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[bookmark: _heading=h.132ircfaj9mc]1. Introduction
[bookmark: _heading=h.benbyiekbbnv]1.1 Research Background
MNCs are facing serious ethical challenges in marketing and owing to globalisation of trade and investments.  Firms face diverse ethical expectations and cultural norms in different regulatory and cultural settings. These ethical expectations influence the way in which marketing strategies, products and messages are offered and perceived, including business practices. As the world is becoming more connected digitally and consumers are demanding more information and proof of social accountability from global brands (Schlegelmilch and Oberseder, 2010).
Companies might use unethical strategies to enhance their reputation. This could include the spread of misleading claims and deceptive advertising messages, which can affect the brand negatively. According to KPMG (2023), more than 56% of global businesses have suffered reputational damage due to unethical behavior. This shows a connection between ethical behaviour and consumer perception and brand value. Making consumers trust your brand through ethical practices can develop the brand’s loyalty in consumers all over the world. Crane and Matten (2016) describe the ethical dilemmas for corporate social responsibility with cultural relativism and international business ethics universalism within coding for ethics development.
[bookmark: _heading=h.z6nj3bm18laf]1.2 Research Rationale
With the increasing globalization of markets, i.e., more countries trading with each other, the ethical question has become more prominent with respect to marketing by multinationals. According to the Edelman Trust Barometer (2024), 71% global consumers believe businesses have to behave ethically and transparently to be worthy of trust, further showing the increased significance of marketing ethics. Bechgaard, (2022) finds that almost 56% of global firms publicly criticised after unethical marketing like cultural insensitivity, false claims, exploitative advertising, and the like have hurt their reputation. In the international context, these ethical mistakes can be amplified as something accepted in one culture may be considered offensive in another culture. For instance, Efari and Mamtaz, (2023) argue that unethical global marketing harms long-term brand equity and undermines consumer loyalty.
As a result of the advent of digital marketing and globalization of social media in which information propagates at a flash rate, reputational risks associated with unethical behavior in the contemporary world are far greater. Therefore, this research paper helps to better comprehend how the ethical marketing practices can lead to brand trust and sustainability of the consumer-organization relationship in the global markets that may be helpful not only to responsible globalization but also to the long-lived corporate success.
This research is needed to address unethical behaviour caused by global marketing and practices but damaging the trust of the consumers to brands and, accordingly, their loyalty. Multinationals are highly concerned with the effects of transparency, cultural sensitivity, and ethical responsibility on sustainable brand reputation because of the increased globalization.
[bookmark: _heading=h.lrs88tul3nhu]1.3 Research Aim and Objectives and Questions.
The purpose of the study is to address the most important ethical issues that multinational corporations have to deal with when it comes to multinational corporations face in  international marketing practices and discuss how the ethical concerns can impact brand trust, consumer perceptions, and long-term loyalty in terms of global markets.
Objectives
· To determine key ethical issues arising in global marketing  activities such as cultural, environmental, and labor issues.
· To determine the impact of unethical international marketing activities on the consumer perception, brand trust, and purchase loyalty in global markets.
· To discuss ethical models and marketing tools that can be implemented by multinational companies to overcome cultural and regulatory challenges.
· To integrate best practice that ensures responsible, transparent and culturally sensitive global marketing approaches for sustainable brand reputation.
Research Questions
· Which are the significant ethical issues faced in international marketing pratices  such as cultural, environmental and labor related issues?
· What changes in consumer perceptions, brand trust and purchase loyalty within the international markets are caused by unethical business marketing ?
· What ethical principles and marketing approaches can multinational companies utilize to overcome cultural and legislative complications?
· Which are the best practices that facilitate responsible, transparent and culture sensitive international marketing?
[bookmark: _heading=h.b5g8ib3b94xq]2. Literature Review 
key ethical issues arising in international marketing activities such as cultural, environmental, and advertising related concerns.
The global marketing  spans across multiple boundaries and markets, may pose ethical issues to companies that have their own profitability principles that combine with culture, social responsibility, and ethical behavior. According to Hashem (2023), deceptive product advertising and emotional advertisements can be listed among the examples of aggressive marketing strategies that result in an ethical conflict, in case companies decide to struggle to dominate the marketing sphere at the expense of consumer welfare. The challenges become even larger in the international spheres where the cultural values and ethical principles vary. To illustrate this, the western markets could perceive advertising that is highly compelling. But Arab and Middle East markets can find it a misrepresentation or offending.
Also, ethical dilemmas do not merely occur in the course of promotional activities, but also within broader international marketing practices. The suppliers are increasing and are varied as the international brands are expanding. So is the problem of doing it right. Lack of consistency in the standards the suppliers apply and bad working conditions contradicts the claims of an ethically marketed company, and lead to loss of reputation. Marketing ethics have been crucial in for ensuring transparency authenticity and trust of stakeholders in the global markets.
According to Pittz et al. (2020), this can be referred to as such problems as wicked problems. The marketing models fail in addressing problems of clashing moral and business concerns. They propose a macro-marketing approach to the well-being on a collective level as opposed to corporate interest in the short term. As is the case, Katsikeas et al. (2020) assert that digitalization makes it even more complicated. Numerous multinational companies are becoming frequent targets of accusations regarding their unethical actions in the framework of their online marketing (i.e., data breach accusation, algorithmic bias and manipulation).
All these studies demonstrate that ethical marketing in international contexts ethics of various countries is not only about an attempt to comply with local laws. It requires ethical consciousness and international morality. Every organization engaging in international marketing should make sure that their ethical behaviour is not compromised under the guise of culture and other concerns. In any case, the international brand will be tainted. Therefore, the ethical standards should be repaired at the top of the international strategy formulation process.
Unethical marketing practices influence consumer perceptions, brand trust, and purchase loyalty across international markets
When an organization employs unfair selling methods, it could damage the global heritage of a brand. For example, consumer perception, trust, and loyalty can be weakened with the use of unethical marketing and misleading promotional content. Efari and Mamtaz (2023) stated that unethical advertisement leads to a measurable reduction in brand image, consumer repurchase intentions, and confidence. Research from the UAE indicates that more than 60% of consumers said they would not trust brands that use manipulative or misleading ads. The way some traders act unethically can weaken their longer-term customer relationships and lessen their brand value in many countries.
Negative practices throughout the brand ethics with marketing communication  such as worker exploitation or environmental negligence can hugely damage a brand’s international image. Studies show that a growing number of consumers are linking brand ethics with advertising, as well as how responsibly firms treat suppliers. When a scandal hits the unethical marketin, unsafe working environments etc. it erodes the trust of the public, diminishes brand heritage and hampers consumer loyalty, irrespective of marketing strategies adopted by the company.
In the same vein, Nichols et al.  (2023) contend that unethical behavior sends negative signals and spillover effects to a firm’s entire product portfolio. When consumers perceive one part of a brand’s behaviour as unethical, they begin to distrust other products and subsidiaries which amounts to global reputational damage. In addition, their study shows that consumers expect firms to become responsible in the times of triple bottom line sustainability (people, planet and profit). If a brand fails to follow these trends or consumer expectation, it results not only in a reduced intention to buy but also a social media backlash.
That is, these findings indicate that unethical practices may hurt the perception of a customer towards a brand. The marketing communications and campaigns must be ethical. Otherwise, they will destroy brand heritage. In addition, they will be counter-beneficial to international competitiveness. Lastly, they will destroy decades of consumer-brand relations.
ethical models and marketing tools that can be implemented by multinational companies to overcome cultural and regulatory challenges.
With the gradual involvement of the multinationals in different markets, their marketing culture is bound to become increasingly culturally inconsistent. This homogeneity is already under discussion with regard to morals. There is a great deal of complexity that requires healthy laws and business practices. Shcherbyna et al. (2024) assert that incorporating universalism and cultural relativism will help companies to feed on the ethics of global business and adopt the values of a local culture simultaneously. This hybrid method is helpful in ethics and obeys locality.
In the strategic perspective, Okonkwo et al. (2023) emphasize that glocalization should allow appropriate marketing solutions to the local cultural context without compromising the global brand image. Moreover, it was also revealed that stakeholder engagement and incorporation of corporate social responsibility (CSR) have increased adherence to international ethical standards and regulatory provisions.
A research conducted by Amoako et al. (2021) revealed that the mediated are CSR (Corporate Social Responsibility) and perceived green marketing, with brand loyalty.  Emotional attachment to a firm depends on how firm the consumers believe the firm is operating ethically. In the case of multinationals, it implies inculcating CSR and ethics into the marketing plans to reduce any ethical issues emerging due to differences in cultures and national laws.
Ethically-conscious international marketing practices have become the new elements of responsible globalization. This observation demonstrates that the way that you provide your products with an ethical label like transparent sourcing, fair-trade policy, and sustainable logistics will attract consumers who feel comfortable with their own ethics.  When businesses market in a responsible manner and employ their power to make the world a better place; it assists them in building strong brands of resiliency.
Best practices that promote responsible, transparent, and culturally sensitive global marketing 
In recent years, being responsible and transparent in global marketing practices has become one of the key pillars of sustainability. Because multinationals (MNCs) work in different cultural or regulatory environments, they are held, not only responsible for their marketing messages, but also for ethical communication and stakeholder messages. Brun et al. (2020) assert that when enterprises operate transparently, it fosters stakeholders’ belief that they are being held answerable for marketing and promotional operations. When companies divulge where they source their products, how workers are treated, or how their activities affect the environment, they create a credible foundation that boosts consumer loyalty and global brand equity.
In order to prevent stereotyping and cultural appropriation, as stated by Jamal et al. (2024), it is critical that marketers gain a thorough understanding of local norms, values and styles of communication.  When brand transparency merges with cultural intelligence, brands can connect effortlessly with people of the world. Chatzopoulou and de Kiewiet, (2021) also note that if a company’s corporate behaviour is different from its socially responsible marketing, then it is crucial to implement socially responsible marketing . Best practices highlighted in the literature revolve around using third-party ethical certifications, UN Global Compact principles, and local partnerships for social development. According to Mälkönen, (2025), working with suppliers and consumers on shared ethical goals switches compliance-driven approaches to value-driven ones. Through all of these practices together, multinational corporations are able to create resilient global operations. The combination of market integrity  transparency  and cultural awareness also cements stronger and long-lasting trust.

[bookmark: _heading=h.cq52shaws85x]3. Methodology
[bookmark: _heading=h.2v3loypmhuad]3.1 Research Onion
This study is directed by the Research Onion by Saunders et al. (2016) as it aids in designing and deciding how to conduct research. Each of the layers, including the philosophical one, the data collection one, etc., has its purpose of studying ethical issues in international marketing  practices. The outer layers of this research (philosophy, approach and strategy) is a general worldview and inner layers of the research (data collection and analysis) includes specific procedures. The strategy will guarantee that the objectives of the research will be achieved in a systematic, transparent and valid way.
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Figure 1: Research Onion 
(Source: Saunders & Tosey, 2012)
[bookmark: _heading=h.g9w154m5qa7e]3.2 Research Philosophy
The research is based on an Interpretivist philosophy. Interpretivism is an effective research method that will enable one to comprehend social phenomena including ethics, culture, perception of consumers (Alharahsheh and Pius, 2020). Culture and moral judgment are in a way immeasurable since the ethical issues emerging in the marketing are subject to human judgment as well as the cultural value and moral reasoning. The interpretivist perspective provides the researcher with understanding of how the marketers, consumers and corporations perceive ethical issues in international markets in different ways.
Interpretivism is the best philosophy here because ethical issues in international marketing practices are social constructions. It refers to phenomena caused by humans’ perceptions, cultural values, and contextual factors.  Making ethical decisions are always subjective, meaning they can vary from society to society. It is not a universal law (Alharahsheh and Pius, 2020). This research uses interpretivism to emphasize understanding how individuals, organizations and consumers interpret ethical behavior, not quantifying them. 
[bookmark: _heading=h.z1tltshmerl8]3.3 Research Approach 
The research employs an Inductive approach. Inductive reasoning starts from specific data and then moves to general conclusions (Saunders et al. 2016). More suited with induction as the purpose is not to test a specific hypothesis but to observe and identify patterns across borders on ethical issues.
By reviewing secondary data including academic journal articles, reports and case studies, the researcher will develop conceptual insights on the impact of ethical dilemmas on brand perception and practices firms can use to tackle them ethically. Researchers can use this inductive logic to form new theories about ethical conduct in marketing in the global context and to make suggestions for multinationals.
[bookmark: _heading=h.kjbuodlqulo6]3.4 Research Strategy
A Qualitative research strategy is adopted. Qualitative methods help researchers understand the values, beliefs and behaviour relating to international marketing ethics. The research will be secondary qualitative research of existing academic publications, industry related reports, and ethical frameworks on global marketing. The reason for picking qualitative research is the fact that ethical dilemmas are socially constructed issues that demand the interpretive understanding rather than the numeric measurement (Al‐Msallam and Abdelhadi, 2022).
Researchers will look at examples of multinational corporations facing ethical issues or successfully implementing ethical marketing campaigns to identify common themes. This strategy gives us a wealth of contextual material from industries and areas across the globe.
[bookmark: _heading=h.yh2j154ges0p]3.5 Types of Investigation 
The study is exploratory in nature. Exploratory research tries to find a pattern, meaning and relationship in a topic that has not been studied carefully. It is especially suitable for new problems like ethics in digital marketing and sensitivity to culture in the global marketing. It allows researchers to adjust and refine their research questions as their knowledge deepens.
This method allows the researcher to examine how the diverse challenges ranging from cultural insensitivity to misleading advertising figures impacts trust and equity in brands in different countries.
[bookmark: _heading=h.t3janf87a8xf]3.6 Data Collection and Analysis  
The paper will make use of peer-reviewed journals, industry reports, case studies, and reliable databases including Emerald Insight, ScienceDirect, and Google Scholar. A review of pertinent studies between 2018 and 2024 will be carried out. Global perspectives that are hard to obtain from primary research can usually be sourced from secondary data for the world.
The analysis of the data will employ a thematic analysis approach that involves the identification, examination and interpretation of themes. Christou, (2022) states that thematic analysis is appropriate for qualitative research as it can help generate meaning from textual data. The study's three main objectives will be the framework for themes.
· Ethical dilemmas across borders
· Impacts of unethical practices on brand equity
· Ethical marketing approaches for sustainable success
The literature analysis will be utilized to synthesize patterns to derive conclusions and compile ethical norms for multinationals. This study will make use of secondary qualitative data collection to highlight ethical issues in international marketing practices. The data will be collected from reliable academic and professional sources, which include peer-reviewed journals, industry reports, company case studies, sustainability reports, and ethical marketing framework. Using secondary data is appropriate because it gives access to a diverse variety of global perspectives, cultural contexts, and evidence in the existing international marketing.
Database Search Strategy
The literature review will be based on a systematic search of Emerald Insight, Science Direct, Google Scholar, Taylor & Francis, and JSTOR. The search will make use of keywords and Boolean operators, which will include the following: “international marketing ethics”,  “brand trust”, “consumer loyalty”, “CSR in global markets” and “cross-cultural ethical dilemmas”.
The following inclusion and exclusion criteria will be used to enhance academic relevance. 
· Inclusion criteria were publications from 2020 to 2025, peer-reviewed articles and reports about MNCs, marketing ethics, CSR and cross cultural practices.
· Sources that are not scholarly blogs or opinion pieces will not be counted. Similarly, anything that does not involve either international marketing  will also not count.
By using a systematic approach to search, a reliable basis for ethical perspectives in business that is globally balanced can be found.
Thematic Analysis and Coding Process
As described by Braun and Clarke (2019), the secondary data we collect will be analyzed thematically. Thematic analysis to find patterns, meanings, and relationships in qualitative data enables us to interpret ethical themes in a variety of business situations.
The analysis will go through the next three stages of coding.
· The first stage is to read the texts selected and highlight relevant ideas such as “cultural sensitivity,” “transparency,” “ethical sourcing,” or “brand trust.”  The initial coding phase is focused on breaking down the data into discrete ideas or events.
· The first stage codes were gathered to form larger categories based on relationships or similarities. An example of this may be the combining of ‘ethical advertising’ and ‘honest communication’ under the header of ‘marketing transparency’.
The final step is known as selective coding or integration. In this, the following categories will be incorporated into broad themes that are directly related to the research questions. As an example, international ethical dilemmas, influence of unethical behaviours on brand loyalty, and ideal practices in responsible international marketing.
Competitive Case Analysis
In order to enhance the understanding, comparative analysis of different multinational case examples will be applied. The cases will be compared in terms of their response to ethical challenges, the effectiveness of its CSR and compliance program, and the reaction of the public to its marketing decision. A comparison of companies with clear ethical marketing and those that encounter ethical problems will reveal the impact of consistency on brand trust and consumer loyalty.
By comparing these secondary cases, we can learn from similarities and differences between different contexts (countries, cultures, histories, and companies). This triangulated strategy reinforces the validity as well as the credibility of the findings.
[bookmark: _heading=h.lhjq8hcdqk3j]3.7 Sampling Method 
Research will use a purposive sampling method because of reliance on secondary qualitative data. Sampling refers to the selection of material most relevant to the research objective (Silverman 2020). Supervisees will purposely select academic articles, reports and case studies that target international marketing ethics, brand trust and cross-cultural marketing. The inclusion criteria will be:
· Published articles within the past year 2020–2025.
· Applicability to multinational marketing practice.
· Discussion on morals, image or the perception of the consumer.
· Examples of marketing cases globally or regionally.
The analysis will have an advantage of the best sources since the low-quality sources will be excluded. 
[bookmark: _heading=h.lif669tjmcc2]4. Expected Findings  
The study will try to find the ethical issues faced by multi-national companies in international marketing practices.  The findings are expected to show that these problems are interconnected, where misleading advertisements on designs that are not authentic, cultural insensitivity in designs, exploitation of workers in production and lack of disclosure regarding the origin of the products. The research will show that unethical behaviour such as unfair wages and environmental damage in the market can reduce consumer trust and global brand equity.  On the other hand, ethical marketing with socially responsible  is likely to enhance corporate reputation, stakeholder relationships, and long-term sustainability in international business.
[bookmark: _heading=h.6lq0hmcly79r]5. Limitation
The use of secondary qualitative data in this study is its weakness as it limits the primary data of ethical marketing practices. The current literature is potentially of good quality and its presence is likely to influence the analysis and create publication bias. Moreover, various regions have their ethical issues and cultural understandings and thus the conclusions cannot be general. There is also the limitation of time to cross-check the excess cases and case studies in the industry. Despite its shortcomings, the research does offer a solid conceptual basis in achieving an insight into international marketing ethics and it does have operational implications to multinational organizations.
[bookmark: _heading=h.mgb5ciyoutho]6. Timeline
	Task / Phase
	Duration
	Timeline

	Topic selection and preliminary research
	1 week
	Nov 7 – Nov 14 2025

	Literature review and secondary data gathering
	2 weeks
	Nov 15 – Nov 29, 2025

	Data organization and thematic coding
	3 to 4 weeks
	Nov 30 – Dec 14, 2025

	Data analysis and interpretation
	5,6 to 7 weeks
	Dec15 – Jan 4 , 2026

	Drafting of findings and discussion
	8 to 9 weeks
	Jan 5 17, 2025 – Jan 19, 2026

	Editing, proofreading, and supervisor review
	10 to 11 weeks
	Jan 20 – Feb 3, 2026

	Final submission preparation
	12 weeks
	Feb 4 – Feb11, 2026



[bookmark: _heading=h.90h3bwfn1lvo]7. Conclusion
The investigators will have a better understanding of the ethical challenges faced by marketers in global marketing and the impact of ethical PMS management. Therefore, it provides practical insights and ethical principles using secondary qualitative analysis which may assist the international corporations in managing the cross-border dilemma in a sustainable and responsible way.
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