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rAbstract 1

Background: Companies in a competitive environment are forced to use strategies that bring them more
survival. Consumer satisfaction depends on ethical marketing, which deals with ethical principles and marketing
practices and regulations. Evaluating ethical tools in marketing strategies is a strategy that increases the profit-
ability and sustainability of companies due to attracting more customers.

Method: This research is a qualitative research that has been done by using the data theory of the foundation
with interview tools from the research community, which includes 23 academic experts, managers and experts
in the field of marketing and social media who were selected by purposive sampling. Data analysis was per-
formed with MAXQDA software in three stages: open, axial and selective.

Results: The findings represent 104 open codes that eventually led to the six main axes in the model.
Conclusion: Based on the research results, the model includes influential factors (structural, managerial, store-
related and social media-related). Social media marketing is a central phenomenon that includes (advertising,
communication, and word-of-mouth electronic advertising). It encompasses the prevailing context (interactive,
competitive, and globalizing environment), including intervening factors (religious, technological, and eco-
nomic) that influence the ethical strategies of social media marketing. Marketing, economic and human re-
sources actions in the form of ethical strategies lead to the formation of economic and user-related conse-

quences.
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Introduction

Due to the globalization of communication, the creased more than ever. Observing ethical stand-

need to observe ethical points in business has in- ards in business relationships while increasing cus-

tomers' sense of trust can affect their purchasing

* Corresponding Author: Email: Leila.andervazh@stbiau.ac.ir

Received: 26 Dec 2020
Accepted: 15 Jan 2021
59

Available at: www.ijethics.com


http://ijethics.com/article-1-95-en.html

Downloaded from ijethics.com at 14:32 +0330 on Saturday March 6th 2021

Andervazh L. et al.
International Journal of Ethics & Society (IJES), (2020) Vol. 2, No. 3

behavior. By accepting and implementing ethical
commitments in its business, an organization will
align the minds of society and achieve long-term
goals. Therefore, ethical marketing can be consid-
ered as a long-term investment that leads to a sus-
tainable competitive advantage.

In recent years, the rapid growth of smartphone
technology has facilitated social commerce. Mobile
commerce is the basis for social business models,
virtual communities, the virtual world, and the cot-
porate / consumer network (1). Ethical marketing
includes ethical values that influence marketing
methods, which are incentives to create honesty in
the marketing mix and avoid unsafe products, de-
ceptive pricing, deceptive advertising. With the de-
velopment of technology, various tools have been
provided for designing and publishing services (2).
Although external benefits (saving time and money)
and internal benefits (pleasure, emergence and en-
gagement with fashion) have significant positive ef-
fects on the customet's desire to continue online
shopping and the excitement of shopping can in-
crease the desire to return and positive word of
mouth. But in the long run, with the increase of eth-
ical activities in companies, consumers' sense of
empowerment and trust in their products has in-
creased, which in addition to creating a competitive
advantage for the company, has also provided their
satisfaction (4). From the perspective of the attitude
approach, brand loyalty focuses on replicating cus-
tomers' intentions to buy and their interaction with
a particular brand through the integration of its de-
sires and preferences (5). Leaders with knowledge
and experience create systems that support integra-
tion in the workplace, model themselves, and make
appropriate decisions to help create a culture of eth-
ics based on shared values and behaviors. Employ-
ees are more satisfied in an ethical environment.
When they see the organization as trustworthy, they
care more about the success and quality of products
and services, and are more likely to exceed their per-
formance expectations. Which increases customer
satisfaction and encourages repurchase. The ethical
environment fosters mutual trust and leads to bet-
ter relationships and more effective decisions (0).
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The results of this study are consistent with some
studies that have concluded that the results of mar-
keting studies, social media can be effective as basic
data in the development of marketing strategies (7).
Some research has highlighted the impact of social
media marketing on buying intent and brand loyalty
(8). Because buyers can access information about
retailers and specific brands and special offers by
participating in social media and make a more suc-
cessful purchase (9). Other research suggests that
the use of social media by the seller increases cus-
tomer loyalty only for high-end customers and cus-
tomers with small shopping malls (10). Research re-
sults show; Ethical values affect consumer behavior
and lead to organizational profitability (11). Re-
searchers have also shown a significant positive re-
lationship between ethical marketing and food con-
sumer shopping behavior (12). The important thing
is that with the development of social networks,
new strategies for marketing businesses are created
in which the observance of ethical standards is of
special importance. Given the importance of this
issue, the purpose of this study is to present a model
of ethical strategies based on social media market-
ing, with emphasis on building trust and intention
to buy users.

Material and Methods

The present study is a qualitative research in the
tield of chain stores that has been done by using the
data theory of the foundation for research commu-
nity, which includes 23 academic experts, managers
and experts in the field of marketing and social me-
dia who were selected by purposive sampling with
interview tools. Data analysis was performed with
MAXQDA software in three stages: open, axial and
selective. The end result consisted of six central
codes.

Results

Open codes are categorized into six main axes,
which are: causal conditions, axial phenomena, in-
terfering factors, governing context, strategies, and
consequences.
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Tablel: Open codes of the research

Main categories
Structural factors

Open codes
Knowledge of mobile network use by users
Specifications of Instagram software
Product Specifications

Factors related to the chain
store

Effective presence of a chain store on social media
The charm of buying from a retailer
Save money

Management factors

Scientific performance and marketing knowledge of managers
in social media
Managers support the presence of customers on social media
Expertise and knowledge of marketing managers

Factors related to social me-
dia

Saving time
Up-to-date content
Information quality
Being part of the community
Ability to critique the performance of a chain store

Social media marketing

Advertising

Influential people on social media
Social media content
Notices
Perceived communication
Expect performance from the ad

Communication

Information source
Interaction
Social dimension

Electronic mouth-to-mouth
advertising

Adpvise other people to buy
Check online comments based on likes and subscriptions
Online comments for the purchase decision
Recommend a product or service to others through social me-
dia

Ethical social media mar-
keting strategies

Ethical marketing practices

Transparent content and process in the information system
and advertising of content marketing on social media
Selecting influential people in accordance with the values of
the ethics-based organization
Social and moral impact of social network users

Ethical economic practices

No deceptive pricing (ethical pricing)

Ethical manpower actions

Accountability and ethical duties of managers and experts of
the company in interaction with users

Interfering factors

Religious factors

Mourning
FEid
Religious topics

Economic factors

People's living conditions
Downturn
Boycott

Factors related to technol-

ogy

Advertising methods
Communication quality
Availability of information

Governing context

Interactive space

Managers' relationship with the customer
Communication services related to customer needs
Employee-customer relationship
Communication between customers

Competition space

Increase the quality level of customer orientation
Increase customer trust
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Awareness of the situation of competitors

Globalization

Powerful tool to get the company to the target audience

Communication in any part of the world
Large number of social media users

Marketing without time and space restrictions

Implications of social
media marketing

Economic consequences

Creating a competitive economic advantage
Increase customer intent

Consequences related to us-
ers

Increase the speed of access to the required information

Instant feedback and engagement with users

Measuring public opinion
Online trust

Figure 1: Model of ethical strategies for social media marketing, with an emphasis on building trust
and the intention of users to buy

Discussion

In the model of ethical strategies of social media
marketing strategies, six main constructs were seen,
which are: causal factors, social media marketing,
ethical marketing strategies, intervention factors,
governing context, and social media marketing con-
sequences that can be followed step by step by mar-
keting managers. The results of this research are in
line with some research that online trust and the in-
tention to buy users as a consequence of ethical so-
cial media marketing strategies are considered. (13,
14,15, 16, 17, 18)

This research is done in the period when Instagram
social media has had the most influence among the
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people of Iran. Therefore, this can be considered as

a limitation in the research process and if the gen-

eral mood changes to a new media, similar research

will probably be needed to model Evaluate and
modify the introduced social media marketing,

According to the results of this study, the following

suggestions can be made:

- Given the role of retailers in social welfare, this
responsibility can include providing employ-
ment opportunities for the unemployed, pur-
chasing socially responsible goods, paying atten-
tion to the welfare of the people at the bottom
of the pyramid, and maintaining privacy in col-
lecting customer data.
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- Ethics-based education is very important in re-
tail. Retail staff are in direct contact with cus-
tomers to meet needs and solve problems. Em-
ployees are more committed to the company
they work for when they feel the company has
invested in them.

- When presenting clear content and advertising,
users usually start commenting on it. Managers
and experts should monitor the feedback and re-
spond ethically, especially if the feedback is neg-
ative, then share this data with general customer
attitudes and preferences for products and cam-
paigns. Analyze effective advertising.

Subsequent researchers are advised to conduct this

research in other organizations to increase the gen-

eralizability of the findings.

Conclusion

Social media marketing is a phenomenon that has
attracted the attention of many researchers in the
field of marketing in recent years. Many studies
have sought to identify the consequences of using
ethical strategies in the marketing of products and
services. Leaders are modeled on their own
knowledge and experience and make appropriate
decisions that help create a culture of ethics based
on shared values and behaviors. Good businesses
have a strong ethical agenda. They have a set of
principles to guide behavior and processes to en-
sure the implementation of these principles.
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