marketing, False Sustainability claims, engagement, and unethical practices
	Analyses the effect of unethical behaviours based on consumer perception, brand trust and customer loyalty.

	T3
	To analyse different models like CSR and ESG strategy, and stakeholder theory that can be used by MNCs in their marketing practices.
	Examines ethical frameworks that allow MNCs to overcome culturally and regulatorily challenging environments.

	T4
	To analyse positive socio-economic and cultural practices in image building in global marketing practices
	Evaluations of best practices which enhance brand reputation and long-time loyalty.


[bookmark: _Toc220665476]Table 3: Theme Development
[bookmark: _Toc219124397][bookmark: _Toc219542343][bookmark: _Toc220665910]4.4. Data analysis
To analyse ethical issues in the global marketing practices, including climate change, cultural issues, gender biases, and customer exploitation
Global marketing in the era of technology and AI practices has to deal with multiple issues. Globalisation had forced MNCs to practice quality marketing to reach a large number of customer groups. One of the major crises was found to be climate change issues, which should be mitigated with proper sustainability practices (Böhm et al., 2022). However, false claims of sustainability practices were often noticed in business organizations, which can affect brand reputation significantly. For example, H&M had known for its sustainable practices, but it has been under scrutiny for greenwashing activity (H&M Group, 2024).  on the other hand, Böhm et al., (2022) described that ‘global and local worlds destabilized by financial crisis, climate change, internet technologies and artificial intelligence, and global health crises.’ This climate change issue is a critical factor international business activity and raise multiple ethical issues. 
Usman et al. (2024) described that employees were misused because of the presence of technology, and organization often replaces them with machineries. Buckley and Enderwick (2025) showed that organizations use gender differences for marketing practices but do not impose this in their organization's activity. On the other hand, Böhm et al. (2022) described that in marketing practices, organizations also had to deal with regional cultural practices; however, if that was not used, stakeholders may get offended. Inability to align with cultural practices may affect an organization's reputation in long-term growth and failure to maintain relationships with customers. The findings from literature review showed that Parris and Guzmán (2023), cultural issues develop because of fragmented practices that do not align with ethical approaches. Another study also claimed the fact that wrong marketing practices increase the risk of wrong details spreading in the society, which eventually effects customer’s trust (Oshadi Karunanayaka et al. 2024). Principle ethics of theory described that organization need to make an equal decision based on their responsibilities and duties towards the society.
The issues around climate effect, labour exploitation, gender bias, and insensitivity to culture are considered as risk factors of brand trust. The failure to sustainability (especially the greenwashing) transforms an ethical statement into a reputational risk, as in the case of H&M scrutiny (H&M Group, 2024). This shows that ethical inconsistency undermines credibility and not differentiation. The same cultural misalignment turns marketing communication into reputational threat which suggests that the ethics acts as a trust gate keeper in international markets. Analysis reveals that ethical breaches are no longer present as operation concerns but act as perception cues, which influence consumer rating and consumer loyalty. Multiple ethical issues in the global marketing practices, including climate change, cultural issues, gender biases, and customer exploitation, are found to be prominent.
To analyse unethical practices like social media misuse in marketing, False Sustainability claims, engagement, and unethical practices
Unethical marketing practices are not uncommon among the top MNCs or SMEs. As organization had to perform multiple number of marketing activities some includes false or wrong claims. However, in the era of technology, it was not difficult for customers to identify such practices that can affect customer loyalty significantly. As per study conducted by Sameen, (2025), ‘the easy invasion of privacy on social media, which frequently necessitates giving personal information that is then utilized for many purposes, namely marketing and other misuse problems, is one of the factors raising ethical concerns.’ However, in social media marketing, unethical marketing practices were higher. Customers also demand sustainable products and are ready to pay a high price for that (Sameen, 2025). Utilitarian Ethical Theory which shows that ethical decision needs to be taken so that it benefits multiple people and institutions related with the decision-making. Rubin (2022), unethical promotional content, false claims to sell a product, and exploiting cultural emotional are some of the practices performed by MNCs. 
 Another study conducted by Unnisa and Garg (2023) described the importance of aligning with the CSR model while practicing marketing that can decrease the possibility of unethical practices. Maintaining CSR practices supports achieving customer loyalty. However, on that, ‘Environmental Sustainability’, 'Community Engagement', and 'Ethical Practices' are critical factors in CSR practice, which can maintain customer satisfaction (Fatawu et al., 2025). Customer confidence improves the brand’s product because of ethical practices in business operation and marketing both. Unscrupulous online marketing, the abuse of influencers, and untrue sustainability representations corrosion affect consumer confidence by making it seem dangerous. As the analysis indicates, where ethical narratives can create loyalty, this study demonstrates the opposite is true since something mixed up can have the exact opposite result. False claims to consumers are understood to be deliberate deception and disengagement will follow. CSR-consistent communication (Unnisa and Garg, 2023; Fatawu et al., 2025) acts as a credibility stabiliser pointing to the fact that trust depends on behaviourally on ethical consistency. 
To analyse different models like CSR and ESG strategy, and stakeholder theory that can be used by MNCs in their marketing practices
Applying the CSR model, an MNC will be able to achieve customer satisfaction levels during marketing (Chen, Lin, and Chuang, 2025). According to Chen, Lin, and Chuang, (2025), ‘these insights provide practical guidance for MNE managers on how to tailor ESG strategies.’ Both the ESG and CSR frameworks are crucial in aligning with cultural and regulatory activity. This activity is required to be promoted among the customers that can eventually ensures their trust in the brand. The fair practices also diminish the possibility of ‘greenwashing’. It was identified from the literature review that CSR practices are able to dealing with labour practices, sourcing transparency and responsible promotional messages (Alharthey, 2023). This model initiates the organization's ability to create content as per the regional cultural demand. 
 These models transform ethical positioning into an appearance of reliability by incorporating both transparency and accountability. The stakeholder theory specifically views marketing not as persuasion but as relational, which makes it possible to build trust in heterogeneous markets. This shows that ethical models would not be reputational periphery but structural motives of consumer trust. On the other hand, Stakeholder Theory describes importance of maintain transparent approach (Esposito et al., 2024). This can align with stakeholders' demands, such as the government, customers, and regulators. Maintaining a strategy that aligns with stakeholders as the theory described can be effective in achieving customer’s trust. Therefore, this can eventually build customers' loyalty and relationship for the organization. MNC sometimes does not include certain local cultural practices that could make marketing activity weak. 
On the other hand, as per the Casuist Ethical Theory there is a situational strategy to reduction of ethical dilemmas so that the best possible solution is to reduce the impact and unfair practices. Moreover, Virtue Ethical Theory describes that the judgement of the individual or institutions is relied on their activity and behaviour (Hagendorff, 2022). Therefore, study established that ethical marketing is the practice of supporting fairness, honesty and empathy in all marketing activity (Chong and Patwa, 2023). It is critical to use CSR practice that increases the emotional connection and symbolic trust among the customer (Alharthey, 2023). These are some practices such as CSR and ESG, that are aligned with stakeholder theory that can be used by MNCs in their marketing practices.
To analyse positive socio-economic and cultural practices in image building in global marketing practices
[bookmark: _Int_ba15D0OP]CSR strategy can be used to increase cultural sensitivity in the marketing approach of MNCs. This CSR practice also supports aligning with the sustainability demands of stakeholders and regulatory compliance of legal bodies (Suparjo, Suparjo, and Dana, 2024). According to Suparjo, Suparjo, and Dana, (2024) ‘CSR-based marketing campaigns also serve as an effective tool to raise public awareness of important issues and inspire positive social change’. Unilever described about sustainability targets and maintains their environmentally friendly that can achieve customer’s satisfaction (Unilever, 2025). Moreover, another example of marketing practices can be Patagonia’s that promotes reusing of fashion products. The organization's business model is based on sustainability practices (fashinza.com, 2024). This activity in that organization helped in strengthening brand trust among the customers. Globalisation has transformed the technology usage and advertising activities, and this supported firms in maintaining fair and transparent marketing practices (None Endra and Zakaria, 2025). Such practices as open communication, responsible sourcing, cultural responsiveness and sustainability are integrated and serve as a signal of trust. The examples of Unilever and Patagonia demonstrate that ethical behaviour that remains constant turns the CSR into a narrative capital instead of a relational one.  Based on the analysis, it is suggested that ethical marketing is a long-term investment engine and not a promotion strategy, but as such, it transforms the practice of social responsibility into a sustainable brand equity. This are positive socio-economic and cultural practices can be used in global marketing practices.
[bookmark: _Toc219542344][bookmark: _Toc219124398][bookmark: _Toc220665911]4.5 Limitations
Using secondary data also limits the direct measurement of consumer behaviour of the target market, and conclusions are analytically sound but not empirically generalisable. Manual coding creates interpretation bias and allows new practices to escape. The data to be used in future research must include primary data and the mixed method to empirically confirm the relationship between trust and loyalty.
[bookmark: _Toc219542345][bookmark: _Toc219124399][bookmark: _Toc220665912]4.6 Chapter summary
This chapter used the objective-based thematic analysis to understand the development of consumer trust and loyalty in foreign markets in relation to ethical marketing practices. The results indicate the significance of the ethical issues as the signals of perceptual risk, ethical systems as the structure of trust, and best practices as the transformation of the responsibility into loyalty. Through the analysis, ethics is determined to be a structural determinant of global brand relationships.

[bookmark: _Toc220665913][bookmark: _Toc219542346][bookmark: _Toc219130974]Discussion based on findings 
The section critically presents an analysis of the findings of the thematic analysis as compared to existing literature. Instead of rephrasing the results, the discussion provides explanations on the importance of the results by connecting the empirical patterns with the accepted theories of ethical marketing, brand trust, and consumer loyalty. The objectives are covered with the help of comparison to the important studies revealing theoretical contributions and practical implications on multinational companies.
[bookmark: _Toc219130976][bookmark: _Toc219542348]Objective-based analysis
Objective 1
The results affirm that the presence of cultural misfit and environmental disregards and unethical labour practices are reputational risk indicators in international markets. Though Bohm et al. (2022) stress on sustainability as the strategic demand, the present research indicates that symbolic sustainability with lack of operational continuity transforms marketing rhetoric into the rhetoric of credibility. Parris and Guzman (2023) point culture failures to a lack of localisation (through fragmentation); nevertheless, the current results go beyond that and indicate the failures to be a direct cause of defying relational trust. The ethical concerns thus do not just serve as issues of compliance but are predictors of consumer satisfaction and stability of relationships.
Objective 2
Social media promotional practices may be perceived as an unethical approach because of improper collaboration with influencers (Sameen, 2025). Young customers demand sustainable practices from the organization, and they do not hesitate to pay a high price against that. In line with Sameen (2025) and Tanveer et al. (2021), the results show that false claims and malpractices require by digital platforms interfere with the trust-loyalty route. Nevertheless, the research contributes to the existing knowledge by relating that consumers would take inconsistency between message and behaviour as a form of deception, rather than a sign of operational error. This makes unethical practice not only a reputational risk but a relational break, and that is why the effects of loyalty erosion in digitally mediated markets are high. Trust is proven to be contingent in behaviour but not reputationally passing.
Objective 3
Although Chen, Lin, and Chuang (2025) situate CSR within the framework of compliance and reputation, the findings redefine CSR, ESG and stakeholder frameworks as trust infrastructures. These paradigms diminish uncertainty in perception across boundaries in cultural and regulatory domain and make ethics operational dependability.
Objective 4
The results coincide with those of None Endra and Zakaria (2025) but bring their reasoning further by showing that the operations of transparency, ethical sourcing, and cultural sensitivity involve more trust than decision values. The example of Unilever and Patagonia depicts that consistency transforms CSR into relational capital, rather than practiced as a narrative. Ethical marketing is thus a long-term investment process whereby consumer relations are transformed into the relational level instead of the transactional level.  
[bookmark: _Toc219130977][bookmark: _Toc219542349] Key findings
From the thematic analysis it was found that there is certain issue in international marketing practices that the organization has to deal with. Customers are well aware about the organization’s practices related to human resource management, greenwashing and ethical practices s technology reduces the barrier among the organization and stakeholders. The analysis confirms that the set of ethical marketing practices is a structural determinant of global market trust and loyalty. Ethical failures serve as signs of perceptual risks, whereas ethical frameworks serve as the source of trust infrastructure. Transparency, sustainability and cultural sensitivity transform responsibility into relational capital and thus ethics is not reputationally dressed that builds relational architecture.
[bookmark: _Toc219542350][bookmark: _Toc219130978] Research Limitations and Their Impact on Findings
The use of secondary data restricts empirical validation of the consumer behaviour to make the results analytically sound but not generalisable with regard to behaviour. There is no longitudinal analysis to provide information on the temporal dynamics of trust. They may also have some interpretive bias which means that mixed-method studies on the validation of mechanisms related to trust and loyalty could be conducted in the future.
[bookmark: _Toc219130979][bookmark: _Toc219542351]Alignment and Differences with Existing Literature
The results are consistent with those by Hemker, Herrando, and Constantinides (2021) on the topic of regulatory fragmentation but add a further step, making ethics viewed as a relational infrastructure instead of a compliance load. In contrast to the current research that approaches ethics in a descriptive manner, it shows that digital mediation manages to perform the role of changing ethical inconsistency to relational rupture, making it a dynamic trust-loyalty mechanism that was not specified in previous research.
[bookmark: _Toc219542352][bookmark: _Toc219130980] Mitigating the Literature Gap
This research is suitable because of deficiency of integrative examination, relating ethical guidelines with quantifiable consumer results across cultures. It redevelops concepts of ethics as a relational strategy approach of international marketing, instead of normative principle, by mapping ethical models onto trust formation mechanisms.
[bookmark: _Toc219130981][bookmark: _Toc219542353]Significance of the Research
The results propose theoretical progress through repackaging of ethical marketing based on relational government instead of reputational signalling. In practice, they lead MNCs to make ethics operational in the form of trust infrastructure. The findings highlight that policymakers should be consistent with ethical standards to maintain the stability of the relational markets.


[bookmark: _Toc220665914]Chapter 5: Conclusion
[bookmark: _Toc220665915]5.1 Aligning with Aim and objectives 
Major ethical issues in international marketing such as culture sensitivity, environmental conservation, and labour practices.
The study identified that ethical challenges are motivated by cultural differences, regulatory issues, and power imbalance. Additionally, as the threat of climate change is affecting the whole world, firms should practice sustainability as much as possible. This study concluded that misleading the terms of the loyalty program and it causes the dissatisfaction between the consumers.
The impact of unethical practices of international marketing on consumer perception, brand trust, and customer loyalty.
Unethical promotional activity has impact on the customer loyalty which can effect is reputation. However, in that, any false practices could harm customer loyalty and organization’s market position could decline to multiple times. The research concluded that improper promotional activity effects the cultural aspect and brand reputation.
The marketing models and frameworks of ethical marketing in the case of multinational enterprises 
The research concluded that CSR and stakeholders' theory played a crucial role in maintaining an organization's alignment with cultural and regulatory challenges.  CSR, ESG, and stakeholder systems are governance systems that make ethical intent operationalized. Their competency is not based on symbolic alignment but minimization of uncertainty between cultural and regulatory borders.
Best-practice recommendations that enhance transparent, responsible, and culturally responsive marketing to ensure sustainable brand repute the world over.
From the analysis, it was identified that transparency in marketing practices are best practices, which can build both brand image and customer loyalty, that can strengthen the organization's brand position. The research concluded that fair practices along with sustainability are one of the best practices. 
[bookmark: _Toc220665916]5.2 Summary of the key findings
Collaboration with improper influencers, giving advertisements by using reels and videos, mostly has wrong claims that could affect the organization's reputation. A trusted influencer with their authentic and convincing content can achieve customer trust. Wrong claims of sustainability practices were often noticed in business organizations, which is known as greenwashing, and is used by different organization effects organization reputation. Power inequity between multinational companies and consumers is the source of ethical problems in global marketing. CSR increases emotional attachment and symbolic trust that may be used by different MNCs. The concept of stakeholder theory is commonly admitted being one of the primary ethical frameworks of multinational marketing strategy.
[bookmark: _Toc220665917]5.3 Addressing the literature gap
The research analyzed multiple factors, including CSR, stakeholders' theory on marketing practices, organization image, and power imbalance among the organization and customers. However, existing studies were based on a certain sector, which reduces the application to the international marketing practices. The study has also successful in showing that both stakeholders’ and CSR-based practices can reduce any legal complexities. Moreover, other researcher does not analyze the role of customer loyalty and its alignment with ethical concepts or theories. But in this study, the gap between the brand loyalty and ethical marketing practices has been established. On the other hand, different concepts like ‘cultural aspects’ and ‘transparency’ are analyzed. Moreover, mitigating the demands to analyse customer perception in the context of international marketing has been performed. The study gives knowledge that reputational damage can affect customer loyalty, which was not discussed in previous research.
[bookmark: _Toc220665918]5.4 Value of study
The study played a significant role in giving both theoretical and practical understanding both. The outcome of this study mentioned that power imbalance and weak regulatory approach increase complexity in international marketing practices (Hemker et al. 2021). The study identified that ethical challenges in the international market are a reason for reputation damage and low customer loyalty. Significantly, this study is able to enhance its theoretical knowledge towards the CSR framework and stakeholder theory. The research stopped the debate between the need of ethics practices and the usage of ethical practices just for promotional activity. The research also discouraged the theory that ethical challenges are because of operational mismanagement by raising different fact with evidence.   
[bookmark: _Toc220665919]5.5 Limitations
The main limitation of this research is the use of secondary data rather than analyzing customers’ opinions. Depending highly on secondary sources might have researchers’ biases, which could have affected this research outcome as well. As there is qualitative data is mostly used, therefore, the outcome is possible to analyse theoretically. But it is difficult to present the outcome numerically and establish relationship among the different variables. This research did not follow a longitudinal approach, which reduces its possibility to analyse perception changes over time.
[bookmark: _Toc220665920]5.6 Recommendations
From the study findings, it is identified that the organization manager needs to transform their approach to the real CSR practices, which need to be incorporated in the operation. Marketers need to perform fair marketing practice and include evidence as well. This will reduce the doubt of greenwashing’ which can impose damage to the reputation (Shanor and Light, 2022). Managers should align with stakeholders’ demands that can reduce the potential of legal and cultural challenges. Business organizations need to maintain a balance between the profit generation and performing CSR activities (Thanh Tiep Le et al., 2023). Business organization needs to perform CSR auditing every year. Marketers need to apply for a social media marketing approach. The outcome of the research shows that there are multiple complexities in social media promotion that need to be controlled. Therefore, policymakers need to develop a general approach that can maintain balance in marketing and ensure customer loyalty. This research followed a secondary approach, but using a primary longitudinal method in which multiple participants are included, can ensure analysis of the customer’s opinion in the context of various MNCs’ marketing practices. This could help in analyzing the real perception of the customers and their changes by using a longitudinal study.  
[bookmark: _Toc220665921]5.7 Summary 
In the context of international marketing, this study concluded that ethical marketing is necessary to ensure customers’ loyalty. This can ensure brand image along with customer relationship in a digitally connected era. This research can provide benefits to the MNCs in a competitive marketplace.  
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[bookmark: _Toc220665923]Appendix 1
	Research Objective
	Authors & Year
	Core Findings 
	Analytical Codes (Themes)

	Objective 1: 
	Böhm et al. (2022); Usman et al. (2024); Buckley and Enderwick (2025)
	‘global and local worlds destabilized by financial crisis, climate change, inter
net technologies and artificial intelligence, and global health crises. The authors of these commentaries address these grand 
challenges by placing business ethics at their centre.’
‘measuring impact of stakeholders on 
firm-level outcomes, but also the reverse, i.e. the impact of’
‘vulnerable situations and the right to development, as well as gender equality, empower ment of women and intergenerational equity.’

	• Impact on climate change

• Exploitation of stakeholders

• Gender biases

	Objective 2: .
	Sameen (2025); Fatawu et al. (2025); Unnisa and Garg (2023)
	One significant problem is the dissemination of false information, which can have detrimental effects on people in a variety of ways, including deceit. social media has become unavoidable in the postmodern period and that consumers’ widespread use has ethical ramifications. The easy invasion of privacy on social media, which frequently necessitates giving personal information that is then utilized for many purposes, namely marketing and other misuse problems, is one of the factors raising ethical concerns. People are put in danger by this risk factor when using social media. Therefore, exchanging personal information should be done with caution. With targeted brands and engaging archaism, social media advertising has changed marketing methods and increased its influence more than traditional media’. 
‘Relationship marketing and branding serve as examples of the common components of relationship sustainability’
‘Equally significant are the inquiries concerning its nature and relationship to RS. Several words, including brand influence, brand identity, personal relationships, brand interdependence, brand trust, and brand loyalty, emphasize the importance of the association between a brand and its customers. From the standpoint of long-term relationships, satisfied customers boost the potential of the business overall and the brand specifically’
	• Unethical social media marketing

• Sustainability and ethical practices

• Brand loyalty

	Objective 3: 
	Machucho and Ortiz (2025); Chen, Lin, and Chuang (2025); Esposito et al. (2024)
	‘performance improvements rely more heavily on individual incentives and feedback mechanisms. These insights provide practical guidance for MNE managers on how to tailor ESG strategies,’
‘In this context, stakeholder management involves precise assessments of influence and relevance, aiming to secure legitimacy and consensus, particularly with significant stakeholders '
	• CSR and ESG strategy

• Stakeholder theory

	Objective 4: 
	Suparjo & Dana (2024); None Yendra and Zakaria (2025)
	‘These companies are well known for their 
commitment to sustainability and social responsibility, which is reflected in their business 
operations and marketing campaigns. By prioritizing social and environmental values, these 
companies have successfully captured consumer attention and built stronger emotional 
connections with them. CSR-based marketing campaigns also serve as 
an effective tool to raise public awareness of important issues and inspire positive social change. 
Besides ethics and social responsibility, corporate reputation also plays a significant role in global 
marketing. Reputation represents public perception of a company based on its behavior and 
performance. In an increasingly competitive business world, a good reputation can be a valuable 
asset that differentiates a company from its competitors. Companies with a positive reputation 
find it easier to gain consumer trust, business partnerships, and investors. Conversely, a poor 
reputation due to scandals or ethical violations can damage a company’s image and negatively 
affect its business performance.’
	• Socio-economic, cultural, and regulatory alignment

• Positive image in the global market
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