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One of the most important factors that increasingly shapes the thoughts and
behavior of buyers is the observance of ethical marketing in today's businesses.
Maintaining a relationship with the consumer and building brand loyalty are the
main challenges in the current marketing environment. Creating a good brand
image in the customer's mind is essential for companies to survive and gain a
competitive advantage in today's turbulent market. The purpose of this study is
to investigate the effect of ethical marketing on brand image through social
responsibility mediation in Ardabil food industry. This applied research is
descriptive-correlational in terms of method. The statistical population of the
present study included consumers of products of Ardabil food industry
companies, from which 384 people were selected based on Morgan’s table and
available sampling method to answer the questionnaires. The results of Structural
Equation Modeling (SEM) test using PLS Software showed that ethical marketing

Keywords: has a positive and significant effect on social responsibility and brand image and
Ethical marketing, Brand | g,cia] responsibility plays a mediating role between ethical marketing and brand
image, Social image. The findings of this study can be effective in moving the companies to pay

responsibility more attention to the brand image.
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Extended abstract

1. Introduction

The focus of a company's marketing
programs is on achieving customer loyalty.
Such loyalty is often reflected in the
formation of a favorable attitude towards
the company in relation to the company's
brand image and product evaluation. The
main goal of improving the brand image is
to increase the competitive advantage. In
today's rapidly changing marketing
environment, building strong
relationships and brand loyalty is even
more important for companies. Strategies
that focus on such (common) issues
increase consumers’  interest  in
purchasing products or services from such
companies (Bertco et al., 2013; Bronk,
2012). The concept of brand image
includes the types of intangible and
tangible consumers’ perceptions or links
related to a brand that are formed by
cognitive, emotional and consumers’
evaluation processes (Shabir et al., 2017).
Brand image, as a decision-making factor,
is influenced by consumers' perceptions
and experiences and reflects their general
knowledge about a particular brand
(Badiman, 2015).

Ethical marketing is defined as a social-
managerial process by which individuals
and groups meet their needs and wants
through the production and exchange of
goods with each other and emphasize the
observance of ethical norms in marketing
(Hunt & Whittle, 2016). Ethics in marketing

derives from the relationship of the
marketing managers with the members of
the organization, consumers, as well as
competitors, and involves public opinion
in the exchange process (Lund, 2000).

2. Research Method

This research is descriptive-correlational
in terms of its practical purpose. The
statistical population of the study
consisted of the customers of the products
of Ardabil food industry companies, from
which 384 people were selected based on
Morgan’s table and available sampling
method to answer the questionnaires.

Analysis of Research Data
and Findings

In Structural Equation Modeling (SEM),
the size and sign of these parameters are
determined. Figures (1 and 2) show the
research models in terms of estimation
and significance of factor loads and path
coefficients. According to these models,
factor loads and path coefficients can be
estimated and then tested. All coefficients
are tested using t-statistic.

According to the factor loads, it can be
said which variable contributes more to
the measurement of the relevant structure
and which variable contributes less. In
other words, an indicator that has a larger
factor load has a greater share in the
measurement of the relevant structure,
and an index with a lower factor load has a
smaller share.
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Figure 1 Research model in the case of estimating path coefficients
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Figure 2 Research model in the significant state of coefficients

Assessment of Model Fit GOF= V((Communalities) *(R™2 )~ )=
In this section, the fit of the overall model V("0/63" x"0,/604" }="0/617 "

based on the GOF criterion is examined.
Considering the mean of common values
of structures (common values of first-
order structures) and the mean of R2 for
all endogenous structures of the model,
the GOF value for the overall fit of the
present research model is equal to:

Considering the three criteria values of
0.01, 0.25 and 0.36 as weak, medium and
strong values, the value of 0.617 for GOF
indicates a strong overall fit of the
research model.
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Hypothesis

3. Discussion and Conclusion
The present study has been conducted
with the general purpose of investigating
the effect of ethical marketing on brand
image through the mediation of social
responsibility. Findings showed that
ethical marketing and corporate social
responsibility are both important factors
in associating a positive mental image of
food brand companies with more and
more companies adhering to internal
marketing (honesty, fairness,
confidentiality and adherence).
Furthermore, fulfilling social responsibility
(economic, legal, moral and humanitarian
responsibility), due to the lower degree of
differentiation of products of food
companies, can be an important factor in
strengthening the brand image of the
company and gaining a sustainable
competitive advantage.

Since the observance of ethics in
marketing and advertising affects the
better image of the company brand as well
as long-term interactions, loyalty and
consumer trust, it is recommended at all
levels of the company, especially in
marketing and advertising. Different
dimensions of ethical marketing (honesty,
fairness, confidentiality and adherence to
ethics) should be seen as an important
element of the company's mission, vision
and culture to become institutionalized in

Ethical marketing affects brand image
Ethical marketing affects social responsibility
Social responsibility affects brand image

Table 1 Investigation of the direct coefficients of the model

T Statistics | (B)

693/5 452/0
075/18 700/0
394/6 466/0

the company over time. This can have a
significant impact on a positive brand
image.

Implementing the company's social
responsibilities will cause a positive
mental image in the minds of the
consumers and the positive mental image
will increase the consumer's positive belief
in that brand. Companies that pay more
attention to the environmental issues and
put these issues at the top of their agenda
create a more positive image in the minds
of the consumers, which leads to
consumer satisfaction and loyalty to the
company's products.

Overall  conclusion  shows  the
undeniable impact of ethical marketing
and corporate social responsibility of
companies to better promote the brand
image, which is manifested in the form of
cultivating brand loyalty and compliance
with customers. Adherence to marketing
ethics and social responsibility by food
companies, in all its functional dimensions,
can in practice lead to the creation and
strengthening of positive attitudes
towards the brand image and increase the
brand equity. The suggestions presented
in various studies have been emphasized
by Lee and Jin (2019), Ebrahimzadeh and
Asgari (2019), Etemadi et al. (2016), and
Nowruz Larki and Tabesh (2018).
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