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Objective: The objective of this study is to examine the impact of three dimensions of
ethical marketing on customer satisfaction and loyalty in Bank Mellat branches in
Tehran.

Methodology: This applied study employed a descriptive—survey design. The
statistical population consisted of all customers of Bank Mellat in Tehran. Using
Cochran’s formula, a sample of 360 participants was selected through simple random
sampling across 36 branches. Data were collected using a researcher-made
questionnaire measuring ethical marketing (descriptive, normative, and analytical
dimensions) and customer behavior (satisfaction and loyalty). Validity and reliability
were confirmed. Descriptive statistics were used, and due to non-normal data
distribution, the Kolmogorov—Smirnov test and Spearman’s correlation coefficient
were applied for inferential analysis.

Findings: Results revealed significant positive correlations between all three
dimensions of ethical marketing and both customer satisfaction and loyalty. Spearman
coefficients indicated strong associations: descriptive ethics with satisfaction (r=0.638)
and loyalty (r=0.546); normative ethics with satisfaction (r=0.600) and loyalty
(r=0.558); analytical ethics with satisfaction (r=0.562) and loyalty (r=0.415) (p<0.01).
Additionally, satisfaction and loyalty showed positive correlations with age and
negative correlations with educational level. Gender had only a very weak association
with both variables.

Conclusion: The study concludes that strengthening ethical marketing across
descriptive, normative, and analytical dimensions significantly enhances customer
satisfaction and loyalty. The descriptive dimension exerts the strongest influence on
satisfaction, while the normative dimension plays a key role in shaping loyalty. The
findings emphasize that transparency, honesty, fairness, and avoidance of deceptive
practices are central to customer perceptions in the Iranian banking context.
Keywords: Ethical marketing, descriptive ethics, normative ethics, analytical ethics,
customer satisfaction, customer loyalty, banking services, Bank Mellat
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EXTENDED ABSTRACT
Introduction

Ethical marketing has become a central theme in contemporary marketing research due to the
increasing complexity of digital ecosystems, heightened consumer expectations, and the rapid expansion
of artificial intelligence—powered marketing technologies. As organizations navigate highly competitive
markets, ethical considerations in marketing practices have proven to be essential for long-term customer
trust, loyalty, and sustainable brand growth. Researchers highlight that ethical marketing is no longer
merely an optional corporate value but a strategic necessity that shapes consumer perceptions and
behaviors across industries (Schlegelmilch & Oberseder, 2010).

In the banking and financial services sector—where customers rely heavily on trust, transparency,
and fairness—the influence of ethical marketing becomes significantly more powerful. Banks engage with
highly sensitive personal and financial data, making their ethical commitments essential to building
positive customer experiences. Studies have shown that consumers are more likely to maintain enduring
relationships with institutions that demonstrate ethical responsibility in communication, service delivery,
and data management (Ahmadi & Valizadeh, 2021; Ahmed et al., 2021). Ethical behavior of employees and
managers further strengthens consumer—brand interactions and influences long-term loyalty, especially in
service-oriented contexts (Amirhosari et al., 2021).

With the rise of digital marketing and Al-enabled tools, new ethical challenges have emerged, such
as algorithmic manipulation, data privacy violations, digital persuasion, and exploitative forms of hyper-
personalization. Researchers caution that without clear ethical guidelines, digital influence mechanisms
can breach consumer autonomy and damage brand credibility (Barbosa et al., 2024; Brigas et al., 2023; Oshadi
Karunanayaka et al., 2024). These concerns have led to an intensified scholarly focus on developing ethical
frameworks for digital marketing strategies that ensure fairness, transparency, and consumer well-being
(kokabi broujerdi et al., 2023; Landran Isfahani et al., 2024).

Furthermore, with the growth of environmentally conscious and value-driven consumer segments,
ethical purchasing behavior has become increasingly linked to consumers’ awareness, perceived value,
and their attitudes toward sustainability-oriented marketing practices (Zarei Pour Nasirabadi et al., 2025).
Ethical marketing, when effectively implemented, strengthens perceived brand authenticity and fosters
deeper emotional and attitudinal loyalty among customers (Afkhami-Poostchi & Alidoosti, 2023).

Studies in Islamic banking also underscore the importance of ethical norms, particularly those
related to fairness, non-deception, transparency, and respect for consumer rights. Ethical and convergence
marketing approaches have shown to significantly improve organizational performance and customer
loyalty in Islamic financial institutions (Suandi et al., 2022; Suandi et al., 2023). These findings suggest that
ethical marketing is a multidimensional construct with universal relevance across cultural and industrial
contexts.

Moreover, ethical issues extend into emerging domains such as neuromarketing, where concerns
about consumer autonomy and psychological influence are increasingly debated (Hoffman et al., 2023). In
new business ecosystems such as the blockchain-based sharing economy, ethical marketing frameworks
must address transparency, decentralization, and new power structures that influence consumer trust
(Y YT (mliall 5 (5 seY) gall ) Capnall (i€ 8 (WDldl adde) Galeall jina Ladl Eaay il iy g sall),



Despite extensive global research, studies in developing economies indicate a persistent gap
between consumer expectations and organizational ethical practices. Many organizations, including
banks, still struggle to incorporate comprehensive ethical orientations within managerial decision-making
or marketing strategies (Mirkiayi Tami Jani et al., 2024). The increasing reliance on digital platforms further
amplifies this gap, as consumers with higher digital literacy expect more accountability, transparency, and
responsible use of personal data (Bahuguna et al., 2023).

Given the cultural, technological, and behavioral transformations occurring in modern markets,
and considering the need for context-specific ethical frameworks—particularly in financial services—this
study explores how ethical marketing practices shape customer behavior in an Iranian banking context.
This investigation aligns with recent calls for deeper empirical evaluation of ethical marketing’s impact
in diverse geographical and industry settings (Adams et al., 2020; Maran-Jouri et al., 2021; Paydar et al., 2024).

Therefore, this extended abstract presents a study examining how ethical marketing dimensions
influence customer satisfaction and loyalty in banking services, providing insights relevant for both theory
and practice.

Methods and Materials

The study employed an applied, descriptive—survey design to assess the impact of ethical
marketing dimensions on customer satisfaction and loyalty. The statistical population consisted of
customers from multiple branches of a large commercial bank. Sample size was determined using
Cochran’s formula, resulting in 360 participants selected through simple random sampling. Data were
gathered using a structured questionnaire measuring descriptive ethics, normative ethics, analytical ethics,
customer satisfaction, and customer loyalty. Validity was ensured through expert review, and reliability
was confirmed using Cronbach’s alpha. The analysis utilized descriptive statistics, Kolmogorov—Smirnov
tests for normality, and Spearman correlation coefficients due to non-normal data distribution.

Findings

The empirical results demonstrated that all three dimensions of ethical marketing showed positive
and statistically significant relationships with customer satisfaction and loyalty. Specifically, descriptive
ethical practices exhibited the strongest correlation with customer satisfaction, indicating that observable
behaviors such as respectful service, transparency, and positive reputation strongly shaped consumer
evaluations.

Normative ethical marketing also showed strong correlations with both satisfaction and loyalty,
reflecting the importance of adherence to moral standards such as honesty, fairness, and non-deceptive
communication. Analytical ethics—related to deeper conceptual and philosophical dimensions of ethical
decision-making—displayed the weakest but still significant correlations with satisfaction and loyalty.

Additionally, the analysis revealed that customer satisfaction and loyalty showed positive
correlations with age and negative correlations with educational level. Gender demonstrated a statistically
significant but extremely weak relationship with both behavioral outcomes.

Discussion and Conclusion

The findings highlight that ethical marketing significantly influences customer behavior in the
banking sector, reinforcing the idea that ethical actions—both visible and structural—shape customer
trust, satisfaction, and loyalty. The strong effect of descriptive ethics indicates that customers respond
primarily to observable ethical conduct and direct service experiences. Normative ethics, associated with
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moral duties and compliance with ethical standards, plays a crucial role in shaping deeper commitment
and attitudinal loyalty. Analytical ethics, while less directly impactful, remains essential for guiding
organizational ethical frameworks and ensuring long-term cultural alignment.

These results align with global evidence suggesting that ethical marketing strengthens both
relational and behavioral aspects of customer engagement. In digital contexts, ethical norms have become
even more essential due to increased concerns around privacy, manipulation, and algorithmic influence.
The consistency of findings across traditional and digital contexts supports the argument that ethical
marketing is a universal determinant of sustainable customer relationships.

The study concludes that ethical marketing should be viewed as a strategic imperative in banking
services. By cultivating transparency, fairness, and responsible communication, banks can enhance
customer evaluations, promote long-term loyalty, and establish competitive advantage in increasingly
dynamic and digitalized markets.
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