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ABSTRACT  
 

The recent rise of deceptive marketing has underscored the importance of ethical 
practices, with consumers demanding transparency. In response, companies prioritize 
ethical marketing to build consumer trust, which, by unanimous agreement in the 
marketing discipline, is a crucial factor in consumer relationships. However,   despite the 
abundance of literature, there is limited research on the influence of ethical marketing on 
consumer trust, especially within the electronic gadgets industry. The study aims to fill 
this gap by investigating how each of the six ethical marketing values outlined by the 
American Marketing Association, honesty, responsibility, fairness, respect, transparency, 
and citizenship, influence consumer trust, as perceived by the respondents. To 
accomplish this, the study employed a quantitative, descriptive-correlational design, with 
a purposive sample of 195 participants from Chiang Kai Shek College, comprising 
students and employees. The data was collected using a validated questionnaire, utilizing 
a Likert scale, and subjected to descriptive and inferential statistics, including Pearson's 
correlation coefficient, to examine the relationship between ethical marketing values and 
consumer trust. The findings included r-values of at least 0.78 and p-values of 0.000, 
which demonstrate a statistically significant influence of each ethical marketing value on 
consumer trust and a high positive correlation observed in general, showing that 
consumers perceive companies prioritising ethical marketing as more trustworthy. After 
further review of the statistical results and related literature and studies, the researchers 
concluded that each ethical marketing value significantly influences consumer trust 
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positively, and so companies should embrace them to foster relationships and sustain 
success.  
 
 
Keywords:  Ethical Marketing Values, Consumer Trust, Ethical Marketing, Marketing 
Ethics, Deceptive Marketing, Honesty, Responsibility,  Fairness, Respect, Transparency 
and Citizenship 
 

INTRODUCTION  
 

In today's business landscape, the importance of business ethics has grown 
significantly, guiding companies' decisions and conduct based on moral principles and 
legal standards. Building upon the foundation of strong business ethics, ethical marketing 
plays a vital role by applying ethical principles to marketing, emphasizing the importance 
of ethics amid widespread deceptive marketing practices (Neely, 2023). Moreover, ethical 
marketing, as outlined by the American Marketing Association, is underpinned by seven 
core values, including honesty, responsibility, fairness, respect, transparency, and 
citizenship, serving as the foundational framework for contemporary business marketing 
ethics (AMA, 2017). 

 
 In terms of consumer trust, honesty, transparency, and responsibility, emphasized 
by ethical marketing, contribute to increased loyalty, improved brand image, and overall 
company success (Alemany, 2022). As consumers prioritize ethical marketing due to its 
long-term benefits and role in forming and preserving trust, businesses are compelled to 
adopt it to maintain a competitive edge in an increasingly discerning market (Wang, 
2021). However, there is limited available literature on the influence of each specific 
ethical marketing value on consumer trust and the extent of this relationship.  
 

In a global context, Lee & Jin (2019) categorized ethics using the marketing mix 
and found that product, place, and promotion-related ethics were substantial in consumer 
perceptions and loyalty. Tanveer et al. (2021) also found that apart from price-related 
ethics, all aspects significantly impact relationship sustainability. Additionally, Yang et al. 
(2019) studied the relationship between ethics and perceived uncertainty and found that 
ethics indirectly affects perceived uncertainty through consumer trust, indicating a 
relationship between ethics and consumer trust. 

 
 On a nationwide scale, Filipinos are experiencing a decline in trust due to fake 
news and unethical practices, which underscores the relationship between trust and 
ethics (Tiongson, 2019). On the topic of ethical marketing, Lorenzo-Molo (2020) argued 
that the significance of ethical marketing should be given attention, as marketing is a field 
that relies heavily on a customer-centric philosophy, a relationship-building approach, and 
a commitment to a social dimension. 
 

As for the local aspect, Del Mundo (2021) stated that trust in the business sector 
and the media has all declined, majorly caused by the COVID-19 pandemic. In addition, 
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Mathay (2022) cited the decline in consumer trust due to unethical marketing practices, 
highlighting the ethical concerns in marketing tactics and data collection.  

 
 However, despite the common understanding of the role ethical marketing plays in 
building consumer trust, there is limited research that pertains to the influence of ethical 
marketing values on consumer trust. Thus, the lack of research creates a knowledge 
deficit and leaves individuals and organizations unable to navigate the landscape of 
consumer trust and ethical marketing. 
 
 While there are studies on business ethics in the electronic gadgets industry, these 
studies focus on production processes rather than the marketing aspect. In addition, there 
is inadequate research available on consumer trust in the electronic gadgets industry. 
Hence, information on ethical marketing and consumer trust within the electronics 
industry is insufficient and expands the knowledge gap. 
 

Evidently, there is a research gap on the topic of ethical marketing values and 
consumer trust, highlighting the need for research on the influence of each specific ethical 
marketing value on consumer trust within the electronic gadgets industry. This gap in 
knowledge raises the question of the influence of each specific ethical marketing value 
on consumer trust, the extent of the influence of each specific ethical marketing value on 
consumer trust, and the recommendations that can be provided to build consumer trust 
regarding each ethical marketing value in the electronic gadget industry. 

 
 By conducting the study, the researchers aim to evaluate the influence of each 
ethical marketing value on consumer trust, determine the extent of the influence of each 
ethical marketing value on consumer trust, and provide recommendations on the 
application of each ethical marketing value to build consumer trust within the electronic 
gadgets industry, as perceived by the college students and employees of Chiang Kai 
Shek College. 
 

Furthermore, the researchers would only study the ethical marketing values 
namely Honesty, Responsibility, Fairness, Respect, Transparency, and Citizenship, 
which were in the Statement of Ethics by the American Marketing Association (AMA) in 
2017. The research would only study the influence and the extent of influence of each of 
these ethical marketing values on consumer trust, as perceived by the college students 
and employees of Chiang Kai Shek College. The researchers have also selected the Main 
and Narra Campus of Chiang Kai Shek College as their research locale, and they would 
be focusing on the electronic gadgets industry only. The duration of the study would be 
two semesters. The respondents would be college students and employees of Chiang 
Kai Shek College only. 

 
The significance of the study lies in providing practical recommendations for 

stakeholders such as gadget businesses, consumers, and marketers. Additionally, it 
serves as an educational resource for future research in the field of marketing. The 
research paper would fill the literature gap regarding the influence of each ethical 
marketing value on consumer trust in the electronic gadgets industry. 
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Essentially, in today's business world, marketing ethics is paramount, particularly 

in fostering consumer trust. Ethical marketing, guided by the core values, namely honesty, 
responsibility, fairness, respect, transparency, and citizenship, plays a vital role in building 
and sustaining consumer trust. Consumer trust, in turn, leads to increased customer 
loyalty, a positive brand image, and overall business success. While research on this 
topic is limited, the lack of academic exploration emphasizes the need for a focused study. 
The researchers are set to investigate the influence and extent of each specific ethical 
marketing value on consumer trust within the electronic gadgets industry, as perceived 
by the college students and employees of Chiang Kai Shek College. The study aims to 
provide practical recommendations for stakeholders, fill a significant gap in the literature, 
and contribute to the understanding of the influence of ethical marketing and consumer 
trust. 
Literature Review 
 

The electronic gadget industry has experienced steady growth, expanding beyond 
traditional uses and becoming integral to daily life (KrithigashreeE, 2022). Filipino citizens 
heavily rely on electronic gadgets, spending a significant portion of their day on their 
phones (Navarro, 2023), contributing to a flourishing consumer electronics market 
projected to reach $8.1 billion by 2024 (International Trade Administration, 2020). 
Marketers employ various strategies, such as social media marketing and influencer 
partnerships, to capitalize on this trend (NewFoundr, 2023), sometimes resorting to 
unethical practices like false advertising and emotional exploitation (Tama-Rutigliano, 
2019). 

 
Studies show that unethical marketing negatively impacts consumer behavior, 

breaking trust and integrity in the marketing process (Goo et al., 2021), while consumers 
perceive unverified claims and exaggeration as the most unacceptable practices (Ali, 
2020). Ethical marketing, rooted in values like honesty and responsibility, plays a crucial 
role in maintaining consumer trust and preventing negative consequences (Marinova, 
2019), supported by guidelines such as the AMA's Statement of Ethics (Pride & Ferrell, 
2019). However, there's a noted lack of focus on ethical marketing research, raising 
concerns about future discussions and practices in the field (Lorenzo-Molo, 2020). 

 
The ethical marketing values, outlined in the American Marketing Association’s 

(AMA) Statement of Ethics, serve as principles guiding marketers to conduct themselves 
ethically, encompassing honesty, responsibility, fairness, respect, transparency, and 
citizenship (AMA, 2017). 

 
In the discussion on honesty in ethical marketing values, Mehta (2023) 

underscores its important role in fostering trust between businesses and customers. 
Mehta emphasizes that honesty about products and services cultivates consumer 
confidence in the business. It is through truthful communication that businesses establish 
a sturdy foundation of trust, which is crucial for nurturing long-term customer relationships 
and sustaining business growth. This idea is supported by Chaudhary (2023) and Nath 
(2023), who also underscore the significance of honesty in enhancing the brand's 
reputation and fortifying the organization. Furthermore, Gonzales (2023) highlights that 
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honesty serves as a proactive measure to avert problems and foster internal trust within 
the company. Honesty emerges as a fundamental ethical value in marketing, necessary 
for fostering and nurturing positive relationships with customers and stakeholders. 

 
Responsibility in ethical marketing values highlights its impact on consumer 

perceptions of a brand, as discussed by the Investopedia Team (2022). They discuss that 
when companies market their products responsibly, it positively shapes consumer 
perceptions of those products. This viewpoint finds resonance in Faust (2023), who 
emphasizes the contemporary preference for companies that exhibit accountability for 
their actions. Similarly, Ebisan (2024) underscores the importance of marketers' 
responsibility in advertisements, as consumers consider this aspect when forming 
opinions about companies. They further underscore the criticality of responsibility in 
maintaining consumer trust in today's context. Threeps (2021) contributes by 
emphasizing the necessity of responsible advertising in forging strong brands that 
resonate with consumers. Finally, Merchant North (2023) asserts that responsibility is no 
longer optional for businesses; rather, they must see it as essential, with those embracing 
it positioned for success in the evolving business environment. Overall, prioritizing 
responsibility in marketing influences consumer perceptions, fosters trust, ensures 
adherence to regulations, enhances brand reputation, fosters customer loyalty, and 
contributes to environmental sustainability. Consequently, marketers must prioritize 
responsibility in their practices. 

 
Fairness, as one of the ethical marketing values outlined by the AMA's Statement 

of Ethics (2017), directs organizations to equitably balance the interests of suppliers and 
the demands of consumers, avoiding deceptive practices and manipulative sales tactics. 
Blueprint for Business (2019) underscores fairness's significant influence on consumer 
perceptions, aligning with societal expectations and fostering positive brand images. MBE 
Business Magazine (n.d.) emphasizes fairness's important role in sustaining long-term 
growth by promoting successful relationships and treating stakeholders consistently and 
equitably. FasterCapital (2023) highlights the strategic importance of fair business 
practices in developing strong customer bonds and ensuring long-term success, while 
Farley (2020) emphasizes the impact of fair treatment on customer loyalty. Strategically 
(2023) identifies fairness as one of the key principles essential for fostering customer 
loyalty and enhancing brand credibility, while Opsmatters (2024) asserts that fair 
marketing practices contribute to legal compliance, reputational integrity, and robust 
customer relationships. In essence, fairness is crucial for consumer behavior, 
necessitating the equitable balance of stakeholder needs in all marketing endeavors.  

 
Respect, as defined by the AMA (2017), entails upholding the essential human 

dignity of all stakeholders, emphasizing valuing individual differences and avoiding 
stereotypes. Escha (2023) emphasizes the strategic imperative of inclusivity in marketing, 
promoting culturally sensitive campaigns to foster trust and success. Sanders (2022) and 
DoingSoon (2023) emphasize the importance of respecting customers' time and 
individuality, offering relevant information and customized experiences for diverse 
demographics to build lasting relationships and ensure long-term success. Cultural 
Competency (n.d.) and Wilson (2021) highlight the necessity of understanding the target 
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market and building genuine engagement and trust through respectful interactions. 
Glance (2022) underscores the importance of respecting customers' preferences and 
providing positive experiences to enhance satisfaction, loyalty, and positive word-of-
mouth recommendations. In essence, respect plays a crucial role in influencing consumer 
behaviors, emphasizing its significance in ethical marketing practices.  

 
Transparency, as explained by the AMA (2017), requires companies to openly 

communicate with stakeholders, embrace constructive criticism, and provide thorough 
explanations about product or service details. Wang et al. (2023) emphasize its positive 
impact on customer satisfaction and overall brand perception, underscoring its 
significance in the modern digital age. However, Anderson (2023) cautions about 
challenges such as revealing too much information to competitors, suggesting that 
transparency initiatives must align with stakeholder expectations and strategic goals. 
Grier (2023) highlights transparency's role in resolving misunderstandings and fostering 
trust, leading to better customer relationships and setting businesses apart from 
competitors. Li (2023) discusses how transparency and authenticity contribute to 
customer loyalty by fostering genuine connections and enhancing brand reputation. 
Cheng (2023) emphasizes the connection of transparency with other factors in building 
trust and driving customer loyalty and sustained business growth, while Mac Nab (2024) 
underscores its importance in addressing consumer concerns and building trust for long-
term success. In essence, transparency in marketing positively influences consumer 
behavior and relationships, urging marketers to prioritize transparency in their practices.  

 
Citizenship, as defined by the AMA (2017), entails businesses meeting their social, 

legal, charitable, and economic obligations to stakeholders, contributing to sustainable 
practices and positive social impact. Ko et al. (2023) demonstrate that consumer 
perceptions of corporate social responsibility (CSR) significantly shape brand perceptions 
and attitudes, highlighting its role in consumer behavior. Ipsos (2021) reveals that 
consumers worldwide prioritize companies' efforts to address environmental and social 
issues, influencing brand preferences. Kielmas (2019) discusses the benefits of 
implementing CSR policies, including increased profitability and reputation among 
investors, despite challenges like greenwashing. Boockoff-Bajdek (2023) and Cooper 
(2023) emphasize the importance of integrating CSR into marketing, citing benefits such 
as enhanced brand reputation and customer engagement. Weinger (2023) underscores 
how prioritizing citizenship helps build trust with customers and attract talent, ultimately 
impacting how customers perceive the company. Thus, citizenship is crucial for marketing 
success, as it significantly influences consumer behavior and brand perception.  

 
The discussion on ethical marketing values includes several key values essential 

for building trust, fostering positive relationships, and ensuring sustainable business 
practices. Honesty forms the foundation of trust between businesses and customers, 
which is crucial for long-term success. Responsibility shapes consumer perceptions and 
brand reputations, emphasizing the need for accountability in marketing practices. 
Fairness influences consumer perceptions and sustains long-term growth by promoting 
equitable treatment of stakeholders. Respect plays a vital role in building lasting 
relationships and fostering trust through inclusive and respectful interactions. 
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Transparency fosters trust and enhances brand reputation by openly communicating with 
stakeholders. Finally, citizenship entails meeting social, legal, and economic obligations, 
contributing to positive social impact and sustainable business practices. Overall, these 
ethical marketing values underscore the importance of honesty, responsibility, fairness, 
respect, transparency, and citizenship in driving consumer behavior and shaping brand 
perceptions. Marketers must prioritize these values in their practices to foster trust, build 
strong relationships, and achieve long-term success in the dynamic marketplace.  

 
Consumer trust is important for business success, impacting behaviors like repeat 

purchases and brand preference (Wang, 2021). Various factors, such as service quality 
and price, influence consumer trust, significantly impacting satisfaction (Lie et al., 2019). 
A study by Curvelo et al. (2019), stated that trust plays a significant role in shaping 
consumer behavior, particularly in contexts like purchasing organic food. Additionally, 
consumer trust within the food value chain influences perceptions of food healthiness and 
sustainability (Macready et al., 2020). Building consumer trust requires exceptional 
customer service and transparency (Fuchs, 2022), which is reinforced by factors like 
perceived usefulness and product quality (Ali, 2020; Chandrruangphen et al., 2021). 
Ethical marketing, rooted in honesty and transparency, strengthens consumer trust and 
influences repurchase intentions (Kirkpatrick, 1989; Yang et al., 2019). Furthermore, 
aligning marketing strategies with ethical principles fosters positive consumer-brand 
relationships and enhances perceived product quality (Lee & Jin, 2019).  

 
 The electronic gadget industry has seen significant growth in the past few years, 
with Filipino citizens relying on gadgets and contributing to the growing electronics 
market. Marketers employ various strategies, including social media and influencer 
partnerships, sometimes resorting to unethical practices. However, unethical marketing 
negatively affects consumer behavior, emphasizing the importance of ethical marketing 
practices. Values like honesty, responsibility, fairness, respect, transparency, and 
citizenship outlined by the AMA guide ethical marketing efforts. These values influence 
consumer behavior and brand perception, emphasizing the need for marketers to 
prioritize them to build trust and foster long-term success. Consumer trust is crucial for 
business success and is influenced by factors like service quality, price, and values from 
AMA’s statement of ethics. Ethical marketing, rooted in honesty and transparency, 
strengthens consumer trust, influences repurchase intentions, and enhances perceived 
product quality.  
 
Research Questions 
 

The researchers studied the influence of each specific ethical marketing value on 
consumer trust within the electronic gadgets industry based on the perspective of the 
college students and employees at Chiang Kai Shek College. To accomplish this, the 
researchers resolved to answer the following questions: 

 
1. What is the degree of influence of each ethical marketing value based on the 

perspective of consumers? 
1.1 Honesty; 
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1.2 Responsibility; 
1.3 Fairness; 
1.4 Respect; 
1.5 Transparency; 
1.6 Citizenship? 
 

2. What is the degree of consumer trust based on the perspective of consumers? 
 

3. What is the relationship of each ethical marketing value to consumer trust? 
3.1 Honesty; 
3.2 Responsibility; 
3.3 Fairness; 
3.4 Respect; 
3.5 Transparency; 
3.6 Citizenship? 

4. What can be recommended to electronic gadget businesses regarding the specific 
ethical marketing values that can improve consumer trust? 

 
 

METHODOLOGY 
 
Research Design 
 

The research adopts a quantitative approach. This approach involves the 
collection and statistical analysis of data to understand patterns, relationships, and trends 
within a given phenomenon (Bhandari, 2023). By employing structured instruments, 
researchers can gather quantitative data, allowing for a rigorous and objective 
assessment of the phenomena under investigation (Fleetwood, 2023).  

 
For example, in Blake's (2020) study, by focusing on numerical data, researchers 

were able to systematically collect and analyze student test scores, providing a rigorous 
framework for assessing the effectiveness of the new teaching method. In sum, the 
meticulous collection and analysis of numerical data enabled researchers to draw robust 
conclusions about the effectiveness of the new teaching method, highlighting the 
indispensable role of quantitative research. 

 
As the quantitative approach aligns with the research objectives, which aim to 

measure and quantify the relationships between ethical marketing values and consumer 
trust in the gadget industry, the researchers decided to use it as the study’s research 
approach. This methodological choice allows for a comprehensive analysis of the factors 
influencing consumer trust and facilitates an objective assessment of the ethical 
marketing values influencing consumer trust. 

 
Moreover, the research employed a descriptive-correlational design to study the 

influence and the extent of influence of each ethical marketing value on consumer trust 
in the electronic gadget industry, as it is a method that seeks to depict the characteristics 
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of a phenomenon or group without manipulating the variables that provide a detailed 
account of the situation (McCombes, 2023). 

 
To demonstrate, Qazzafi's (2019) research focused on the consumer buying 

decision process, aiming to outline the typical stages consumers go through when making 
purchasing decisions without imposing strict steps. A descriptive approach allowed them 
to observe and analyze actual buying patterns without imposing artificial constraints. Their 
study’s results enabled marketers and businesses to gain an understanding of consumer 
behavior, informing strategic decision-making, product development, and engagement 
strategies. Overall, descriptive research was used to uncover trends in consumer 
behavior, showcasing that descriptive research, which focuses on describing the 
underlying dynamics of the research variables, allows researchers to fully understand the 
phenomenon in question. 

 
In the study investigating the influence of ethical marketing values on consumer 

trust in the electronic gadget industry, descriptive research is chosen for its ability to 
systematically gather, organize, and present data to provide a clear picture of a 
phenomenon.  

 
Furthermore, correlational research is also applied to the study in order to examine 

the statistical association between two or more variables without manipulating any of the 
variables. Notably, it measures the degree and direction of relationships but does not 
imply causation (Bhandari, 2023). 

 
To showcase the application of a correlational design, Fitria (2019) observed and 

measured the levels of reading interest and reading comprehension among 47 students. 
The statistical association between these two variables was to be determined, and the 
study aimed to investigate whether a higher level of reading interest correlates with better 
reading comprehension. Essentially, this method allowed the researchers to understand 
the correlation between reading interest and comprehension, leading to a comprehensive 
understanding of interventions and educational approaches to better meet the needs of 
students, ultimately improving their academic performance and literacy. Hence, 
correlational research provides a crucial tool for uncovering associations between 
variables, offering valuable insights that can guide decision-making in various fields and 
facilitate evidence-based interventions and developments. 

 
The study applies correlational research to explore the relationships between 

ethical marketing values and consumer trust. By employing correlational research, the 
study aims to identify the strength of these relationships, offering insights in relation to 
consumer trust in the electronic gadget industry. 

 
In sum, the study utilizes a descriptive-correlational design to provide a 

comprehensive depiction of ethical marketing values and consumer trust. Descriptive 
research captures the essence of the phenomena under investigation, while correlational 
research facilitates the exploration of relationships between the identified variables, 
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ultimately contributing to a better understanding of the specific ethical marketing values 
influencing consumer trust in the electronic gadget industry. 

 
Subsequently, the study examines the relationship between each ethical 

marketing value and consumer trust in the electronic gadget industry. To explain the 
dynamics of these relationships, the research employs distinct categories of variables, 
including independent and dependent variables. 

 
In research, the independent variable is the factor that influences the dependent 

variable (Bhandari, 2023). In the study, the independent variables constitute the core 
ethical marketing values embraced by businesses in the gadget industry. These values 
encompass honesty, responsibility, fairness, respect, transparency, and citizenship. Each 
of these ethical principles serves as a unique facet shaping the ethical landscape of 
marketing strategies employed by businesses in the electronic gadget sector. 

 
On the other hand, the dependent variable is the outcome or response that the 

researcher measures to assess the influence of the independent variable. (Bhandari, 
2023). In the study, the dependent variable is the level of trust that consumers place in 
the electronic gadget industry. The degree of consumer trust is linked to the ethical 
principles upheld by these businesses, providing a tangible measure of the effectiveness 
of ethical marketing in fostering consumer confidence. 

 
In essence, the research delves into the individual relationships between each 

ethical marketing value (independent variables) and consumer trust (dependent variable) 
within the electronic gadget industry. By scrutinizing these variables, the study aims to 
unravel the dynamics that underpin the influence of each ethical marketing value on 
consumer trust. Through a meticulous exploration of these variables, the research seeks 
to contribute valuable insights, fostering a deeper understanding of the ethical dimensions 
within marketing strategies and their consequential impact on consumer trust. 
 
Research Instrument 

 
The research instruments play an important role in ensuring the accuracy and 

reliability of the study's findings. This section discusses the development and validation 
of the questionnaire used to gather data on ethical marketing values and consumer trust 
in the electronic gadget industry. 
 
 Following this, to collect the data required, the researchers selected the type of 
survey to form the research instrument. The researchers employed a matrix survey as 
the study’s research instrument. A matrix survey involves presenting respondents with a 
grid of rows and columns containing related questions or statements. This format allows 
for a comprehensive exploration of respondents' perceptions and opinions (Cornell, 
2023). 
 
 For example, Lew et al. (2023) investigated factors contributing to the closure of 
KFC locations to improve customer satisfaction and service performance. Employing a 
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matrix survey, the researchers systematically explore consumer perceptions regarding 
the atmosphere, pricing, food, service quality, and physical environment. This structured 
approach enables efficient data collection and facilitates comparative analysis across 
various dimensions and demographic groups. By leveraging the matrix survey, the study 
uncovers insights into customer preferences and demographic trends, allowing for 
tailored marketing strategies, menu optimization, and service enhancements to enhance 
overall customer happiness and drive company growth. This showcases the matrix 
surveys’ ability to offer a means of gathering data on multiple related variables 
simultaneously, facilitating in-depth analysis and providing actionable insights for 
decision-making in various research contexts. 
 
 In studying the influence of ethical marketing values on consumer trust in the 
electronic gadget industry, the questionnaire utilized a matrix question format to gather 
the data needed. This format enabled a systematic exploration of respondents' attitudes 
toward ethical marketing values and consumer trust. The matrix structure facilitated a 
holistic view of the interrelationships between variables. By employing a matrix 
questionnaire, the researchers are able to have a better understanding of the 
respondents' perceptions of ethical marketing values’ influence on consumer trust. 
 

After deciding the type of survey, the researchers formed the research instrument. 
In its formation, the research instrument underwent validity, reliability, and usability testing 
by the researchers.  

 
Validity refers to the extent to which an instrument measures what it intends to 

measure. In the context of the study, validity ensures that the questionnaire effectively 
captures the perceptions of ethical marketing values and consumer trust (Dissertation 
Statistics, n.d.). 

 
 To establish instrument validity, the questionnaire underwent rigorous scrutiny. 
First, the questionnaire underwent thorough scrutiny by the research instructor and 
relevant experts. Secondly, the questionnaire was adjusted based on the feedback 
received from the research instructor and experts. Finally, to enhance linguistic accuracy, 
the questionnaire was assessed by field experts and in addition the researchers used 
Grammarly computer application, achieving a score of 90, indicative of its validity. This 
process ensured the research instrument’s validity. 
 
 Subsequently, reliability is concerned with the consistency, stability, and 
dependability of a measuring instrument. A reliable instrument yields consistent results 
over time, ensuring that the measurements are stable (Lani, 2021). 
 
 In assessing instrument reliability, the researchers initially conducted a pilot test, 
wherein the initial questionnaire, comprising 83 questions, was distributed to 31 college 
students for pilot testing. Following this, the responses were compiled and subjected to 
statistical analysis by a qualified statistician. After the data had been submitted, the 
researchers received Cronbach's alpha coefficient, achieving an excellent Cronbach's 
alpha score of 0.991. Then, based on Cronbach’s alpha results, the questionnaire was 
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refined to 36 questions, removing items that did not meet the criteria. This process 
ensured the reliability of the research instrument. 
 

Finally, usability is the degree to which the instrument can be satisfactorily used 
by researchers and respondents without undue expenditure of time, money, and effort 
(Research Rundowns, n.d.). 

 
To evaluate instrument usability, the researchers followed a rigorous process. 

First, the researchers confirmed the validity and reliability. Additionally, a Likert scale was 
employed to simplify the response process and enhance understanding of the variables. 
Moreover, the use of Google Forms provided convenience for both researchers and 
respondents. Clear instructions are also provided within the questionnaire to facilitate the 
understanding of the respondents. Lastly, the feedback from pilot testing guided 
questionnaire refinement from the initial 83 questions to the final 36-question version, and 
the survey was reorganized for a better user experience. After the rigorous process, the 
instrument's usability was confirmed, and the questionnaire was distributed to the 
research sample 
 
Research Setting and Participants 
 
 Research participants are the subjects from whom the researcher gathers data to 
address the research questions or objectives by providing information through the 
research instrument (Grin, 2022). 
 

In the study, the research respondents are college students and employees of 
Chiang Kai Shek College’s Narra and Main Campus. The college students and 
employees of Chiang Kai Shek College are chosen as research respondents because 
they represent the target population relevant to the study's focus on ethical marketing 
values and consumer trust in the electronic gadget industry.  

 
As college students and employees, they are consumers of electronic gadgets and 

are likely to form opinions and trust based on ethical marketing practices, as they have a 
more modern and progressive mindset. Their perspectives provide valuable insights into 
the research questions, contributing to a more comprehensive understanding. 

 
As for the sampling method, this refers to the process of selecting a subset of 

individuals from a larger population for research. In the study, the researchers employed 
a purposive sampling technique, which is a non-random sampling technique where 
participants are selected based on specific criteria, aiming to include individuals who meet 
predefined characteristics relevant to the study (Grin, 2022). 

 
For instance, in a study, Lanzuela et al. (2019) used purposive sampling, selecting 

40 girls aged 16-17 from Grade 11 HUMSS who use cosmetic products. This targeted 
approach allowed them to delve into the specific relationship between cosmetic use and 
self-confidence within this demographic. This method allowed them to select participants 
relevant to their research, ensuring the findings would directly address the experiences 
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and perspectives of similar students. This highlights the value of purposive sampling for 
studies aiming to explore specific phenomena within well-defined subgroups. 

 
As for this research, the researchers employed purposive sampling based on the 

guidance of the research instructor to ensure that respondents possess characteristics 
relevant to the study's focus.  

 
In the study’s case, the participants are currently college students and employees 

from Chiang Kai Shek College. The purposive sampling approach aims to capture the 
perspectives of this specific group of students, providing valuable and targeted insights 
into the research questions. 

 
Thereafter, research setting refers to the specific geographical location where a 

research study is conducted. It serves as the physical setting or environment where data 
is gathered and participant interactions occur (Saint Paul University Manila, 2019). 

 
  In the study, the chosen research locale was at Chiang Kai Shek College (CKSC) 
in Tondo, Manila. Data was collected at both the Main Campus, located at 1274 Padre 
Algue Street, and the Narra Campus at 1477 Narra Street. The locale was deliberately 
selected to be in close proximity to CKSC college students and employees, the study's 
participants. 
 
 The selection of the locale aims to authentically connect with the daily experiences 
of CKSC college students and employees. Beyond convenience, the locale serves as a 
microcosm of the participants' environment, fostering an in-depth examination of their 
perspectives. This alignment facilitates data collection and a comfortable environment for 
open communication among participants. 
 
Research Procedure 
 
 The data collection process is important to the research, detailing the systematic 
methodology employed to obtain essential information. 
 

The researchers employed purposive sampling to select respondents for their 
study. During pilot testing, an initial questionnaire using a 5-point Likert scale with 83 
questions was distributed to 31 college students, who were presented with a QR Code to 
access the Google Form survey questionnaire online. Once all 31 participants completed 
the survey, their responses were compiled into an Excel sheet for analysis by a qualified 
statistician. Data was analyzed using means, standard deviations, and Pearson's 
correlation coefficient. The questionnaire demonstrated excellent reliability, achieving a 
Cronbach's alpha score of 0.991. Subsequently, based on Cronbach’s alpha results, the 
questionnaire was refined to 36 questions, focusing on 5 questions per ethical marketing 
value and 6 questions for consumer trust, after eliminating items that did not meet the 
reliability criteria. 
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Moreover, the research utilized a combination of primary and secondary 
resources. Primary resources, such as the distributed questionnaire, allowed for the direct 
collection of first-hand data from respondents, providing quantitative insights into student 
perceptions. Secondary resources, including existing literature and studies, provided a 
theoretical foundation and context for the research, aiding in the identification of gaps and 
refinement of research questions. By synthesizing both primary and secondary resources, 
the study achieved a comprehensive and well-informed analysis, blending empirical data 
with theoretical insights for a nuanced understanding of the relationship between ethical 
marketing values and consumer trust. 

 
Furthermore, the researchers followed a systematic process for data collection. 

They began with a thorough review of secondary resources to understand the research 
problem and establish a theoretical foundation. Opting for a quantitative descriptive-
correlational design, they aimed to measure and quantify the relationships between 
ethical marketing values and consumer trust. CKSC college students and employees 
were intentionally selected as respondents, with the Main and Narra Campuses of Chiang 
Kai Shek College serving as the research locale. A structured matrix questionnaire 
employing the Likert scale was meticulously developed after ensuring validity, reliability, 
and usability. Finally, the questionnaire was distributed via Google Forms to gather data 
from the chosen respondents. This methodical approach ensured the acquisition of first-
hand knowledge and original insights into the research problem at hand. 

 
In sum, the research employed purposive sampling and distributed an initial 83-

question Likert scale questionnaire to 31 college students during pilot testing. Based on 
the statisticians' analysis, the pilot testing yielded a high Cronbach's alpha score of 0.991, 
prompting refinement to 36 questions focusing on ethical marketing values and consumer 
trust. Integrating primary and secondary resources, the study achieved a comprehensive 
analysis, offering nuanced insights into the relationship between ethical marketing values 
and consumer trust. The systematic data collection process, from literature review to 
questionnaire distribution via Google Forms, ensured the acquisition of original insights 
into the research problem. 
 
Data Analysis 

 
The research employed three statistical tools to investigate the influence and 

determine the extent of the influence of ethical marketing values on consumer trust in the 
electronic gadget industry. These data analysis tools are the mean, standard deviation, 
and Pearson’s correlation coefficient (r). 

 
First, the research employed the mean as a measure of central tendency to provide 

insights into the average value of the dataset, facilitating understanding of data clustering 
around a central value. Moreover, the calculation of means for different subgroups 
allowed for the identification of trends and variations concerning ethical marketing values 
and consumer trust, providing a clear overview of the variations and trends within the 
dataset. 
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Furthermore, standard deviation was utilized to assess the extent of variability or 
dispersion of data points from the mean, aiding in understanding data distribution and 
variability in participants’ perceptions. It allows the researchers to gauge the extent to 
which ethical marketing values and consumer trust scores vary. This information is 
invaluable for understanding the variability in perceptions related to ethical marketing 
values and consumer trust in the electronic gadgets industry. 

 
Lastly, Pearson's correlation coefficient (r) was utilized to quantify and interpret the 

degree of correlation between ethical marketing values and consumer trust, with the aim 
of identifying the most influential ethical values impacting consumer trust. The 
coefficient's range from -1 to 1 enables the researchers to quantify and interpret the 
degree of correlation, contributing to the study's goal of identifying the ethical values that 
most significantly influence consumer trust in the electronic gadget industry. By utilizing 
Pearson's r, the study aims to uncover correlations, allowing for a better understanding 
of how ethical marketing values influence consumer trust.  

 
In summary, the study employed mean and standard deviation to understand data 

clustering and variability while also utilizing Pearson's correlation coefficient to quantify 
the relationship between ethical marketing values and consumer trust in the electronic 
gadgets industry. From ensuring the reliability of the research instrument to quantifying 
the connections between ethical marketing values and consumer trust, these tools serve 
as the backbone of the investigation. 

 

RESULTS 
 
Research Question no. 1. What is the degree of influence of each ethical 
marketing value based on the perspective of consumers among Honesty, 
Responsibility, Fairness, Respect, Transparency, and Citizenship? 
 
 
Table 1 
The degree of influence of each ethical marketing value 
 

Factors Mean SD Description 

Honesty 3.65 0.49 Strongly Agree 

Responsibility 3.69 0.50 Strongly Agree 

Fairness 3.63 0.52 Strongly Agree 

Respect 3.80 0.45 Strongly Agree 

Transparency 3.50 0.59 Strongly Agree 

Citizenship 3.65 0.53 Strongly Agree 

Legend  4.00 - 3.00 Strongly Agree  1.99 - 1.99 Disagree 
  2.99 - 2.00 Agree  1.00 - 0.99 Strongly Disagree 
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In Table 1, the first factor among the ethical marketing values is honesty, which 
received a mean score of 3.65 and a standard deviation score of 0.49. Based on these 
values, it can be interpreted that the respondents strongly agree that honesty influences 
their perceptions, pointing out that companies should be forthright in their dealings with 
customers and stakeholders. 

 
 The second ethical marketing value is responsibility, with a mean score of 3.69 
and a standard deviation score of 0.50. Based on the mean and standard deviation 
scores, it is shown that the respondents strongly agree that companies should be 
responsible in their marketing and accept the consequences of their tactics, indicating 
that it strongly influences their perceptions of these companies.  
 
 Fairness, the third factor, received a mean score of 3.80 and a standard deviation 
score of 0.45. The mean score indicates that respondents perceive fairness to be a 
notable aspect in relation to the marketing of the product. Additionally, the standard 
deviation score shows that most respondents strongly agreed on the importance of 
fairness in marketing and its influence on their perceptions of businesses. 
 
 Subsequently, the fourth factor of ethical marketing values is respect, and it scored 
a mean of 3.80 and a standard deviation of 0.45. As reflected in these scores, the 
respondents held a strong agreement regarding the importance of respect in marketing 
practices. Thus, companies’ acknowledgment of the human dignity of all stakeholders 
plays a significant role in consumer perceptions. 
 
 Respect is followed by respect, and transparency is the fifth factor. It received a 
mean score of 3.50 and a standard deviation score of 0.59. The results can be interpreted 
as the respondents expressed a strong agreement on the importance of transparency for 
a company to market its product or service, as it is a highly influential factor for them. 
 

Finally, the sixth factor is citizenship, attaining a mean score of 3.65 and a standard 
deviation score of 0.53. This shows that the respondents strongly agree with the 
importance of citizenship as an ethical marketing value. Additionally, the responses were 
relatively consistent among the respondents, indicating a collective attitude towards 
citizenship as an influential ethical value in marketing. Based on these results, it is implied 
that citizenship is important in marketing.  
 
Research Question no. 2. What is the degree of consumer trust based on the 
perspective of consumers? 
 
Table 2 
The degree of consumer trust based on the perspective of consumers 
 

Variables Mean SD Description 

I trust companies that are honest and forthright in 
their dealings with customers. 

3.78 0.59 Strongly Agree 
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I trust companies that take responsibility for the 
consequences of their marketing decisions and 
strategies. 

3.77 0.54 Strongly Agree 

I trust companies that prioritize fairness and just 
treatment of customers. 

3.79 0.54 Strongly Agree 

I trust companies that show respect for the basic 
human dignity of all stakeholders. 

3.83 0.50 Strongly Agree 

I trust companies that are transparent in their 
marketing operations. 

3.73 0.60 Strongly Agree 

I trust companies that fulfill their societal 
responsibilities and give back to the community. 

3.73 0.61 Strongly Agree 

Consumer Trust 3.76 0.48 Strongly Agree 

Legend  4.00 - 3.00 Strongly Agree  1.99 - 1.99 Disagree 
  2.99 - 2.00 Agree  1.00 - 0.99 Strongly Disagree 

 
Table 2 shows the degree of consumer trust based on the perspective of 

customers. The table depicts the mean and standard deviation for each variable, along 
with a corresponding description. All individual variables obtained a mean score of at least 
3.70 and a standard deviation score of at most 0.61. Entirely the overall mean score for 
consumer trust is 3.76, and the standard deviation score is 0.48. Altogether, the variables 
are interpreted as “Strongly Agree” and positive.  
 
Research Question no. 3. What is the relationship of ethical marketing values to 
consumer trust? 
 
 
Table 3 
The relationship of ethical marketing values to consumer trust 
 

Correlation 
between 

r-value Description p-value Remark 

Honesty and 
Consumer Trust 

0.86 High positive 
(negative) correlation 

0.000 Significant 

Responsibility and 
Consumer Trust 

0.84 High positive 
(negative) correlation 

0.000 Significant 

Fairness and 
Consumer Trust 

0.90 High positive 
(negative) correlation 

0.000 Significant 

Respect and 
Consumer Trust 

0.88 High positive 
(negative) correlation 

0.000 Significant 
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Transparency and 
Consumer Trust 

0.85 High positive 
(negative) correlation 

0.000 Significant 

Citizenship and 
Consumer Trust 

0.78 High positive 
(negative) correlation 

0.000 Significant 

Legend 0.00 - 0.30 (0.00 - 0.30) Negligible correlation       0.70 - 0.90 (-0.70 - 0.90) High positive (negative) correlation  
0.30 - 0.50 (-0.30 - 0.50) Low positive (negative) correlation  0.90 - 1.00 (-0.90 - 1.00) Very high positive (negative) correlation 

 0.50 - 0.70 (-0.50 - 0.70) Moderate positive (negative) correlation 

 
 Table 3 shows the result of the correlation to determine the relationship of each 
ethical marketing value to consumer trust. The results indicate that there is a high positive 
(negative) correlation between ethical marketing value and consumer trust. Furthermore, 
since the p-value (.000) is less than the assumed level of significance of .05, the 
relationship is statistically significant.   
 

First, the high positive correlation coefficient of 0.86 between honesty and 
consumer trust indicates a strong relationship between these variables. This suggests 
that as honesty increases, consumer trust tends to increase as well. The significant p-
value of 0.000 further confirms the reliability of this correlation. 
 
 Secondly, a correlation coefficient of 0.84 between responsibility and consumer 
trust indicates a strong positive relationship between these two variables. This means 
that as responsibility increases, consumer trust increases as well. Furthermore, the 
correlation coefficient is statistically significant with a p-value of 0.000, strengthening this 
relationship and indicating that it is unlikely to have occurred by chance. 
 

Subsequently, the high positive correlation coefficient of 0.90 between fairness and 
consumer trust suggests a strong relationship, indicating that as fairness increases, 
consumer trust tends to increase as well. Its relationship is statistically significant, with a 
p-value of 0.000.  

 
Afterward, the correlation coefficient of 0.88 between respect and consumer trust 

indicates a high positive relationship, suggesting that as respect increases, consumer 
trust tends to increase as well, with a statistically significant association (p-value: 0.000).  

 
Following, with a statistically significant connection (p-value: 0.000), the correlation 

coefficient of 0.85 between transparency and consumer trust suggests a high positive 
relationship between the two variables. As transparency rises, so does consumer trust.  

 
 Finally, with a correlation that is statistically significant (p-value of 0.000), the 
correlation coefficient of 0.78 between citizenship and consumer trust suggests a 
substantial positive relationship between the two variables. As citizenship rises, so does 
consumer trust. 
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DISCUSSION 
 

Research Question 1: What is the degree of influence of each ethical marketing value 
based on the perspective of consumers? (Honesty, Responsibility, Fairness, Respect, 
Transparency and Citizenship) 
 

Table 1 clearly revealed that respondents strongly agree on the importance of 
honesty in shaping their perceptions, emphasizing the importance of companies being 
forthright in their interactions with customers and stakeholders. There is a strong 
consensus that highlights the significant role honesty plays in shaping consumer 
perceptions. Consumers believe companies should be truthful, honor commitments, offer 
valuable products that meet their promises, and disclose conflicts of interest, reflecting 
the high importance placed on honesty in marketing practices. This collective underscore 
a strong agreement on the integration of honesty into marketing strategies, as reflected 
in the mean score. Mehta (2023) highlights honesty's crucial role in cultivating trust among 
customers, along with Nath (2023) who emphasizes its positive impact on company 
image and customer confidence. Additionally, Chaudhary (2023) advocates for honesty 
as a fundamental value essential for business success, while Gonzales (2023) proposes 
its proactive embrace as a preventive measure against crises. Conversely, Nath (2023) 
warns of the serious consequences of deception, underscoring its potential for trust 
erosion and reputation damage. However, Esoftskills (n.d.) offers a contrasting view, 
emphasizing the benefits of transparency and forthrightness in nurturing consumer 
confidence and loyalty. Overall, these insights affirm honesty's strong influence on 
consumer behavior and its critical importance in shaping effective marketing strategies. 
Thus, honesty emerges as a cornerstone principle that should be prioritized in companies' 
marketing endeavors. 
 

 Responsibility, with a mean score of 3.69 and a low standard deviation of 0.50, is 
recognized as a key ethical marketing value. Therefore, it is analyzed that consumers 
believe companies should be accountable for their marketing practices, prioritize 
customer needs, avoid coercion, and respect vulnerable market segments. There is also 
an emphasis on responsible environmental management and avoiding exploitation. 
Hence, the strong agreement suggests that responsibility significantly influences 
consumer perceptions and behaviors. According to The Investopedia Team (2022), 
integrating responsibility into marketing strategies leads to improved consumer 
perceptions. Ebisan (2024) emphasizes the necessity for marketers to prioritize 
responsibility in their practices, considering its considerable influence on consumer 
perception. Faust (2023) also highlights the increasing preference among consumers for 
companies demonstrating accountability, especially in today's ethical landscape. Threeps 
(2021) underscores the importance of responsible advertising in creating successful 
brands that resonate with consumers. Merchant North (2023) argues that responsibility is 
no longer optional but a fundamental aspect for long-term business success in a rapidly 
changing environment. Ultimately, responsible marketing, which prioritizes customer 
interests, contributes to trust-building, regulatory compliance, brand reputation 
enhancement, customer loyalty, and sustainability support, making it important for 
businesses to prioritize. 
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 On average, respondents perceive fairness as a significant aspect of product 
marketing, with a high level of agreement among them regarding its importance. The high 
mean score and low variability indicate a strong consensus among respondents on the 
importance of fairness in marketing practices, significantly influencing consumer 
attitudes. Consumers agree that companies should clearly represent products, avoid 
manipulative sales tactics, steer clear of unethical pricing strategies, and maintain 
impartiality and confidentiality. Blueprint for Business (2019) asserts that fairness 
profoundly influences consumer perceptions of companies, with positive perceptions 
leading to favorable outcomes. MBE Business Magazine (n.d.) further emphasizes 
fairness's importance in fostering successful relationships and long-term growth, 
advocating for equitable treatment of stakeholders to ensure fair value for all parties 
involved. This underscores the significant influence of fairness on consumer perceptions, 
highlighting the need to balance stakeholder interests in marketing endeavors. Similarly, 
FasterCapital (2023) stresses fairness's role in ensuring ethical conduct and equitable 
agreements, resonating with Farley's (2020) observations on its impact on customer 
loyalty. Moreover, Strategically (2023) and Opsmatters (2024) both underscore fairness 
as a fundamental principle in marketing, with Strategically noting its importance in 
cultivating loyalty and credibility and Opsmatters highlighting its role in legal compliance 
and reputation management. Collectively, these insights affirm fairness as a cornerstone 
of consumer behavior and underscore its crucial consideration in marketing strategies, 
emphasizing the necessity of balancing stakeholder interests. Thus, fairness remains an 
essential factor to uphold when promoting a brand and its offerings. 
 
 The findings show that the respondents collectively emphasize the significance of 
respect in marketing, reflecting strong agreement on its importance in shaping consumer 
perceptions. Consumers believe companies should acknowledge the dignity of all 
stakeholders, avoid negative stereotyping, listen to customer needs, and respect cultural 
differences in business relationships. Additionally, companies should value contributions 
from consultants, employees, and coworkers. Thus, the findings underscore the pivotal 
role of respect in shaping consumer attitudes within the electronic gadget industry. 
Likewise, Cultural Competency (n.d.) emphasizes the significance of understanding 
target markets through in-depth research and highlights the need to incorporate respect 
as an ethical principle in marketing. Wilson (2021) further supports this idea by 
emphasizing respect's role in fostering genuine engagement and trust, essential 
components of effective marketing strategies. Furthermore, Escha (2023) emphasizes 
the strategic imperative of inclusivity in marketing, advocating for cultural sensitivity to 
ensure global campaign effectiveness. Sanders (2022) and DoingSoon (2023) both 
highlight the importance of respecting customers' time, individuality, and cultural diversity 
in building long-lasting connections and brand loyalty. Glance (2022) expands this 
perspective by highlighting the reciprocal nature of respect in customer interactions and 
emphasizing the importance of balanced approaches for enhanced customer satisfaction 
and loyalty. Thus, the literature underscores respect's profound impact on consumer 
behavior and the necessity for marketing professionals to integrate it into their strategies, 
reflecting its crucial role in shaping favorable consumer experiences and driving positive 
business outcomes. 
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Transparency has significant results and is recognized as an important ethical 
marketing value, reflecting strong agreement among respondents on its significance. This 
indicates that transparency greatly influences consumer attitudes and behaviors. 
Consumers advocate for openness in marketing practices, including disclosing pricing 
details, affiliations, product sourcing, financial incentives, and customer feedback. 
Embracing transparency aligns with consumer expectations for ethical business practices 
and enhances integrity in corporate engagements. Wang et al. (2023) underscore 
transparency's positive impact on customer satisfaction and overall consumer perception, 
particularly in the digital age where informed decision-making is paramount. However, 
Anderson (2023) notes the challenges of transparency, emphasizing the need for 
companies to balance disclosure with strategic objectives and stakeholder expectations. 
Grier (2023) and Li (2023) further emphasize transparency's role in resolving 
misunderstandings, fostering trust, and setting businesses apart in competitive markets. 
Cheng (2023) identifies transparency as one of the key factors influencing trust, urging 
businesses to prioritize it alongside communication, consistency, competence, and 
empathy for sustained success. Mac Nab (2024) underscores the importance of 
transparency in addressing consumer concerns and fostering long-term loyalty. 
Collectively, these insights highlight transparency's positive impact on consumer behavior 
and relationships, underscoring the importance for marketers to prioritize transparency in 
their strategies. 

 
The last ethical marketing value is citizenship based on AMA’s Statement of Ethics. 

Citizenship, based on the results, is recognized as an important ethical marketing value, 
indicating strong agreement among respondents on its significance. This consensus 
suggests that citizenship significantly influences consumer perceptions and behaviors. 
Respondents emphasize the importance of companies contributing to communities 
through volunteerism, charitable donations, ethical supply chain practices, and supporting 
relevant causes. This collective sentiment highlights the growing expectation for 
businesses to engage in social welfare and uphold ethical standards actively. Notably, 
citizenship, encompassing economic, legal, philanthropic, and societal responsibilities, is 
essentially corporate social responsibility (CSR). Ko et al. (2023) emphasize CSR's 
significant impact on customer perspectives, highlighting citizenship's crucial role in 
shaping consumer views toward a brand. Weinger (2023) underscores the trust-building 
potential of practicing citizenship, noting that customer attraction increases as companies 
demonstrate commitment to CSR. Boockoff-Bajdek (2023) further emphasizes the 
growing importance of CSR in marketing, with transparency positively influencing 
customer behavior and relationships. Ipsos (2021) global studies echo this sentiment, 
emphasizing consumers' increasing expectations for socially responsible businesses. 
Despite potential challenges, such as costs and conflicts with profit motives, implementing 
CSR policies offers significant benefits, including increased profitability and enhanced 
reputation, as noted by Kielmas (2019) and Cooper (2023). Overall, the literature and 
data support the favorable impact of citizenship on customer behavior and relationships, 
urging marketers to prioritize its consideration in their strategies.  
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Research Question 2: What is the degree of consumer trust based on the perspective 
of consumers?  
 

Overall, the mean score of 3.76 indicates a high degree of trust among 
respondents towards companies practicing ethical marketing, with a low standard 
deviation of 0.48 suggesting strong alignment in responses. Consumers strongly agree 
with and trust companies that prioritize honesty, responsibility, fairness, respect, 
transparency, and citizenship in their marketing strategies. This indicates that ethical 
marketing values significantly influence consumer trust within the electronic gadget 
industry. This underscores the critical importance of consumer trust in business success, 
as highlighted by Lie et al. (2019), who found a positive correlation between consumer 
trust and satisfaction. Bishop (2023) emphasizes authenticity and transparency as key 
strategies for cultivating trust in the modern landscape, linking ethical marketing values 
with consumer trust. Similarly, Rzhevkina & Lim (2022) highlight how ethical marketing 
practices contribute to building consumer trust and loyalty, drawing from successful 
strategies observed in various brands. Fuchs (2022) suggests methods such as excellent 
customer service and transparency to build consumer trust, reinforcing the notion that 
ethical marketing practices influence consumer trust. Additionally, Chandrruangphen et 
al. (2021) found that product quality and price transparency, integral to ethical marketing, 
are crucial for building trust with consumers. Collectively, these findings suggest that 
consumers perceive companies that adopt ethical marketing values as more trustworthy, 
underscoring the importance of such values in fostering consumer trust. 
 
Research Question 3: What is the relationship of ethical marketing values to consumer 
trust? 
 

 The results in Table 3 indicate a significant positive correlation between each 
ethical marketing value and consumer trust. This suggests that integrating values such 
as honesty, responsibility, fairness, respect, transparency, and citizenship into marketing 
strategies consistently enhances consumer trust. 
 
 Table 3 presents correlation results indicating a strong positive relationship 
between each ethical marketing value and consumer trust, with statistically significant p-
values (.000). The results suggest that as honesty increases, so does consumer trust. 
Consumers prioritize honesty in companies' dealings, expecting truthfulness, product 
reliability, and commitment to promises. By adhering to these standards, companies build 
trust and integrity, encouraging consumer confidence and loyalty. Thus, applying ethical 
marketing values such as honesty fosters trust and strengthens relationships with 
consumers within the electronic gadget industry. The interpretation presented 
emphasizes how crucial honesty is to building consumer confidence in marketing 
initiatives. The need for honesty in marketing is strongly stressed from a variety of 
academic viewpoints. Mehta (2023) emphasizes how important it is for businesses to 
prioritize being honest in their activities and interactions because it helps to build 
consumer trust. According to Chaudhary (2023) and Nath (2023), honesty is a basic virtue 
that is necessary for building trust and integrity, both of which are critical for the long-term 
growth of a firm. Gonzales (2023) then expands on this topic by arguing that integrity 
fosters internal organizational coherence as well as consumer trust. Given the significant 
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statistical correlation between honesty and consumer trust, it becomes evident that 
honesty is fundamental to effective marketing and business practices. These findings 
emphasize the crucial importance of honesty not only in building consumer trust and 
loyalty but also in securing long-term success in business ventures. 
 
 The data presented in the table indicates a statistically significant correlation 
between responsibility and consumer trust. The correlation analysis reveals a strong 
positive relationship between responsibility and consumer trust, indicating that as 
responsibility increases, so does consumer trust. Consumers emphasize the importance 
of companies prioritizing responsibility in their marketing decisions and strategies, 
including meeting customer needs ethically, respecting vulnerable demographics, and 
practicing responsible environmental management. By adhering to these principles, 
companies demonstrate integrity and accountability, fostering trust and contributing to a 
sustainable business environment. Ultimately, embracing responsibility in marketing 
strategies enhances consumer trust within the electronic gadget industry. This analysis is 
backed by a number of scholarly sources. The Investopedia Team (2022) highlights how 
focusing on responsibility in brand marketing has a positive effect on consumer 
perceptions and increases brand trust. Faust (2023) also notes that there is a tendency 
in society to reward businesses that demonstrate responsibility, emphasizing the direct 
relationship between accountability and customer trust. According to Ebisan (2024), 
customers are giving responsible marketing practices more weight when creating 
perceptions about businesses, underscoring their critical role. They highlight how 
important accountability is to preserving customer trust, especially at a time when ethical 
issues are becoming more and more important. Collectively, these academic 
perspectives highlight how important it is to prioritize responsibility in actions and 
communications throughout marketing campaigns, as doing so helps to build customer 
trust, which in turn fosters favorable perceptions, loyalty, and long-term success. 
 

Fairness is a fundamental ethical ideal that directs firms to maintain openness and 
equity in their interactions with suppliers and customers, building trust and preventing 
dishonest tactics (AMA, 2017). The correlation analysis highlights a robust positive 
relationship between fairness and consumer trust, indicating that as fairness increases, 
so does consumer trust. Consumers prioritize fairness in business dealings, expecting 
transparent representation of products, avoidance of manipulative sales tactics, and fair 
pricing practices. Companies must also avoid conflicts of interest and prioritize privacy 
protection to foster trust. By upholding these principles, companies build integrity and 
fairness, enhancing consumer trust in their brand. Fairness is therefore, paramount in 
marketing practices for establishing and maintaining consumer trust within the electronic 
gadget industry. Both FasterCapital (2023) and Farley (2020) stress the value of treating 
customers fairly in order to develop customer loyalty and trust, as well as how important 
this is for maintaining long-term success and reputation. Furthermore, as stated by 
Strategically (2023) and Opsmatters (2024), fairness in marketing strategies has a 
beneficial effect on consumer trust, including talent attraction and cultural presentation, 
in addition to strengthening consumer loyalty and brand trust. Fairness, therefore, 
becomes a crucial component of marketing strategies, and its application has a beneficial 
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effect on customer trust and loyalty, highlighting its significance in promoting long-term 
success and growth. 

 
The findings highlight how important respect is to marketing and how crucial it is 

to building consumer trust. Consumers expect companies to value individual differences, 
avoid stereotypes, and prioritize customer satisfaction through attentive listening and 
understanding. Upholding these principles fosters trust by recognizing the human dignity 
of all stakeholders, including customers, employees, and partners. Companies should 
also demonstrate respect across diverse cultural backgrounds, fostering inclusivity and 
appreciation. Adhering to these standards builds consumer trust, emphasizing the crucial 
role of respect in establishing and maintaining positive consumer relationships within the 
electronic gadget industry. In order to create global marketing campaigns that are 
culturally sensitive, build trust, and succeed in dynamic market settings, Escha (2023) 
promotes diversity and honors diverse opinions. Sanders (2022) emphasizes respect's 
persistent influence on fostering connections and brand loyalty to strengthen its impact 
on customer trust and confidence. In order to establish confidence and encourage repeat 
business, DoingSoon (2023) emphasizes the value of customizing experiences and 
modifying marketing tactics for particular ethnic groups while also highlighting the 
significance of honoring consumers' time and individuality. Cultural Competency (n.d.) 
emphasizes the significance of conducting research and acquiring knowledge about 
preferences, demographics, and cultural norms in order to establish authentic interaction 
and trust with customers. Collectively, these findings demonstrate how important respect 
is in shaping consumer behavior. Marketing experts must, therefore, apply this ethical 
principle to their activities in order to build trust, loyalty, and long-term success. This 
emphasizes how crucial it is for brands to develop respectful marketing strategies in order 
to meet their goals. 

 
The correlation analysis indicates a strong positive relationship between 

transparency and consumer trust, showcasing that as transparency increases, so does 
consumer trust. Consumers emphasize the importance of companies communicating 
openly with stakeholders, disclosing product information, pricing details, and affiliations. 
Transparency builds trust and credibility in the marketplace by demonstrating a 
commitment to openness and accountability. To earn and maintain consumer trust, 
companies must prioritize transparency by openly sharing information about pricing, 
affiliations, product sourcing, and customer feedback. By adhering to these standards, 
companies enhance their reputation for integrity and reliability, fostering positive 
consumer relationships within the electronic gadget industry. Wang et al. (2023) agree 
that transparency, especially in the current digital era when it enables consumers to make 
informed decisions while limiting risks associated with secretive approaches, has a 
beneficial impact on customer happiness and overall consumer perception. Grier (2023) 
highlights the importance of transparency in marketing by highlighting how it clears up 
miscommunications among consumers, builds trust, and improves relationships. Li 
(2023) similarly highlights how openness sets companies apart from rivals and fosters 
client loyalty and trust. In addition to other elements influencing trust, Cheng (2023) 
identifies openness as a critical driver, highlighting its significance in building consumer 
trust. Ultimately, it becomes clear that transparency is a critical component of marketing 
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that influences customer behavior and relationships in a beneficial manner. As such, 
marketers and organizations must prioritize transparency in all of their operations to boost 
success. 

 
The correlation analysis reveals a strong positive relationship between citizenship 

and consumer trust, which demonstrates citizenship’s role in building consumer trust. 
Consumers expect companies to exhibit good citizenship by actively participating in 
community service, aligning philanthropic efforts with local needs, advocating for fair trade 
and ethical supply chain practices, and supporting charitable causes. By adhering to 
these principles, companies enhance consumer trust and cultivate a positive reputation 
within the community. Citizenship thus emerges as a crucial factor in building consumer 
trust, emphasizing the importance of integrating ethical citizenship practices into 
marketing strategies within the electronic gadget industry. According to Ko et al. (2023), 
consumers' opinions of corporate social responsibility have a significant impact on how 
they perceive brands as well as how they feel towards them. This shows how important 
citizenship is in influencing customer behavior. Ipsos (2021) further highlights the growing 
importance of consumers aligning with a company's purpose, especially when it comes 
to giving priority to social and environmental issues over profit concerns. This reinforces 
the importance of citizenship in consumer perceptions and trust. The advantages of 
incorporating citizenship into marketing initiatives are advocated by Boockoff-Bajdek 
(2023) and Cooper (2023), who emphasize how it improves employee happiness, 
customer relations, and brand reputation—all of which lead to a rise in consumer trust in 
company policies and products. In order to influence consumer views and behavior and 
ultimately contribute to marketing success, it is crucial to cultivate trust through a 
demonstrated commitment to citizenship. 

 
Research Question 4: What can be recommended to electronic gadget businesses 
regarding the specific ethical marketing values that can improve consumer trust? 
 

The researchers suggest recommendations for electronic gadget businesses to 
enhance consumer trust through specific ethical marketing values. This can be done 
through the following: 
 
Honesty in Building Consumer Trust in the Electronic Gadget Industry 

 
1. Truthfulness in Communication: Ensuring truthfulness in all communications, 

avoiding exaggerations or false claims. 
2. Delivering Value: Providing value and meeting expectations for quality and 

functionality. 
3. Standing Behind Products: Demonstrating commitment by offering warranties or 

return policies. 
4. Honor Commitments and Promises: Upholding commitments made to customers. 
5. Disclosure of Conflicts of Interest: Being transparent about any conflicts of interest 

in business relationships. 
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Responsibility in Building Consumer Trust in the Electronic Gadget Industry 
 

1. Avoid Exploitation: Avoiding exploitation of vulnerable demographics. 
2. Accountability for Product Quality: Taking accountability for product quality with 

warranties and responsive customer support. 
3. Social Responsibility Initiatives: Engaging in social responsibility initiatives like 

community outreach and charitable partnerships. 
4. Consumer Education and Empowerment: Educating consumers about responsible 

gadget usage and disposal methods. 
5. Accountability in Marketing: Practicing integrity in marketing campaigns to 

accurately represent products. 
 

Fairness in Building Consumer Trust in the Electronic Gadget Industry 
 

1. Equitable Service: Ensuring equitable service by treating all customers fairly and 
addressing concerns promptly.  

2. Integrity in Advertising: Practicing integrity in advertising to provide accurate 
information. 

3. Impartial Decision-Making: Ensuring impartial decision-making and avoiding 
conflicts of interest 

4. Privacy Protection: Protecting the privacy of all stakeholders. 
5. Community Engagement and Support: Engaging in community initiatives to 

support fairness and equality, such as diversity programs and social causes. 
 

Respect in Building Consumer Trust in the Electronic Gadget Industry 
 

1. Cultural Sensitivity: Tailoring campaigns with cultural sensitivity, avoiding 
stereotypes.  

2. Inclusive Representation: Featuring diverse individuals in advertising to promote 
inclusivity. 

3. Attentive Customer Service: Providing attentive and empathetic customer service. 
4. Personalized Communication: Personalizing communication using data-driven 

insights to respect customer preferences. 
5. Continuous Learning and Improvement: Investing in continuous research and 

education to adapt strategies respectfully to changing consumer needs and 
cultural norms. 
 

Transparency in Building Consumer Trust in the Electronic Gadget Industry 
 

1. Transparent Pricing: Ensuring transparent pricing by disclosing list prices and 
financing options. 

2. Disclosure of Affiliations: Being upfront about affiliations with groups or special 
interests. 

3. Product Sourcing Information: Providing clear product sourcing information to 
address consumer interest in ethical practices. 

4. Disclosure of Financial Incentives: Disclosing financial incentives involved in sales. 
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5. Sharing Customer Feedback: Sharing customer feedback to demonstrate 
commitment to customer service and improvement, fostering consumer trust. 
 

Citizenship in Building Consumer Trust in the Electronic Gadget Industry 
 

1. Environmental Responsibility: Implementing environmentally sustainable 
practices, such as reducing carbon emissions and using eco-friendly materials.  

2. Advocacy for Ethical Standards: Advocating for industry-wide adoption of ethical 
marketing standards. 

3. Fair Labor Practices: Ensuring fair labor conditions for workers. 
4. Philanthropy: Participating in philanthropic activities and supporting advocacy 

campaigns. 
5. Transparency in CSR Efforts: Being transparent about corporate social 

responsibility (CSR) efforts, including reporting on philanthropy and environmental 
impact. 

 
Conclusions 
 

The researchers investigated the impact of specific ethical marketing values on 
consumer trust in the electronic gadgets industry, addressing a gap in existing literature. 
They explored the influence of honesty, responsibility, fairness, respect, transparency, 
and citizenship on consumer trust among college students and employees at Chiang Kai 
Shek College. After completing a strenuous research process, the researchers made 
conclusions supported by the results and discussion. 

 
The conclusion emphasizes respondents' strong positive perception of ethical 

marketing values, including honesty, responsibility, fairness, respect, transparency, and 
citizenship. These values were deemed highly influential, as evidenced by consistently 
high mean scores. Supported by literature, each ethical value is shown to profoundly 
impact consumer behavior and relationships, fostering trust, loyalty, and brand reputation. 
Marketers are urged to integrate these values into their strategies to meet consumer 
expectations and contribute to a more socially responsible business environment. The 
conclusion highlights the importance of prioritizing ethical marketing values in marketing 
strategies and recognizing their significant influence on consumer perceptions and 
behavior. 

 
Table 2 illustrates a strong agreement among respondents to trust companies that 

uphold ethical marketing values, with an overall mean score of 3.76, indicating a high 
level of trust. This trust is evident across various marketing values, including honesty, 
responsibility, fairness, respect, transparency, and corporate citizenship, as shown by 
consistently high mean scores and low standard deviations. These findings suggest that 
companies in the electronic gadget industry can greatly benefit from aligning their 
marketing strategies with ethical values. 

 
Table 3 demonstrates a strong positive correlation between each ethical marketing 

value and consumer trust, with R-values of at least 0.78 and p-values of 0.000. These 
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results indicate that integrating ethical values into marketing strategies leads to increased 
consumer trust. Rejecting the null hypothesis, the findings underscore the significant 
influence of ethical marketing values on consumer trust, highlighting their crucial role in 
shaping business-consumer relationships. 

 
In conclusion, the researchers emphasize that adherence to ethical marketing 

values, including honesty, responsibility, fairness, respect, transparency, and citizenship, 
is crucial for electronic gadget businesses to establish strong consumer trust. They outline 
specific actions businesses can take within each value, such as being honest in product 
descriptions, using sustainable materials, practicing transparent pricing, avoiding 
stereotypes, and advocating for ethical standards. By implementing these ethical 
marketing values, businesses can differentiate themselves in the marketplace and build 
a foundation for the proposed Ethical Marketing Framework aimed at building consumer 
trust. 
 
Recommendations 
 

As concluded, consumers favor companies, particularly in the electronic gadget 
industry, that incorporate ethical marketing values into their strategies. Therefore, the 
researchers recommend integrating ethical marketing values, including honesty, 
responsibility, fairness, respect, transparency, and citizenship, into businesses' marketing 
strategies to increase positive brand awareness. This entails being honest in product 
claims, demonstrating responsibility in environmental and social practices, ensuring 
fairness in pricing and promotions, respecting consumer privacy and preferences, 
maintaining transparency in communications, and actively contributing to societal well-
being. By prioritizing these values, businesses can build trust and loyalty among 
consumers, contributing to a socially responsible and ethical business environment while 
enhancing brand reputation and fostering long-term success for both consumers and the 
industry. 

 
The findings suggest that companies in the electronic gadget industry should 

prioritize adopting ethical marketing values in their strategies to enhance consumer trust 
further, as the results illustrate the high degree of consumer trust associated with ethical 
marketing values. Consumers place significant emphasis on these values when deciding 
whether to trust a company, indicating their importance in building trust between 
companies and their customers. Therefore, applying ethical marketing values into 
strategies can contribute to the establishment and development of consumer trust. 

 
As indicated by the strong correlation between consumer trust and individual 

ethical marketing values in Table 3, the recommendations highlight the importance of 
incorporating ethical principles into marketing strategies within the electronic gadget 
industry. Marketers are advised to prioritize honesty, responsibility, fairness, respect, 
transparency, and corporate citizenship in their communications and practices to build 
consumer trust. By consistently aligning with these ethical values, companies can 
positively differentiate themselves in a competitive market and cultivate long-term 
relationships with their customer base. Investing in initiatives demonstrating a social and 
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environmental responsibility commitment can enhance trust and contribute to sustainable 
growth. 

 
Furthermore, electronic gadget businesses should prioritize integrating ethical 

marketing values, including honesty, responsibility, fairness, respect, transparency, and 
citizenship, into not only marketing communications, but marketing operations as well. 
This involves being truthful in product descriptions, delivering value, fulfilling 
commitments, and demonstrating responsibility through sustainable practices and social 
initiatives. Fairness in pricing, customer service, and advertising should be ensured, while 
marketing approaches should be respectful and transparent. By adhering to these values, 
businesses can build trust and loyalty, and differentiate themselves in the marketplace, 
laying the groundwork for sustained success. 

 
Future researchers should explore the impact of ethical marketing values on 

consumer trust across diverse industries, considering cultural variations. The researchers 
also suggest applying different ethical frameworks beyond the AMA’s Code of Ethics for 
a comprehensive understanding. Diversifying study populations by exploring different 
educational institutions can provide valuable insights. Additionally, it is recommended that 
challenges in implementing ethical marketing values and their manifestation be 
investigated through specific marketing channels, such as social media and traditional 
advertising. Future researchers may also opt for qualitative methods, which can 
complement quantitative findings. Assessing the correlation between ethical marketing 
values and corporate social responsibility initiatives, considering regulatory 
environments, and collaborating with practitioners also offer practical implications. Lastly, 
future research should involve relevant stakeholders rather than solely relying on external 
participants to ensure credibility and relevance in exploring ethical marketing values. 
 
Compliance with Ethical Standards  
 

The researchers ensured that all ethical standards were strictly observed in the 
conduct of this study. Informed consent was obtained from all respondents prior to their 
participation, and they were made fully aware of their right to withdraw from the study at 
any time without penalty. The anonymity of the respondents was maintained throughout 
the research process to protect their privacy and confidentiality, and this would continue 
to be done. Furthermore, the researchers safeguarded the well-being of the respondents 
by minimizing any potential risks associated with participation. No conflict of interest 
existed during the execution of this study. The researchers adhered to strict anti-
plagiarism policies, ensuring that all sources were properly cited and that the study was 
free from any form of plagiarism. Finally, the findings were interpreted without bias. The 
study provides an objective and accurate representation of the data. The results of the 
study are intended solely for academic and research purposes. 
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