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Background: The present study was conducted with the aim of designing a model of normal ethical market-
ing in the hotel industry.

Method: This research is qualitative in terms of purpose, exploratory in terms of approach, and qualitative in
terms of data analysis. The statistical population was a group of hotel industry experts from whom a total of 9
people were selected as the sample by purposive sampling and theoretical saturation. The research tool was in-
depth interviews. Data were analyzed using theme analysis methodology.

Results: According to the results of the study, the main category in this study was "the attention of hotel
industry managers to ethical marketing norms." Causal conditions include knowledge of ethical norms, em-
phasis on upstream rules on ethical norms in marketing, modeling of the world hotel industry, training courses
for hotel managers and staff on ethical norms in marketing and reforming and improving the reward and
punishment system in line with ethical norms He was in the marketing of the hotel industry. Areas included
"Emphasis on Ethical Decision-Making at All Levels of the Organization" and "Ethical Organizational Cul-
ture", and environmental conditions included "Society's desite to comply with ethical marketing norms in the
hotel industry" and "Economic problems in the country." Strategies also included the categories of "ethical
hospitality" and "compliance with organizational social responsibility", which led to the consequence of "cus-
tomer satisfaction of the hotel industry".

Conclusion: The results of the research led to the design of a model of ethical marketing in the hotel industry
and showed that ethics is a fundamental element and in developing marketing models for the hotel industry,
special attention should be paid to this important issue.
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Introduction

One of the most important issues for the economic
development and prosperity of countries is to pay
attention to "business ethics". Adherence to the
principles of ethics by government officials and
corporate managers in a country leads to the dyna-
mism and prosperity of a healthy economy (1). Sep-
aration or non-separation of ethics from economics
has long been considered by all thinkers in this field,
and this issue depends on the worldview and an-
thropology of governments in their decisions, and
accordingly the criteria of development in each
country is defined differently. Such insights into the
world and man by famous philosophers in each pe-
riod have given rise to different schools of econom-
ics with different motives; these include the capital-
ist school or system, the socialist system, and the
moral economy. Unfortunately, development goals
in the capitalist economy pay attention to the indi-
vidual and material aspects of society; Originality is
with the individual and little attention is paid to the
supetiority of social rights over the individual. In a
socialist economy, the state is the center of all deci-
sions and owns all sectors of the economy, and
there is no such thing as "I". Whereas in economy
based on ethics, attention has been paid to spiritu-
ality, justice and public welfare and individual rights
along with social rights (2).

Marketing in any country is derived from the eco-
nomic system of that country and marketing laws
and norms in countries are defined according to
their economic system. For example, in the capital-
ist economic system, because only profit is im-
portant for corporate owners, marketing harmful
products such as cigarettes and alcohol, using
women and men as sexual subjects, promoting con-
sumerism and extravagance in society, encouraging
people to buy new products even Allows the price
of their debt and so on (3). In fact, from a Western
perspective, marketing emphasizes the demands of
customer’s mote than social welfare, while an ethi-
cal economic system emphasizes individual dignity
while preserving the interests of society. In such a
system, the promotion and sale of products harm-
ful to the health of society and the use of human
beings as tools are denied.

Business ethics has become a growing concern
among large corporations today. Large corpora-
tions are always afraid of the damage that moral
scandals can do to the company's image and its im-
pact on the company's profitability. Marketing as an
important part of business and business that deals
directly with customers, plays an important role in
creating and maintaining the mental image of the
company with customers. In addition, ethical mar-
keting is now considered as a strategy in business
(4). Due to the strategic importance of marketing
and also the image it creates for customers, it is im-
portant to recognize the effective values and ethical
criteria in each component of marketing and their
observance in practice by marketing managers and
even salespeople (5).

Given the need to observe ethics in marketing be-
haviors, the existing patterns of contemporary mar-
keting are so intertwined with the prevailing capi-
talist economic system that the assumption of sep-
aration of the two is invalid. Accordingly, the claim
to have the basic components of marketing theories
such as sales methods, commercial advertising and
product promotion without contamination and im-
mersion in the whole is not a valid claim (6).

The most challenging area of discussion in profes-
sional ethics is marketing ethics. Marketing is ac-
cused of lying, cheating, injustice, and disregard for
social welfare. But on the other hand, marketing is
useful to help the economies of all countries that
have reached a level of development. Therefore,
eliminating marketing is not a good answer to its
ethical problems. Rather, one should seck to for-
mulate and implement an ethical theory for market-
ing. The system of marketing ethics provides the
context in which marketers pay ethical attention to
those who are the target of marketing (7).

When people talk about marketing ethics, they are
generally referring to the principles, values, and
ideas of those whom marketers and marketing
companies expect to be loyal to. It can be said that
these norms form the core of a marketing system.
In fact, marketing ethics is a normative ethic. But
since these normative ethics also involve empirical
and analytical discussions, it is better to use the term
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marketing ethics more broadly to include all three
descriptive, normative, and analytical dimensions of
ethics.

In recent years, attention to ethical norms and con-
cepts in ethical marketing in order to improve the
relationship with customers and increase the quality
of interaction with them has become more and
more (8). One of the industries in which the discus-
sion of ethical marketing is very prominent is the
hotel industry. Because marketing research has
shown that one of the complaints of customers in
this industry is dissatisfaction with the lack of trans-
parency and honesty in the marketing and advertis-
ing of hotels, both in terms of facilities and quality
of service (9). On the other hand, with a close look
at the country's hotel industry, the lack of an ethical
marketing model is quite evident (10).

In this regard, considering the importance of de-
signing a comprehensive and guiding model in the
field of ethical marketing in the hotel industry, the
present study intends to design a scientific and sys-
tematic methodology to answer the main question
that "how is the normative model of ethical mar-
keting in the hotel industry in Iran?"

Material and Methods

The present research is qualitative and applied in
terms of purpose and exploratory in terms of ap-
proach. In this study, a group of hotel industry ex-
perts were considered as the statistical population.
The characteristics required for people to be ex-
perts included: mastering the field of marketing
management in the hotel industry, familiarity with
ethical norms in marketing, and being exposed to
the marketing plans and advertisements of the hotel
industry. From the target population, using purpos-
ive sampling method and the process of achieving
theoretical saturation, 9 people were selected as a
statistical sample. In this study, the main tool of
data collection was in-depth and semi-structured in-
terviews with research experts. In these interviews,
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the researcher tried to enter the discussion softly,
indirectly asking questions about the antecedents,
contexts and normative consequences of ethical
marketing in the hotel industry, and through this,
gain basic concepts for model design. In this study,
to ensure the validity of the interviews, the re-
searchet's method of long-term engagement with
the research space and his continuous observations
in the research environment, including building
trust with the subjects, learning the culture of that
environment and controlling misunderstandings
caused by researcher or informant interventions
were used. Also, to ensure the reliability of the in-
terviews, after each interview, the extraction codes
were shared with the interviewee to ensure that the
codes that the researcher inferred from the inter-
view were consistent with the interviewee. Finally,
in order to analyze the interviews and achieve a
conceptual model of the research, the method of
theme analysis and three-stage open, axial and se-
lective coding were used.

Results

1. Open coding:

This stage of theme analysis was dedicated to iden-
tifying and extracting basic concepts from the con-
tent of the interviews. Accordingly, after each inter-
view, the researcher, by reviewing it several times,
extracted and coded the concepts in the text of the
interview. A total of 9 interviews were conducted
and 123 initial concepts were extracted. After re-
viewing and juxtaposing them and removing dupli-
cate concepts, 39 final concepts were identified,
which can be seen in Table 1. (It should be noted
that the codes next to the concepts include a Latin
letter and a number. The Latin letter (in alphabetical
order) indicates the person being interviewed, and
the numbers next to this letter indicate the concept
number extracted from that particular interview. )
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ing step

All organizational decisions must be made in accordance with ethical principles and governing

Ay R By R Es¢
norms.
Az, By Gs, Ky In practice, hotel managers must always emphasize the normative ethics of marketing.
As Bt a1 The poor economic conditions of the hotels have led to some immorality in a competitive en-
o oL s vironment.
Au.F Sometimes hotel customers do not have a clear view of the ethical norms of the market, and
2 this leads to the abuse of their rights.
As E4, J1 The demanding society can correct many abuses.
G K The policies of hotel managers in various fields, including marketing, have a significant impact
102 on customer satisfaction.
A Cu 1 Ethics has important teachings on how to treat guests that can be used as a role model in ho-
6, Cro, 14
T tels.
B, D International sanctions and economic problems have slowed the growth of the tourism and
28 hotel industry.
If a customer detects some kind of immorality in the hotel marketing system, they will most
Ci,Fo, G4, Hy .
likely be held accountable.
We need to ask ourselves how diligent we have been in informing hotel managers and staff
A7,D7,G3 K5 . .
about a norm called ethical marketing.
Ag, Cg Hotel managers must always emphasize the normative ethics of marketing in their speech.
Clear and well-established rules regarding the observance of normative ethics in the hotel in-
Bs, ]2 ) .
dustry should be formulated and communicated by the legislatures.
Any kind of immorality in the hotel marketing process should be condemned, and any kind of
Ay Ci1, Epo .
ethics should be encouraged.
A, Gz, Ho The legal vacuum in the field of marketing leads to many abuses and immoralities.
B F. 1 The world's leading hotels have made great strides in the field of marketing ethics and their ac-
ot tions and experiences can be emulated.
A, Be Fe, Ky The ultimate goal of the hotel industry is to gain customer satisfaction and loyalty.
Better planning can be done to improve it if careful training needs are assessed in terms of
Az, Co, Es . .
marketing norms and ethics for hotel staff.
D E If the customer sees the marketing process of the hotel as based on ethics and honesty, his
11, Ea

sense of satisfaction will be strengthened.

A4 B7, Dy, Eis

Hotel managers must strive for ethical virtues to govern the behaviors and relationships of
employees, managers, and customers.

Di,F; Hy Some domestic hotels can also be considered as a good ethical model for other hotels.
Cs . Fro Gs H Hotel marketing managers must put ethics at the fgrefrom of advertising, pricing, promotions
T and branding.
Bi1,D¢, E1, Gy, J3 The hotel industry finds itself under pressure and scrutiny from the community.
A1z, Co Fy, Hs In recent years, the country's hotel industry has been declining,
Bs ,Cy. Gy Hotels should be proud of their ethics and brand in this way.
Bi . Iy The country's hotel industry is in a state of crisis, and in 'rhgse critigl situations, some hotels
may take unethical approaches to their survival.
Fi2, Hg Due to social and economic conditions, hotels also have responsibilities.
Cs , Do I5, J4 Many of the moral norms rooted in Iranian civilization function in the hotel industry.
CuDs Hotel managers must align their reward,. punishmept, and compensation systems with the
goals of ethical marketing norms.
Aus . Cis, B Empowering hotel staff and managers %n the field of ethical marketing should be considered as
an important principle.
Es, G, Hy, Ks In all businesses, customer awareness is a must for business owners.
A, Cis, G1, In The reward, punishment and compensation system of some hotels needs to be changed.

Bi2,Ds F7 Hs, Js

Iranian-Islamic hospitality culture can be considered as a strong norm in the country's hotel

industry.

Tablel: Finalized concepts after analyzing the interviews and removing duplicates in the open cod-
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Bis, C7, Gi2 The mere profitability of some hotels tarnishes the image of the industry.
Ci2, E11 Fis The community should want to adhere to the norms and ethics of hotel marketing.
Ci, Ein I3 Many of the actions of the world's leading hotels can be a model for the country's hotels.
Ds, Es Is, Js The livelihood and employment of the local community should be important to hotels.
G, 11, Ke Ethical norms must become a valuable organizational culture.
He, J7 Hotels need to be accountable to the community.
E7, Do, Ky The commitment of top managers is always the foundation of the success of the organization.

2. Axial coding:

At this stage, an attempt was made to create more
general categories called "categories" by paying
close attention to the identified concepts and iden-
tifying their similarities and differences with each

Categories (Axial cod-
ing)

The desire of society to

comply with ethical mar-

keting norms in the hotel

industry

Table2: Identified categories with relevant concepts

other, and to place the concepts of both type and
direction in these more general categories. The re-
sult of this process was the identification of 13 main
categories that can be seen in Table (2) along with

the relevant concepts.

Concept (Open coding)

The demanding society can correct many abuses.

The hotel industry finds itself under pressure and scrutiny from the community.

The community should want to adhere to the norms and ethics of hotel marketing.

Training courses for hotel
managers and staff on eth-
ical norms in marketing

We need to ask ourselves how diligent we have been in informing hotel managers
and staff about a norm called ethical marketing.

Empowering hotel staff and managers in the field of ethical marketing should be
considered as an important principle.

Better planning can be done to improve it if careful training needs are assessed in
terms of marketing norms and ethics for hotel staff.

Observance of organiza-
tional social responsibility

Hotels need to be accountable to the community.

Due to social and economic conditions, hotels also have responsibilities.

The mere profitability of some hotels tarnishes the image of the industry.

The livelihood and employment of the local community should be important to ho-
tels.

Emphasis on ethical deci-
sion making at all levels of
the organization

All organizational decisions must be made in accordance with ethical principles and
governing norms.

Hotel marketing managers must put ethics at the forefront of advertising, pricing,
promotions and branding.

Awareness of hotel indus-
try customers about ethical
norms in marketing

Sometimes hotel customers do not have a complete view of marketing ethics and this
leads to abuse of their rights.

If a customer detects some kind of immorality in the hotel marketing system, they
will most likely be held accountable.

In all businesses, customer awareness is a must for business owners.

Hotel managers must always emphasize the normative ethics of marketing in their

. speech.
Hoteling industry manag- - - - -
. . In practice, hotel managers must always emphasize the normative ethics of market-
ers pay attention to ethical ing
marketing norms ‘ . - -
J The commitment of top managers is always the foundation of the success of the or-
ganization.

Customer satisfaction of
the hotel industry

The ultimate goal of the hotel industry is to gain customer satisfaction and loyalty.

If the customer sees the marketing process of the hotel as based on ethics and hon-
esty, his sense of satisfaction will be strengthened.

The policies of hotel managers in various fields, including marketing, have a signifi-
cant impact on customer satisfaction.
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8 The emphasis of upstream | Clear and well-established rules regarding the observance of normative ethics in the
laws on the observance of hotel industry should be formulated and communicated by the legislatures.
ethical norms in the mar- The legal vacuum in the field of marketing leads to many abuses and immoralities.
keting of the hoteling in-

dustry
9 In recent years, the country's hotel industry has been declining.
International sanctions and economic problems have slowed the growth of the tour-
. . ism and hotel industry.
Economic problems in the ; - — — - ——
countrv The country's hotel industry is in a state of crisis, and in these critical situations, some
1y hotels may take unethical approaches to their survival.
The poor economic conditions of the hotels have led to some immorality in a com-
petitive environment.
10 Improving the reward and Hotel managers must align their reward,. purﬁshmept, and compensation systems
ishment svstem in i with the goals of ethical marketing norms.
pumishiment systemm in ane Any kind of immorality in the hotel marketing process should be condemned, and
with ethical norms in the . .
. . any kind of ethics should be encouraged.
marketing of the hotel in- . -
dustry The reward, punishment and compensation system of some hotels needs to be
changed.

11 Hotel managers must strive for ethical virtues to govern the behaviors and relation-
Ethical organizational cul- ships of employees, managers, and customers.

ture Ethical norms must become a valuable organizational culture.

Hotels should be proud of their ethics and brand in this way.
12 Iranian hospitality culture can be considered as a strong norm in the country's hotel

. . industry.
Ethical hoteling manage- Many of the moral norms rooted in Iranian civilization function in the hotel industry.
ment . - .
There are important ethical teachings on how to treat guests that can be used as a
role model in hotels.
13 Many of the actions of the world's leading hotels can be a model for the country's ho-
tels.
Modeling the world hotel- | The world's leading hotels have made great strides in the field of marketing ethics and
ing industry their actions and experiences can be emulated.
Some domestic hotels can also be considered as a good ethical model for other ho-
tels.

After these steps, the researchers located the iden-

tified categories on the paradigm model and finally

the model obtained from this research is introduced

as follows.

Based on the identified categories and the structure

of the paradigm model, the following categories

were placed in the model:

Main category (pivotal): In this research and ac-

cording to the identified goals and categories, the

category "Attention of hotel industry managers to

ethical marketing norms" was considered as the

main and pivotal category.

Causal conditions: The categories related to this di-

mension were determined as follows:

e Awareness of hotel industry customers about
ethical norms in marketing

¢ Emphasis on upstream laws on ethical norms in
the hotel industry marketing

* Modeling the world hotel industry

* Training courses for hotel managers and staff on
ethical norms in marketing

¢ Improving the reward and punishment system
in line with ethical norms in the marketing of the
hotel industry

Background: In this study, and according to the

identified goals and categories, the categories of

"emphasis on ethical decision-making at all levels of

the organization" and "ethical organizational cul-

ture" were considered as contextual categories.

Environmental conditions: In this research and ac-

cording to the identified goals and categories, the

category of "society's desire to comply with ethical

33
Available at: www.ijethics.com


https://mail.ijethics.com/article-1-85-en.html

[ Downloaded from mail.ijethics.com on 2026-02-16 ]

Namamian F. et. al
International Journal of Ethics & Society (IJES), (2020) Vol. 2, No. 2

marketing norms in the hotel industry" and "eco-
nomic problems in the country" were considered as
environmental categories.

Strategies: In this study and according to the iden-
tified goals and categories, the categories of "ethical
hotel management" and "compliance with organi-
zational social responsibility" were considered as
strategic categories.

The desme of socwty W comply
v eBeyl meleag sormu =

B botelmg mbmary
Tramang coursen for hotelmg
masagers md muf cw etucnl
ORI IR RaleRg
Obser-mace of crpascrancagl
gl repogsEtaT,

Enyaas o etacal Jecuss
mulomg o ol levels of O

Consequences: In this study, and according to the
identified goals and categories, the category of "cus-
tomer satisfaction of the hotel industry" was con-
sidered as a consequence category.

The main structure of this model can be seen in

Figure (1):
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N
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Fig. 1: Placement of categories in the structure of the paradigm model

Discussion

The results of the present study showed that the
main (pivotal) category, which is the core of the
conceptual model on which concepts and catego-
ries are created, is "the attention of hotel industry
managers to ethical marketing norms." This result
is consistent with studies that emphasize the heart-
felt desire and commitment of hotel managers to
implement the ethical marketing norm (11). It was
also found that the causal conditions that are a set
of conditions that cause or affect the phenomenon

34
Available at: www.ijethics.com

include: Awareness of hotel industry customers
about ethical norms in marketing, emphasis on up-
stream laws on ethical norms in hotel industry
marketing, modeling the world hotel industry ,
Training courses for hotel managers and staff in
the field of ethical norms in marketing and reform-
ing and improving the reward and punishment
system are in line with ethical norms in the mar-
keting of the hotel industry, which is in line with
the results of some research in the field of ethical
marketing (12-13)
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In addition, the results showed that the areas that
indicate the specific conditions in which the phe-
nomenon (main category) is located include the
categories of "emphasis on ethical decision-mak-
ing at all levels of the organization" and "ethical
organizational culture." Emphasis on ethical deci-
sion-making at all levels of the organization im-
plies that at all levels and departments of a hotel,
including the marketing unit, decisions must be
made based on the ethics and norms that govern
society (14). Ethical-oriented organizational cul-
ture also refers to the necessity and importance of
governing a moral atmosphere in the form of a
macro-organizational culture (15).

According to the research results, environmental
conditions that are a broad structural context and
external factors that can affect the main category
and even strategies include the category of "socie-
ty's desire to comply with ethical marketing norms
in the hotel industry" and "economic problems in
the country". Society's desire to adhere to ethical
marketing norms in the hotel industry means that
today society is pressuring disruptive businesses,
including hotels, to adhere to ethical norms in
their behaviors and decisions. Also, the economic
problems in the country refer to the economic
problems and bottlenecks of the society, as well as
the occurrence of negative and unethical compet-
itive behaviors by some hotels (16). Conversion
includes the categories of "ethical hospitality" and
"observance of organizational social responsibil-
ity". Ethical hotel management refers to a macro
strategy in the hotel system based on which ethical
components are used for hospitality; In addition,
the observance of corporate social responsibility
indicates that hotels should be aware of their so-
cial, economic, environmental and livelihood re-
sponsibilities to the community and strive to fulfill
them (17).

The results of research showed that ethical hotel
management is "customer satisfaction of the hotel
industry". This means that if the causal conditions,
contextual variables, main category, environmen-
tal variables and leadership variables happen well,
it can be hoped that the customer satisfaction of

the hotel industry will improve. This result is con-
sistent with some research in the hotel industry
(18, 19).

Based on the experiences gained in this research,
future researchers are suggested to test the model
obtained from this research in a large community
using quantitative approaches such as structural
equation modeling. Also, future researchers are
suggested to use other methods such as Delphi
method, content analysis, etc. for the modeling
phase in such studies, so that one of the main lim-
itations of this research that is time consuming
somehow disappear. In addition, future research-
ers are suggested to do the same research in the
field of hotel industry in other service industries in
the country to gradually see the design and re-
placement of ethical models in the field of ethical
marketing norms.

Conclusion

In today's world, satisfaction alone is not enough
and it should not be enough, but in addition to
satisfaction, customer loyalty should also be con-
sidered. The concept of customer loyalty and cre-
ating loyal customers in the business context is in
the form of creating a commitment in the cus-
tomer to do business with a particular organization
and purchase goods and services frequently, which
can be affected by the ethical marketing variable.
The present study showed that various factors are
effective in customer satisfaction in the hotel in-
dustry, of which ethics is a fundamental element,
and in developing marketing models for the hotel
industry, special attention should be paid to this
important issue.
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