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Abstract: The aim of this study is to develop a new performance evaluation tool that is stringently
applied to the hotel chains, considering the associated ethical marketing dimensions to measure its
proper strategic, tactical, and operational role and impact within hospitality marketing management
plans, campaigns, and strategies implemented. A Delphi technique was conducted as the selected
research qualitative method, comprising three rounds. A total of 23 panel participants, such as
directors and managers of marketing, e-commerce, sales, and branding, completed all three rounds.
Two major areas of ethical marketing, internal and external, both divided into five dimensions,
each with underlying items, were found to comprise the ethical marketing model for luxury hotel
chains: (1) internal area of marketing (with five dimensions: integration, training, equal opportunities,
performance evaluation, and smart policies) and (2) external area of marketing (with five dimensions:
stakeholders, booking platforms and CRM, marketing plan, digital marketing campaigns, and social
media platforms). The study concludes with useful insights and remarks. The generalisability of the
results may be limited owning to the partial or not full applicability across all luxury hotel chains. The
model still needs to be empirically applied in luxury hotel chains to enrich its robustness, covering a
wider spread of four- and five-star luxury hotels. There is a growing potential for researchers, hotel
decision makers, and marketing and sales managers and directors to achieve many advantages and
benefits from the proposed model, supporting the efforts for ethical marketing theory and practice,
such as hotel brand positioning strategies and formulation of more targeted and finely tuned ethical
marketing strategies, tactics, and plans. This is the first study to develop and validate a performance
evaluation tool of ethical marketing for luxury hotel chains. This pioneering approach extends the
scope into ethical marketing because this model has never been used in this area.

Keywords: ethical marketing; Delphi method; model development and validation; luxury hotels

1. Introduction

In general, “business ethics is a study of business activities, decisions and situations
where the right and wrongs are addressed. Businesses have become a major provider to the
society, in terms of jobs, products and services” [1] (p. 93). Furthermore, business ethics are
important because they enable the benefits and also the problems related to ethical issues
within the company to be identified in addition to the fact that business ethics provide clues
for new directions for the present as well as a traditional perspective and view of ethics [2].

The field of ethical marketing research is growing, extending to the ethical dimensions
of marketing [3]. In the marketing context, there are several ethical critics related to
major issues that have gained international attention, namely liability of products, product
dumping, false or misleading advertising, personal selling tactics, price gouging, foreign
child labour, or low-income marketing, among many others (e.g., [3–5]).

Nowadays, it is widely acknowledged that ethical marketing stands out as increas-
ingly called for, with emergent, recognized, and valid issues in the hospitality customer’s
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behaviour. “Despite extensive and thoughtful effort devoted to marketing ethics scholar-
ship over the past several decades, the incidence of ethical violations in marketing practice
remains high” [6] (p. 39). Although some models of marketing ethics were developed
with the intent to help marketers to achieve the identifications and evaluation the ethical
issues, in fact, these frameworks are mostly only known as an “add-on” by the majority of
marketing scholarship [6]. In light of this, new approaches, paradigms, and advances are
required in hotels’ marketing performance.

Renowned international entities such as the Global Reporting Initiative [7] as well
as the Global Compact [8] recognise the importance of ethical behaviour in business com-
munication. In fact, business ethics has a strong impact and role in companies’ behaviour
and decisions underlying their marketing campaigns [9]. As Robertson, Voegtlin, and
Maak [10] and da Costa et al. [11] stated, in recent years, ethics in companies have naturally
increased worldwide through conferences, forums, and congress, leading the promotion of
ethical practices, models, and studies in this subject. From another perspective, de Bakker,
Rasche, and Ponte [12] attested that it is truly essential to approach business ethics in com-
pany marketing campaigns with the purpose of understanding how the ethics dimensions
relate to types of marketing campaigns and the extent to which they influence company
performance levels (e.g., return).

Although hospitality ethics studies represent a minority of the body of research in this
field, over the last 10 years, this area has gained increasing attention. However, there is
a need to continue to develop knowledge about ethics in hospitality by providing more
explanatory value for ethical practices in hospitality [13]. As research topics, Myung [13]
suggested that theoretical frameworks need to be clearly defined and rigorously applied
and tested, and further exploration and discussion of various ethical issues require further
research because hospitality ethics research remains at an early stage in its theoretical
discovery and description. “Ethically managed hotels show deference to the rights of all
stakeholders while not diminishing business value” [14] (p. 10). Currently, there is no
ethical marketing framework to analyse and evaluate the performance in the context of
the hotel industry. Upon the bases of what dimensions and variables a hotel marketer can
define and assess, what is largely appropriate, suitable, right, or acceptable in domestic
and international hospitality business when addressed in strategic, tactic, and operational
marketing plans? Hence, the formulated research question that guides this study is as
follows: How can the way in which hotel chains act in ethical marketing be evaluated?

Thus, this study aims to address a set of two specific objectives, namely (1) developing
a tool that allows one to analyse and evaluate the ethics marketing practices in luxury hotel
chains’ promotional campaigns and (2) to develop and validate an ethical marketing model
for luxury hotel chains. Luxury hotel chains are based on high requirements, standards,
and assessments of the leading quality assurance, which are recognized worldwide by the
trade and customers. In addition, it is noteworthy that there are many companies that only
focus on selling their products and also attracting new customers by means of marketing
plans and campaigns without ethical issues [15]. Consequently, this study aims to address
this directly identified cutting-edge gap.

This study is structured into four sections addressing the following areas: a literature
review on ethical marketing, the methodology approach using a qualitative study based
on the Delphi method, and the results and discussion supporting the development and
validation of model. Finally, the main conclusions and findings are highlighted, and
in addition, the research contributions, implications for management, limitations, and
suggestions for future research are presented.

2. Literature Background
2.1. Scope and Definition of Marketing Ethics

The scope of the definition of ethical marketing is complex and extensive in the lit-
erature not only over the last 30 years but also over different time intervals, making it
difficult to summarise and review a consensual definition of ethical marketing. However,
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the two most-cited marketing ethics definitions that are dominant in the literature review
are mentioned. Murphy et al. [16] (p. 27) defined marketing ethics as “the systematic
study of how moral standards are applied to marketing decisions, behaviours and insti-
tutions”. Gaski [17] (p. 316) considered marketing ethics as “standards of conduct and
moral judgement applied to marketing practice”. In addition, there is a gap regarding
an actual definition of marketing ethics, as surprisingly few authors have made such a
contribution [18]. Toward this direction, the typical problem with universal application of
ethical marketing codes is that ethical standards vary across institutional, organisational,
and business environments and from culture to culture [18].

2.2. Ethical Marketing—A New Definition

To bridge the aforementioned research gap in terms of the absence of a complete
and current definition of ethical marketing, there seems to be a need to move forward in
developing a new concept of ethical marketing that leads to the issue of modernity and
brings it up to date. Hence, a new broad redefinition of the concept of ethical marketing is
proposed, namely that the ethical marketing concept is composed of an amalgam of internal and
external conduct codes in twelve top dimensions, such as (1) decent work of manufacturing staff;
(2) brand equity; (3) sustainable production, distribution, and trade; (4) transparency of criteria in
selection of key suppliers; (5) satisfaction of all stakeholders; (6) suitable distribution channels; (7)
trust in the customer relationship; (8) privacy/security of customer data; (9) legal revenue sources;
(10) balanced cost structure; (11) smart retail marketing mix; and (12) consistency in channels
and platforms of promotion/sales/payment. The basis of this proposed definition consists of a
summary amalgam of boundaries, issues, trends, and assumptions derived from the gaps
that the proposed model fills out.

2.3. Ethical Consumption and Ethical Consumer

Generally, the global consumer society is characterised by various types, forms, and
habits of consumption. In fact, the consumer plays a decisive role in making organisations
accountable to society [19].

Ethical products do not harm the environment or society, i.e., no process, production,
individual, animal, or raw material is used in an unethical way. Conversely, unethical
products are considered those that harm society as a whole, resulting from inappropriate
behaviour by the organisation at the process or production level through manufactured
products that are considered potentially harmful to consumers [20].

In the field of ethical consumption, some authors (e.g., [19]) argue for three types of
ethical consumption, namely positive ethical consumption, negative ethical consumption,
and the action of the ethical consumer action (Figure 1). Positive ethical consumption refers
to the selection of ethical products at the time of purchase instead of other products that are
considered unethical or that have unknown characteristics. Negative ethical consumption
is supported in the boycott of unethical products, in which consumers refuse association
with certain issues (e.g., animal testing and captive breeding). As the third and last type,
ethical consumer action is the result of both lobbying and direct actions for the purpose of
influencing other consumers

Furthermore, regarding ethical consumers, there are three profiles of consumers: the
activists, the ethical, and the semi-ethical. Activists are recognised as the main advocates of
ethical consumption, as they compare products and encourage other consumers to learn
about and try ethical products. Ethical consumers want more information about the ethical
products they buy. Finally, semi-ethical consumers consume ethical products irregularly
and generally only buy more if they are influenced and if the products are more appealing
and easier to access [19].

From another perspective, Carrigan and Attalla [20] classified consumers into four
types based on their ethical awareness and ethical purchasing intention. Unaware con-
sumers possess a low level of ethical awareness and low ethical purchase intention. Con-
fused and uncertain consumers demonstrate a low level of ethical awareness yet exhibit
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high ethical purchase intention. Cynical and disinterested consumers have a high level of
ethical awareness but nevertheless have no purchase intention. Finally, careful and ethical
consumers obtain sufficient information about the social responsibility of organisations
and are highly ethical in their purchasing activities.
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2.4. Principles of Marketing Ethics

Marketing ethics refers to the standards and norms that define acceptable conduct,
presupposing a relationship of trust between the consumer and the product. This is based
both on the qualities shown by the product and on the consumer’s perspective, assuming
that it corresponds to what was communicated by the organisation. Marketers must keep
up with changes and trends in societal values in order to promote socially responsible and
ethical behaviour [21,22]. “The high visibility of marketing activities and managers efforts
to administer their firms’ relationships with its stakeholders, continue to keep ethics among
the most challenging issues for marketing managers and academics alike” [5] (p. 256).

The main milestones in the field of ethical marketing research indicate that there are
several perspectives that generally converge among the various authors. Thus, ethical
marketing is categorised into different sub-disciplines, such as advertising and pricing
(e.g., [23,24]). Moreover, other authors [17,25] characterise ethical marketing in the norma-
tive and positive category, whilst others [26] alternatively advocate a combination of these
two categories.

Over the years, Hunt and Vitell [25] pioneered the general theory of marketing ethics
(Figure 2), recognised as the most widely used by scholars and practitioners in approaches
of marketing ethics management, among the other models and frameworks developed to
support ethical decision making in marketing [25–27]. This model, the general theory of
marketing ethics, attempts to “explain the decision-making process for problem situations
having ethical content” [25] (p. 5).

Within marketing ethics, the most recognised and referenced standard model of
ethical marketing is divided into four major dichotomies, such as positive/normative and
micro/macro, as well as categorised by a set of functional areas of marketing ethics ([3]).
Table 1 presents the categorisation of marketing ethics divided into normative and positive
according to the macro and micro context.

In Table 2, the topical areas of marketing ethics are shown, followed by three areas
with related topics covered in research on marketing ethics.
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Table 1. Categorisation of marketing ethics. Source: adapted from Hunt [28], Hunt and Vitell [25],
and Gaski [17].

Normative Positive

Macro

- What should be the role of marketing ethics in a
free-enterprise, private-property system?
- What should be the role of marketing ethics in
non-democratic societies and transitional societies?
- What should be the relationship between
law and ethics?
- What should be marketers’ role in helping to solve
societal problems?
- What should be marketers’ ethical responsibility
toward the society?
- Which ethical position should marketers take when
acting in foreign cultures with different value systems?
- What should be the role of consumer sovereignty?
- What should be marketers’ responsibility toward
vulnerable consumers?

- What is the role of marketing ethics in a
free-enterprise, private-property system?
- What is the role of marketing ethics in
non-democratic societies and transitional societies?
- What is the impact of laws on marketing ethics?
- What are marketers doing to help to solve
societal problems?
- What is the ethical decision-making process of
aggregated groups of marketers?
- What is the relationship between ethics and profits?
- What are marketers’ differing value
systems across cultures?
- What are universally accepted ethical norms (if any)?
- What is the role of consumer sovereignty in
marketing decisions?

Micro

- How should firms define their ethical responsibility?
- How should firms make ethical decisions
in marketing?
- How should firms deal with specific
ethical challenges?
- How should firms implement marketing ethics?
- How should a code of conduct be designed?
- How should firms train marketing ethics?
- How should marketers cope with intrapersonal
value conflicts?

- What are common ethical dilemmas?
- How do firms define their ethical responsibility?
- How do firms implement marketing ethics?
- How do firms train marketing ethics?
- What is the role of codes of conduct?
- How are marketers coping with intrapersonal
value conflicts?
- What are the conflicts between personal values and
the marketer’s occupational role?
- What is the ethical decision-making process in firms?
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Table 2. Topical areas of marketing ethics. Source: Nill and Schibrowsky [5] (p. 258).

Areas Issues Related to:

Functional areas

Product

Price

Place

Promotion

Subdisciplines of marketing

Sales

Consumers/consumption

International marketing

Marketing ethics education

Related marketing research

Social marketing

Internet marketing

Law and ethics

Specific ethics-related topics

Ethics and society

Ethical decision-making models

Ethical responsibility toward marketers’
stakeholders

Ethical values

Norm generation and definition

Marketing ethics implementation

Relationship between ethics and religion

Discrimination and harassment

Green marketing-related issues

Vulnerable consumers

Marketers have the autonomy to control what they say to customers, where they
say it, and how they do it. When mass media, such as television or radio programmes,
products or promotional materials are perceived as offensive in certain types of events, they
often create strong negative reactions in customers. This is the case with a promotion that
uses stereotypical images or uses gender as a feature or element, which some individuals
consider as offensive [27].

Advertising is one of the most pervasive and powerful phenomena in the contempo-
rary world, denoting a social, economic, and ethical influence on culture, lifestyle, con-
sumption, and daily choices. The consumer is deeply influenced by advertising in the way
it is perceived and in the evaluation of relationships, behaviours, values, and judgements.
When advertising is good, it incites the consumer to choose and act rationally. Conversely,
a bad advertisement has an opposite effect on the consumer, influencing them to make bad
choices, turning them into destructive actions for both themselves and society [28].

2.5. Ethics and Ethical Marketing in the Hospitality Industry

Currently, ethical tourism is a widely established concept, with its genesis stemming
from sustainable tourism [29], with the difference that an ethical hotel is a broader term
compared to a green hotel. Ethical tourism comprises consideration and responsibility
covering the physical environment and human and cultural heritage of destination coun-
tries [30]. In the hospitality industry, ethics has been recognised as one of the most relevant
issues [31]. This is due to the contending complexities directly associated with managing
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ethical behaviour reflected in a working environment with many frequent ethical issues,
diverse individuals, and also worldwide locations [32].

Stevens [33] advocated that ethical management means serious business for hoteliers,
as they are responsible for ethical leadership and communicating organisational standards.
Within this context, Stevens [33] summarised six ethical issues of hotel managers, such as (1)
lack of employee work ethic/low industry pay; (2) diversity issues; (3) guest and employee
theft; (4) maintaining rate integrity; (5) issues with contracts/management companies and
owners; and (6) lack of ethics by guests. With the intention of establishing customer loyalty,
maintaining a cohesive team of hoteliers and building trust with commercial stakeholders,
hospitality organisations have established a set of ethical standards and instituted ethical
practices [34–38]. The ethical issues in the hospitality workplace should be embedded and
repeatedly emphasised and discussed in this industry [36].

Although there are many studies on ethical behaviour, they are almost entirely related
to industry and corporate business. In fact, research on applied ethics in the hospitality
industry has been very scarce [39–41]. Therefore, the topic of ethics education in hospitality
has been considered a growing trend in the last two decades, which encourages the industry
through the benefits it can obtain [42].

There is agreement among professionals in the hospitality industry that ethics is
undoubtedly one of the most important and addressed issues [43]. In the hotel sector,
ethical consumption generally has a positive connotation (e.g., customers prefer to stay
in a green hotel) [44]. Nicolaides [14] argued that the intense competition throws up
challenges for managers to increase profits while simultaneously confronting an endless
array of ethical dilemmas in their daily operations related to marketing their real estate
services and products with sincerity. Moreover, “a hotel exuding an ethical climate reduces
turnover, and augments service quality and guests’ experiences. Ethical practices in any
shape or form are likely to increase a hotels’ employees’ productivity and result in higher
profits” [14] (p. 2).

3. Methodology
3.1. Delphi Technique

The Delphi method was applied using the three-stage procedure process (as shown
Figure 3) according to Donohoe and Needham [45], who reviewed the Delphi techniques
applied in tourism. Avella [46] argued that the Delphi method can be particularly advanta-
geous in types of research where there are multidisciplinary issues.

Delphi is recognised as one of the most suitable techniques to conduct and validate a
type of study of this nature due to the fact that it allows intensive and broad exploration
of the participants’ viewpoints by carrying out the associated stage rounds composing
the approach of this method [45]. Through a specific question, the Delphi method aims
to develop a range of relevant arguments and allows exposure of the reasons behind the
different opinions, taking into account the participants in the panels [46,47]. The Delphi
Technique remains a widely used tool for gathering input on real-world problems or
scenarios [48]. Specifically, the most important consideration when conducting a Delphi
study is that participants selected are qualified in order to determine the quality of the
study’s outcomes overall [48].

Given the inherent complexity of the ethical marketing concept, it is assumed that
the research process will require participants to engage with complex issues identified
related to ethical marketing dimensions in the context of luxury hotels. It is suggested that
a qualitative Delphi technique is likely to provide a forum amongst previously selected
anonymous panellists in which to respond in depth, without any judgement from other
participants in the panels.
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3.2. Preparation Stage: Sample Design and Data Collection

Regarding the participants for this study, they were chosen according to the identifi-
cation of a homogeneous standard, which was based on the analysis of the identification
of their advanced knowledge, skills, and abilities (KSAs) to support the uniform selection
among them. Based on these assumptions, a total of 23 participants took part in this study,
in line with the consensus sample definition parameters of renowned authors (e.g., [48–52])
who advocate that the sample should range between 10 and 35 participants. Given this,
it can be inferred that 23 participants in this study is considered an optimal number to
achieve accuracy of results. The participants’ sociodemographic profile regarding age,
gender, and nationality as well as education is characterized as follows: the age range is
between 30 and 55 years old; 10 participants are male, and 13 are female; and as regards
education level, all participants have degree-level education, and some also have a Master’s
degree; and Portugal, Brazil, Dubai, France, Italy, Spain, Tunisia, Qatar, Southern Europe,
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and the USA are the nationalities of the participants. The participants’ profile averages
five years of experience in international four- and five-star luxury hotel chains and groups
of recognised reputational value in the worldwide tourism and hospitality industry as
well as their professional roles and positions cumulatively endorsed by their peers and
stakeholders. Additionally, Table 3 shows the participants’ information as well as their pro-
fessional position and hotels classification. Sample selection was considered on the basis of
the position of Marketing and Sales Director and the position of Brand and Sales Manager.

Table 3. Participants information.

Participants Position Hotel Classification

5 Marketing Director 4 and 5 stars
2 Marketing Manager 4 and 5 stars
3 Sales and Marketing Director 5 stars
1 General Marketing and Sales Director 5 stars
1 Cluster Director of Sales and Marketing 5 stars
1 Area Director of Sales and Marketing 4 and 5 stars
1 Brand and Sales Development Manager 4 and 5 stars
1 Brand Manager 4 and 5 stars
1 Marketing and Communication Director 4 and 5 stars
3 Sales Director 5 stars
3 Marketing and E-Commerce Director 4 and 5 stars
1 Marketing, CRM, and Loyalty Director 5 stars

The three rounds, in an online meeting format (software e-Delphi.org) (e-Delphi
privacy policy is fully GDPR (EU General Data Protection Regulation 2016/679) and U.S.
Privacy Law compliant) due to the outbreak of pandemic crisis, lasted from 60 to 90 min and
were transcribed. At the beginning of each of the three rounds, the researchers explained
the research ethics and the main purpose of the study as well as the expected aims. Initially,
30 participants were expected to participate, but then, prior to round 1, some informed that
they could not guarantee availability for all rounds given the period in which they were
scheduled. Table 3 presents the details of the participants’ information, namely their roles.

4. Results
4.1. Convergence Stage: Delphi Rounds

In the first round (round 1), three management, marketing, and tourism researchers
separately summarised and coded the received responses related to the potential dimen-
sions divided into internal and external areas. Then, the data were compared, the differ-
ences simplified, and the final list with the five underlying dimensions derived from each
of the two areas was compiled (Table 4). In the second round (round 2), the five dimensions
of the internal areas were coded, and the five dimensions of the external areas referred to
above were re-presented to the group of participants (Table 5). In the third and final round
(round 3), the dimensions and items from both areas were properly combined and ranked
as the final model (Table 6), with 50 items (22 items in the dimensions of the internal areas
and 28 items in the dimensions of the external areas) in total. Round 1 was held in October,
round 2 in November, and round 3 in December 2021, respectively. The high response
rate throughout the various rounds is noteworthy, as the total sample of 23 participants
effectively participated in all three rounds not in a face-to-face format but in an online
meeting format (e-Delphi), mainly due to the geographic and scheduling constraints of
each participant as well as the pandemic crisis, thus ensuring their full attendance.

Regarding the final validation of the ethical marketing model for luxury hotel chains,
consisting of a performance evaluation tool based on a framework, a set of assessment
criteria was included. It ranges from 0 to 4 (0—no development, and 4—total development)
comprising both areas (internal and external) and closing with the global result expressed
in a final score of 200 points, ranging from very poor level (0–49 points) to excellent level
(190–200 points) in this framework (as shown below in Table 7).
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Table 4. First round results.

Internal Areas and Dimensions External Areas and Dimensions

Integration Stakeholders

Training Booking Platforms and CRM

Equal Opportunities Marketing Plan

Performance Evaluation Digital Marketing Campaigns

Smart Policies Social Media Platforms

Table 5. Second round results.

Internal Areas and Dimensions External Areas and Dimensions

Integration Stakeholders

n Mission, vision, and values
n Strategic, tactic, and operational goals
n Welcome session for hoteliers
n Good working environment
n Personal and professional integrity
n Job description manual for hoteliers
n Explanation of standard operating procedures
n Ethical code/manual of the hotel
n Career development levels

n Prospection and identification
n Analysis, selection, and classification
n Mission, vision, and values
n Ethical standards of stakeholders
n Criteria of ethics by the hotel

Training Booking Platforms and CRM

n Formative actions
n Training actions
n Ethical skills
n Rewarding ethical skills

n E-mail marketing and CRM for managing customers’ requests
n Timely response to customers
n E-mail marketing campaigns aligned to e-commerce
n Ethical principles and rules
n Solving unavailable services with equivalent solutions
n Timely complaints service
n CRM databases based on GDPR
n Ethical practices in platforms
n Ethical competition law application

Equal Opportunities Marketing Plan

n Technical criteria in recruiting
n Ethical principles in selection
n Recognition and promotion
n Opportunities for gender
n Equal treatment for gender
n Diversity and inclusion

n Suitable mission, vision, and values
n Smart objectives
n Goal setting
n Brand conscious with purpose
n 3 Ps (profit, planet, and people)
n Competitor analysis
n Market analysis
n Benchmarking
n Segmentation, targeting, and positioning based on ethical values
n Integration of equitably marketing mix
n Multichannel communications set
n Tactical alignment and control
n Monitored tools and resources
n KPIs indicators and measures
n Economic hotel governance
n Ethical hotel governance
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Table 5. Cont.

Internal Areas and Dimensions External Areas and Dimensions

Performance Evaluation Digital Marketing Campaigns

n Performance assessment
n Performance review
n Performance analysis
n Ethical performance
n Good manners of hoteliers with customers

n Content marketing with ethics
n Ethical digital campaigns
n Measurement of marketing campaigns according the
main targets covered
n Economic fair prices
n Perceived and expected quality associated with types of prices
n Services within freedom of inclusive and accessible choices
n Social marketing causes
n Environmental marketing causes
n Sustainable marketing campaigns with ethical features
n Sustainable marketing campaigns with economic features

Smart Policies Social Media Platforms

n Ecological policies
n Environmental policies
n Green good practices
n Ecological footprint in front office
n Environmental impact and effects
n Efficient and alternative sustainable practices
n 3 Rs (reduce, reuse, and recycle)
n Global results feedback and team sharing

n Updating of valuable social networks
n Sharing the integrity of hotel services
n Brand loyalty of hotel services
n Brand equity promotion in hotel services
n Review evaluation on booking platforms
n Customers’ ratings on booking platforms
n Social media managing of customer relationship

Table 6. Third round results.

Internal Areas and Dimensions External Areas and Dimensions

Integration Stakeholders

1. Sharing mission, vision, values, and strategic/operational
objectives by hoteliers
2. Integrating hoteliers with employee welcome manual and standard
operating procedures
3. Sharing the code of ethical conduct by hoteliers
4. Promoting professional recognition and enhancement
5. Promoting a good working environment
6. Ensuring personal and professional integrity

23. Identification, selection, and classification
24. Sharing the mission, vision, and values
25. Requiring ethical criteria from suppliers

Training Booking Platforms and CRM

7. Promoting formative and training actions
8. Promoting career progression
9. Promoting and rewarding ethical skills

26. Email marketing campaigns in CRM databases based on
ethical principles
27. In an unavailable service, clearly inform customers and propose
economically similar solutions
28. Using GDPR in CRM databases
29. Use of competition law of ethical practices
30. Responsive complaints service aligned by CRM databases

Equal Opportunities Marketing Plan

10. Define and apply technical criteria and ethical principles in
recruitment and selection
11. Promoting freedom of opportunity and equal treatment for gender
(men and women)
12. Promoting diversity and inclusion
13. Recognising and promoting hoteliers

31. Proper setting of mission, vision, and values
32. Brand conscious purpose (3 Ps: profit/economy, planet,
and people)
33. Competitors benchmarking
34. Goal setting and smart objectives
35. Segmenting, targeting, and positioning (ethical value created)
36. Balanced and integrated marketing mix
37. Tactics and control aligned
38. Measurable KPIs on track
39. Ethical governance
40. Monitoring multichannel communications, tools, and resources
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Table 6. Cont.

Internal Areas and Dimensions External Areas and Dimensions

Performance Evaluation Digital Marketing Campaigns

14. Analyse and assess hotelier performance
15. Analyse and evaluate the ethical performance of hoteliers
16. Evaluate the relationship of hoteliers with customers

41. Promoting ethical content marketing campaigns
42. Establish economically fair prices in accordance with
perceived/expected quality
43. Support social and environmental causes
44. Promotion of services that respect customers’ freedom of choice
(e.g., inclusive/accessible)
45. Setting sustainable marketing campaigns in ethical terms
46. Equally monitor and evaluate the impact of marketing campaigns
in different targets

Smart Policies Social Media Platforms

17. Defining environmental policies and good practices in
departments and sections
18. Calculate ecological footprint on a regular basis in back- and
front-office services
19. Reducing environmental impact
20. Promoting and adapting alternative and sustainable practices
21. Promoting reduction, reuse, and recycling
22. Sharing evaluation results and obtaining feedback from
departments and sections

47. Promotion of a hotel’s brand equity, with loyalty and integrity in
all services presented
48. Daily/weekly update of social networks with credible content
49. Evaluation of customers’ ratings on booking platforms
50. Optimised customer–management relationship

Table 7. Ethical Marketing Model for Luxury Hotel Chains.

Assessment Criteria (*)

No Develop-
ment

Initial Devel-
opment

Intermediate
Develop-

ment

Advanced
Develop-

ment

Total Devel-
opmentAreas and Dimensions

0 1 2 3 4

Scores

Internal Area of Ethical Marketing
1. Integration
1.1 Sharing mission, vision, values, and
strategic/operational objectives by hoteliers
1.2 Integrating hoteliers with employee
welcome manual and standard
operating procedures
1.3 Sharing the code of ethical conduct
by hoteliers
1.4 Promoting professional recognition
and enhancement
1.5 Promoting a good working environment
1.6 Ensuring personal and
professional integrity
2. Training
2.1 Promoting formative and training actions
2.2 Promoting career progression
2.3 Promoting ethical competence and
rewarding ethical skills
3. Equal Opportunities
3.1 Defining and applying technical criteria and
ethical principles in recruitment and selection
3.2 Promoting freedom of opportunity and
equal treatment for gender (men and women)
3.3 Promoting diversity and inclusion
3.4 Recognising and promoting hoteliers
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Table 7. Cont.

Assessment Criteria (*)

No Develop-
ment

Initial Devel-
opment

Intermediate
Develop-

ment

Advanced
Develop-

ment

Total Devel-
opmentAreas and Dimensions

0 1 2 3 4

Scores

4. Performance Evaluation
4.1 Analysing and assessing
hotelier performance
4.2 Analysing and evaluating the ethical
performance of hoteliers
4.3 Evaluating the relationship of hoteliers
with customers
5. Smart Policies
5.1 Defining environmental policies and good
practices in departments and sections
5.2 Calculating the ecological footprint on a
regular basis in back and front office services
5.3 Reducing environmental impact
5.4 Promoting and adapting alternative and
sustainable practices
5.5 Promoting reduction, reuse, and recycling
5.6 Sharing evaluation results and getting
feedback from departments and sections
External Area of Ethical Marketing
6. Stakeholders
6.1 Identify, select, and classify
6.2 Sharing the mission, vision, and values
6.3 Requiring ethical criteria from suppliers
7. Booking Platforms and CRM
7.1 Email marketing campaigns in CRM
databases based on ethical principles
7.2 In the case of an unavailable service, clearly
informing customers and proposing
economically similar solutions
7.3 Using GDPR in CRM databases
7.4 Use of competition law of ethical practices
7.5 Responsive complaints service aligned by
CRM databases
8. Marketing Plan
8.1 Proper setting of mission, vision,
and values
8.2 Brand conscious purpose (3 Ps:
profit/economy, planet, and people)
8.3 Competitor benchmarking
8.4 Goal setting and smart objectives
8.5 Segmenting, targeting, and positioning
(ethical value created)
8.6 Balanced and integrated marketing mix
8.7 Tactics and control aligned
8.8 Measurable KPIs on track
8.9 Ethical governance
8.10 Monitoring multichannel communications,
tools, and resources
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Table 7. Cont.

Assessment Criteria (*)

No Develop-
ment

Initial Devel-
opment

Intermediate
Develop-

ment

Advanced
Develop-

ment

Total Devel-
opmentAreas and Dimensions

0 1 2 3 4

Scores

9. Digital Marketing Campaigns
9.1 Promoting ethical content
marketing campaigns
9.2 Establishing economically fair prices in
accordance with perceived/expected quality
9.3 Supporting social and
environmental causes
9.4 Promotion of services that respect
customers’ freedom of choice (e.g.,
inclusive/accessible)
9.5 Setting sustainable marketing campaigns in
ethical terms
9.6 Equally monitor and evaluate the impact of
marketing campaigns in different targets
10. Social Media Platforms
10.1 Promotion of a hotel’s brand equity, with
loyalty and integrity in all services presented
10.2 Daily/weekly update of social networks
with credible content
10.3 Evaluation of customers ratings on
booking platforms
10.4 Optimised customer
relationship management

Global result—Ethical Marketing for
Luxury Hotel Chains

Between 0 and 49 points: Very poor level (needs major improvements)
Between 50 and 101 points: Poor level (needs some improvements)
Between 102 and 189 points: Good level (needs minor improvements)
Between 190 and 200 points: Excellent level (keep up the excellent work)

FINAL SCORE—ETHICAL MARKETING FOR LUXURY HOTEL CHAINS

4.2. Consensus Stage: Analysis and Final Report

This last stage consists of the final consensus analysis by the panel of experts from
previous rounds in order to validate the ethical marketing model for luxury hotel chains,
resulting in an innovative and useful performance evaluation tool using a practical and
operational assessment framework.

5. Discussion and Conclusions

The major theoretical contribution of this research points to the new proposed concept
of ethical marketing. Ethical marketing is the key driver for brands and products to share
value fairly on the market at all stages of the production and advertising/promotional
cycle, with credible awareness and strategic positioning standing out from competitors,
based on a broad market and covering all segments and targets. Ethical marketing defines
an ethical consumption pattern resulting from the purchase decision process of ethical
consumers, typically conditioned between choosing a brand or product with ethical or
unethical practices. Ethical marketing is a trigger for conscious consumption with essence,
purpose, and relevance to society both on the supply and demand sides. In summary, the
main mission of ethical marketing is to make conscious the brands and products that are
not yet conscious.

As the major methodological contribution of this study, a new tool was developed
and validated to evaluate the performance of ethical marketing performed by luxury hotel
chains. Ethical hotel marketing in luxury hotels is witnessed in all sectors of the hospitality
industry. This ethical marketing model applied to luxury hotel chains is sustained through
the external and internal areas, underpinning both the respective dimensions (internal:
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integration, training, equal opportunities, performance evaluation, and smart policies; and
external: stakeholders, booking platforms and CRM, marketing plan, digital marketing
campaigns, and social media platforms) represented in this new validated model.

This research approach greatly extends the scope in the ethical marketing and luxury
ethical hospitality field because the development of a model of ethical marketing as a
performance evaluation tool has never been undertaken in the context of the luxury hotel
industry. This novel strategic, tactic, and operational model addresses what is directly
associated with the ethical marketing topics for luxury hotels as a competitive value added.
Ethical marketing may make great practical contributions to this growing industry and
to the development of new customers’ experiential paradigms into ethical hospitality
consumption, seeking ethical hotel chains, groups, and brands.

A novel taxonomy was proposed, developed, and validated, which serves as a useful
performance tool for systematic, integrative, and synergic best ethical marketing practices
underlying luxury hotels in addition to boundaries and key components of the luxury
hospitality sector. In addition, the expectation is that luxury hotel customers intend to
have an immersive experience, advancing their accuracy of ethical value attribution. In
general, the research topic of this study formulates the continuous state of hospitality ethics
research and advances a future research agenda for hospitality ethics research into ethical
marketing concerning luxury hotels in particular.

To sum up, the most principal findings of this study are presented as follows:

1. The new proposed concept of ethical marketing;
2. The development and validation of a new tool to evaluate the performance of ethical

marketing performed by luxury hotel chains;
3. The internal areas of the ethical marketing model applied to luxury hotel chains:

integration, training, equal opportunities, performance evaluation, and smart policies;
4. The external areas of the ethical marketing model applied to luxury hotel chains: stake-

holders, booking platforms and CRM, marketing plan, digital marketing campaigns,
and social media platforms.

As a limitation, the initial aim was to obtain a total of 30 participants in each round,
but this was not possible due to their unavailability for the schedule of the rounds de-
spite several attempts. Therefore, the other limitation refers to the fact that this model is
pioneering, so it still needs to be placed in the context of other hotel studies on ethics.

Regarding future research, the validation of the ethical marketing model for luxury
hotel chains in smart luxury hotels and eco resorts is suggested as well as other emergent
typologies of hotels (e.g., millennial hotels). Furthermore, it is suggested that this evaluation
tool should be validated by a quantitative analysis to increase its scientific robustness. From
a tourism multidisciplinary perspective, this study presents innovative and useful inputs
in order to continuously map the ethical marketing promoted by luxury hotels.

Marketing managers and directors, sales and marketing managers and directors, sales
managers, brand managers, communication managers, and CRM and loyalty managers
and directors should invest increasingly in an ethically integrated offer in the continu-
ous improvement of their services, commodities, and support infrastructures to provide
customers with an excellent ethical hospitality experience.
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