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Abstract: In this article, we consider ethical issues in marketing, with an
emphasis on the need for brands to work with transparency and consumer trust.
Special attention is paid to the practices of honest and open communication with
the target audience, compliance with standards of social responsibility and
consumer protection. In the face of increasing competition and increased
consumer expectations, brands must not only offer high-quality products and
services, but also maintain trusting relationships with customers.
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Annomayun: B cmambe Mbl paccmampuéaem B0NPOCHl SMUKU 8
Mapkemunee, C AKYeHmom HA HeobXooumocms pabomvl OpPeHO08 ¢
npo3paunocmoio u 0ogepuem nompeoumenei. Ocoboe GHUMAHUE YOeNsemcsl
NPAKMUKAM 4eCmHO20 U OMKPbIMOo20 O00WeHusi ¢ yenesou ayoumopuet,
coOIt00eHUI0 cmaHdapmoe COI/;uaJZbHOﬁ omeemcmeeHHocmu U 3augume
unmepecog nompebumernei. B ycioeusx pocma KOHKYpeHUUU U NOBbILUEHHBIX
0JCUOAHULL CO CMOPOHLL nompedumenetll, OpeHObl OO0JHCHbL He MONAbKO
npeonazams  KauecmeeHHvle mosapvl U YCAyeU, HO U  NOO00epPIHCUBAMD
doeepumeﬂbnble OMHOUIEHUA C KllUeHmdamu.

Knrwouesvle cnosa: smuka 6 mapkemumee, NpPO3PAYHOCMb OpeHOq,

Ooeepue nompe6umeﬂed, CoOYyUualbHAasl o0omeemcmeeHHOCmb, MAadpKemuHsoeasl
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cmpamecusl, 4eCmHOCmb 6 peKiame, 6peH0bz U KiueHnmosl, KopnopamueHdasl

OMEEemMCmMeeHHOCMb, YCMOUYUBOE pas3sumue, penymayus OpeHoa.

Introduction. In today's market, where competition is reaching its
maximum and consumers are becoming more informed and demanding, brands
face the need to strengthen their positions not only through the quality of goods
and services, but also through ethical business conduct. One of the most important
aspects of success is building and maintaining trusting relationships with clients.
Ethical marketing based on transparency, honesty and social responsibility is
becoming an integral part of the strategic approach of many successful companies.

Transparency in communication with consumers, clarity in the policy of
prices and conditions of use of products, as well as openness in environmental,
labor and social responsibility issues are the foundations on which brands can
build long—term relationships with customers. Consumers are increasingly
evaluating a company not only by its product, but also by its actions, commitment
to honesty, and protection of the interests of society and the environment.

The main part. Ethics in marketing is not just about following legal norms
or meeting quality standards. These are principles and actions aimed at honesty,
openness and respect for the consumer. In a world where information is spreading
rapidly and consumers are becoming more aware, brands that ignore ethical
principles risk losing the trust and loyalty of their audience.

Transparency in marketing begins with honest communication. It is
Important that brands communicate information about their products and services
clearly and unambiguously, including descriptions of their components, terms of
use, and possible risks. The ability to talk openly about shortcomings and
problems helps to reduce consumer dissatisfaction and prevent crisis situations.
Transparency also includes price policy. Consumers should understand what they

are paying for and which services or goods are included in the price. This not only
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helps to avoid misunderstandings, but also helps to strengthen the company's
reputation as an honest and open player in the market.

Ethics in marketing involves compliance with corporate responsibility
standards, including environmental and social aspects. Brands should take into
account the impact of their activities on the environment, strive to reduce the
negative effects of production and consumption, and participate in social
initiatives. Modern consumers prefer to choose those companies that care about
social responsibility and sustainable development. An example is the introduction
of environmentally friendly technologies into production processes or the support
of social programs aimed at helping those in need. When a brand actively
demonstrates its responsibility to society, it helps to increase customer
confidence. Consumer protection is an important element of ethical marketing.
This includes providing accurate and complete information about the product or
service, as well as fulfilling obligations to customers. Problems such as inflated
promises, hidden flaws, or unauthorized use of customer data can lead to serious
reputational losses.

Consumer data protection is also an important aspect. In the context of
digitalization, when personal data becomes a valuable commodity, companies are
required to ensure a high level of information security and protect users from
abuse.

One of the most striking manifestations of ethics in marketing is honest
advertising. The use of manipulative techniques, deceptive statements, or
exaggerations in advertising may be beneficial in the short term, but in the long
run, such practices destroy the company's trust and reputation. An example of an
ethical approach is an advertising campaign that honestly and openly presents a
product or service, without using false promises or manipulating audience
perception. This not only helps to establish long-term relationships with

customers, but also strengthens the brand as a company that cares about its image.
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One of the most important principles of ethical marketing is the desire to
build long-term relationships with customers, not just for quick profits. Brands
that focus on ethical practices focus on creating value for consumers and meeting
their needs, not just sales.

This requires companies to be honest and respectful to their customers, as
well as continuously improve their products and services based on their feedback.
When a brand truly cares about its customers and strives to help them solve their
problems, this leads to increased loyalty and, as a result, increased profitability in
the long run.

Ethics in marketing is not a secondary element of strategy, but becomes
an integral part of a successful business. Transparency, honesty, respect for
consumer rights and responsibility to society form the basis for trusting and long-
term relationships with customers. Modern brands that recognize the importance
of these principles gain a significant competitive advantage in the market and are
able to adapt to changing consumer demands while maintaining their reputation
and sustainability.

Conclusions and suggestions. Modern consumers value honesty and
openness in dealing with brands. Transparency in marketing communications
helps to strengthen customer trust and loyalty. Brands that strive to provide
consumers with complete information about their products and services, as well
as honestly communicate any potential risks or limitations, gain a competitive
advantage.

Ethics in marketing is not limited to honest advertising or frankness about
prices. It is also important to take into account the social and environmental
responsibility of the company. Consumers are increasingly focused on brand
values, preferring to support companies that care about preserving the
environment, respecting labor rights, and participating in social initiatives.
Customers' expectations are becoming increasingly high regarding the protection

of their rights and data. Brands that ensure a high level of data security, respect
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consumer rights and honestly fulfill their obligations, strengthen trust and
minimize the risk of reputational losses. Manipulating consumer perceptions
through false or exaggerated advertising messages can lead to short-term success,
but ultimately harm the company's image. Ethical advertising based on truthful
information and real product characteristics contributes to the creation of stable
and long-lasting relationships with customers.

Ethics in marketing becomes the foundation of successful brands striving
for sustainable development and long-term customer relationships. Transparency,
honesty and corporate responsibility are the values that should underpin
marketing strategies in order to maintain consumer trust and succeed in today's
competitive market.

REFERENCES:
1. Kotnep, ®. (2018). Mapkerunr 4.0: Ilepexoxg oT TpagulIMOHHOTO
MapKeTuHra K 1udpoBomy. - MockBa: ManH, MiBanoB u ®@epoOep.
2. barues, III. M., & MBanosa, H. M. (2021). Otuka B mapketunre: Teopus
u npaktuka. - Cankr-IlerepOypr: [Tutep.
3. Oununn Kotnep, I'pu Apmctponr. (2015). ITpuHumnel MapkeTuHra. -
Mockasa: FOuutu-Jlana.
4, Jxenkunc, C. (2017). ConuanbHasi OTBETCTBEHHOCTh OM3HEcCa M ITHKA
MapkeTuHra. - Mocksa: Anbnuna [Tabnumiep.
S. HaBup, P. K. (2019). MapkeTUHTOBBIE CTPATETUU U UX ITUYECKHUE ACTIEKTHI.
- Kues: Kongop.
6. Apwmcrponr, I'., & Kotnep, ®@. (2019). Mapkerunr: Beenenune. - Mocksa:
DKCMoO.
1. Creiix, P. (2017). KopnopatuBHasi couuanbHasi OTBETCTBEHHOCTb:
DTUyeckue MoaXoAbl U mpakTuka. - Mocksa: Undpa-M.
8. O’Ilwu, C. (2016). Ilcuxonorus NOTpeOUTETHLCKOTO MOBEACHUS U ITHKA

MapketuHra. - Jlougon: Wiley.

Bbinyck XypHana Ne-18 Yactb—1_ AHBapb —2025

186

r—
| S—



q
MODERN EDUCATION AND DEVELOPMENT \ !

MODERN EOUGATION AND DEVELOFMENT 3060-45667

9. bensiera, O. B. (2020). OTuka 1 MapKEeTUHIOBblEe KOMMYHUKAIMH. - CaHKT-
[lerepOypr: Peusb.
10. Xenpmepcon, b. (2021). IloctpoeHme mOBEPUTEIHHBIX OTHOIICHUA B

MapKeTHHre: DTHKa U ycrex openna. - Heio-Mopk: HarperCollins.

Bbinyck XypHana Ne-18 Yactb—1_ AHBapb —2025

187

r—
| S—



