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ABSTRACT

This study integrates the relationship of business ethics in marketing campaigns and the importance 
of the repercussion on organizational performance with the aim of creating a guide of business ethics 
in marketing campaigns for small and medium enterprises (SMEs). This guide allows SMEs to 
analyse their ethical dimension as well as to raise awareness and instill commercial ethics actions in 
the marketing campaign common practices in organisations. The qualitative methodology has been 
applied, and the proposed theoretical model uses a set of dimensions of ethics, commercial ethics, 
codes of conduct, marketing, and marketing campaigns to analyse the relationship of commercial ethics 
with marketing campaigns and its influence on organisations. The result demonstrates the influence 
of commercial ethics on advertising actions that, when applied positively, enable and promote the 
brand image, thus contributing to the organizational performance.
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1. INTRODUCTION

With the growing concern of companies, forums dedicated to the promotion of ethical practices and 
models, studies on the subject, the introduction of disciplines in various courses have emerged around 
the world, which naturally led to the development of the area of business ethics (da Costa et al. 2020; 
Robertson, Voegtlin & Maak, 2017). For various reasons, business ethics has decisively influenced 
companies’ behavior and respective communication actions, particularly marketing campaigns (Jones, 
Parker & Ten Bos, 2005). In a society where advertising and brand notoriety and experience are 
crucial to the SME’s image (Ferrell, et al., 2019; Pina & Dias, 2020), consumer demand is constant 
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and the community’s attention to ethical issues is more visible, companies have been forced to change 
their behaviors and attitudes to ensure a responsible commitment to the community. However, there 
are still organisations that in their marketing campaigns focus simply on selling their product and 
attracting the consumer by not respecting ethical principles (Islam, 2020), making the campaigns too 
aggressive, biased, negligent and sometimes even fraudulent (Dias et al., 2013). Apart from these 
improper behaviours, organisational commitment is sometimes very delicate or non-existent, there 
are no institutional norms to direct behaviour, human and material resources and investment is low 
and not profitable (Duque et al., 2020).

It is therefore essential to approach business ethics in company marketing campaigns in order 
to understand how the dimensions of ethics relate to types of marketing campaigns and the extent 
to which they influence the performance of the organisation and the return they can bring at various 
levels (de Bakker, Rasche & Ponte, 2019). The main objective of this study is to elaborate a guide of 
commercial ethics in marketing campaigns for SMEs, to evaluate their actions and instill practices 
conducive to the understanding of the subject, thus properly guiding marketing campaigns according 
to commercial ethics.

Thus, this study aims to respond to a set of specific objectives, namely: (i) to evaluate the strategic 
motivations that justify the integration of commercial ethics in marketing campaigns; (ii) to identify 
types of campaigns; to evaluate the implicit advantages of adopting commercial ethics in marketing 
campaigns; (iii) to identify the benefits that their adoption brings to the company, stakeholders and 
society; (iv) to promote the practice of ethical actions in marketing campaigns by organizations and 
contribute to a greater understanding of the subject.

Thus, to achieve these objectives it will be necessary to define the concepts of ethics, commercial 
ethics, codes of ethical conduct, marketing, marketing campaigns and SMEs based on the thought of 
authors who have devoted attention to the themes, the evolution of concepts and the multiple visions 
defended in academic and business circles over the last decades, seeking a coherent interpretation of 
the concepts that will allow them to operate in the study and adopt commercial ethics in marketing 
campaigns of SMEs; identifying the typology and characterization of marketing campaigns; analyzing 
the process of implementing commercial ethics in marketing campaigns; creating a model guide that 
will allow implementing the proposed problem.

The article is structured in four parts, such as the literature review on ethics, business ethics, 
codes of ethical conduct, marketing, marketing campaigns and SMEs, the research methodology 
(section 3), the development of the guide (section 4). Finally conclusions,, managerial implications 
for commercial management, as well the limitations and suggestions for future research.

2. THEORETICAL BACKGROUND

2.1. Ethics and Business Ethics
Starting by analysing ethics, this is a complex area as there is no absolute agreement on what 
establishes ethical conduct; however, each individual thinks about his or her ethical position and the 
influence this has on their behaviour (Crowther & Aras, 2008). In its etymological sense, ethics is a 
word that derives from the Greek ethos and refers to both the way of being and the character, from 
which human acts come, such as customs, habits, and the way of acting that indicate the conduct of 
a certain person (Dias, 2004). Ethics has as its object of study the human being and his fundamental 
values such as equality or happiness, but also that which opposes him, which is, what he must do 
or avoid, regardless of the personal, social or organizational benefits associated (Dias et al., 2013). 
According to Vickers (2005), ethics is a set of moral principles or values of society, which indicate 
what is right or wrong, good or bad, influencing the way individuals act. Chiavenato (2003) makes 
the link between ethics and business ethics by stating that ethics constitutes the set of moral values 
or principles that define what is right or wrong for a person, group or organisation.
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With its growth, business ethics has been interpreted as more than just making profit and 
enforcing the law alone (Neves, 2008). According to Keller-Krawczyk (2010) business ethics are 
all ethical principles identified and implemented in business activity to ensure that the interests of 
all stakeholders are respected. Business ethics affect the decision making process, constituting a 
regulatory method of ethical values and principles in accordance with the social and cultural values 
in which the company is involved, contributing to the reputation and organizational results and thus 
favoring all stakeholders of the organization (de Bakker, Rasche & Ponte, 2019; Rego et al, 2006). 
Business ethics demonstrate how an organisation should act, taking into account honesty, trust, respect 
and fairness in all circumstances (Crowther & Aras, 2008). However, it is during the last decades 
that the subject has become the subject of unprecedented attention from academics, entrepreneurs, 
politicians and society (Almeida, 2007). Ethics in business management is developing to stop being 
only normative by understanding a series of ethical dimensions (legality, humanity, transparency, 
social responsibility, values, organisational culture and sustainability) (Dias et al., 2020), which due 
to their complexity are interconnected in the definition of their objectives, committing themselves 
to society (Coimbra, 2007). The organizational world is in persistent change, particularly in the field 
of ethics, where standards are transformed, conducts are rethought and new challenges arise in the 
structure of the company. It is up to the bosses, managers and marketers to develop differentiated 
strategies to meet the demands of the market (Costa, 2013).

Table 1 shows the origin of business ethics motivations and the level of analysis of their 
implications.

Organizations must therefore adapt ethical strategies to optimize organizational performance, 
based on individual and collective responsibility, based on and defended by universal principles 
(Days, 2014). From the perspective of Costa (2013), business ethics are increasingly valued and many 
consumers take ethical attitudes of the organization into account in their purchasing decision, this 
concern contributes to organizations having new perspectives and developing new strategies of action 
for ethical consumption that now arise in business and in the characterization of ethical consumers.

Ethical consumption develops towards sustainability, giving rise to a new term, sustainable 
consumption. The growing proliferation of ethical culture has attracted the interest of organisations 
seeking to meet the needs of individuals and as such could not reject this new business trend as well 
as a new consumer segment (Carrington, Neville, & Whitwell, 2010). Tallontire, Rentsendorj and 
Blowfield (2001) identify three types of consumers: (1) activists, (2) ethical and (3) semi-ethical. 
Activists, the main advocates of ethical consumption, want to know about the actions in order to 
persuade other consumers to know and try ethical products; ethical consumers want to know more 
about the ethical products they buy; and finally, semi-ethicals who consume irregular ethical products 
can be influenced to buy more.

Table 1. Origin of business ethics motivation

Origin

Internal External

Level of 
Analysis

Contextual Integration (Promoting acceptance, 
visibility, recognition and value)

Legitimacy (Legality, transparency, 
trust, social responsibility)

Organisational
Social Awareness (Organisational 
culture, motivation, values, principles, 
greater efficiency)

Market Strategic Motivation, greater 
efficiency, adaptation)

Source: Adapted from Almeida (2007)
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Organisational ethics and social responsibility are no longer seen as a burden and obligation, but 
as a beneficial and profitable investment, with short and long term repercussions (Costa, 2013). The 
organisation must re-establish its organisational culture so that it is in line with the market and social 
standards of ethical conduct (Pride & Ferrell, 2016). An ethical organisation must have, even without 
certainties of success, certain structures, processes and measures for measuring ethical performance 
that influence the application of attitudes and ethical conduct (Svensson & Wood, 2011). Second (Dias, 
2014), organisations must develop an ethical programme, which translates the expected behaviour of 
all employees, if they really want to encourage ethical behaviour, even though they do not solve all 
the problems they help to prevent negative and unacceptable behaviour in the organisational context.

Codes of conduct are important for the implementation of business ethics in organizations, an 
added value that must be implemented by companies in the pursuit of their objectives according to 
the ethical dimensions. These, due to the constant evolution and influences of the areas of business 
activity, should be reviewed periodically in order to identify opportunities and eliminate weaknesses 
in the ethical principles of the organization.

2.2. Marketing
Etymologically, marketing is a word dating from the 16th century, of English origin and derived 
from the verb to Market, in the sense of “to negotiate in the market” and has three major axes: the 
achievement of the client; the inclusion of the organization and the execution of objectives (Sobral & 
Peci, 2008). Marketing is a social and management process by which individuals and organizations 
get what they need and want, through the creation and exchange of value with others, to attract 
new clients by promoting value and maintaining current clients by offering satisfaction (Kotler & 
Armstrong, 2012).

For Lindon et. al. (2013), marketing is the pooling of resources that an organisation has at 
its disposal to promote behaviour favourable to the achievement of its objectives. Marketing that 
was essentially transactional, with each purchase viewed in an isolated transaction, evolved into 
relational marketing, where the needs and consumption of each client are studied and monitored over 
a given period of time. This type of particular and exclusive marketing, called customer relationship 
management, arises to meet the gradual concerns of organisations in building customer loyalty and 
creating value.

2.3. Marketing Campaigns
Advertising is one of the integral parts of an organisation’s marketing, it is usually defined as a paid, 
purposeful and interested communication in a presentation to promote the organisation’s ideas, goods 
or services by an identified sponsor with the aim of informing and persuading, inducing the need to 
purchase and obtain satisfaction to reach a certain target audience within a period of time (Kotler & 
Armstrong, 2012). Advertising is one of the most penetrating and powerful phenomena in the world, 
a persuasive force that influences mentality and behaviour (Sasu, Pravat, & Luca, 2015).

Organizations that do not develop strategies and programs to incorporate ethics and social 
responsibility can be punished in their marketing performance, perceived by bad publicity or potential 
costs associated with legal violations, which when made public affect the organization’s image 
(Pride & Ferrell, 2016). Organisations are less and less able to cover up negative situations, whether 
intentional or accidental, as scandals are reported and disseminated on social networks, leading to 
public demonstration (Costa, 2013).

To promote socially responsible and ethical behavior, marketers are required to be familiar with 
various types of ethical issues in order to keep pace with changes and trends in society, while at the 
same time achieving organizational goals in order to determine new consumer behavior and predict 
the long-term effects of their decisions. Therefore, the greater the consequences associated with a 
problem, the more likely it is that an ethical decision will be recognized and made to resolve it (Pride 
& Ferrell, 2016).
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Good advertising seeks to influence the individual to choose and act rationally, while bad 
advertising seeks to institute the individual to take destructive actions for himself and society (Sasu, 
Pravat, & Luca, 2015). The relationship between advertising and ethics can be observed according to 
the persuasion of advertising, decession, suffering and promises that cannot be kept (Siham, 2013).

2.4. Small and Medium-Sized Enterprises (SMEs)
According to the National Statistical Institute (INE,2020), an SME is the category that aggregates 
micro, small and medium-sized enterprises with fewer than 250 people and an annual turnover of less 
than EUR 50 million or an annual balance sheet total of up to EUR 43 million. A micro-enterprise 
is defined as having up to 10 employees and an annual turnover or balance sheet total of up to EUR 
2 million. A small enterprise is defined as having less than 50 employees and an annual turnover or 
annual balance sheet total of up to ?10 million (INE, 2020). SMEs are a pillar in the business structures 
of European economies because of their high representativeness. They are the main drivers of job 
creation, growth opportunities and social stability (European Union, 2015).

By engaging with educational institutions where they gain knowledge of new production, 
innovation and marketing processes (Pinheiro et al., 2020), national SMEs evolve, become increasingly 
strong as they seek to foster competitiveness, innovation, employment, and thus are willing to take 
risks in business internationally, assuming an increasing importance in the economy and emphasizing 
their role in the business structure of the country (IAPMEI, 2020).

3. METHODOLOGY

For the development of the work it was fundamental to review the literature on concepts related to the 
theme to obtain knowledge about the relationship between business ethics and marketing campaigns 
and verify whether the perception of the facts is in accordance with reality, in order to allow greater 
understanding and depth in the analysis in a current organizational context contributing to the structure 
and composition of the final objective, the guide.

To test the model, in-depth interviews with a group of 14 SME marketing managers were used. 
The results of the interviews were subject to content analysis and compared with the categories 
obtained in the literature review. Finally, the results were analysed by three academics who validated 
the final structure.

In this way, the analysis of the methodology adopted in this research will include the 
conceptualization of the study, the application of business ethics in marketing campaigns according to 
the problems, objectives and organizational performance, the conceptual model of business ethics is 
presented, the identification of methods and techniques for the pursuit of the model to guide, sensitize 
and instill ethical commercial actions in marketing campaigns of SMEs.

The structure and composition of the development of the Business Ethics Guide for SME 
Marketing Campaigns comprises six sections, are as follows: (1) diagnosis of SMEs; (2) internal 
business ethics in SMEs; (3) external business ethics in SMEs; (4) 4Ps of Business Ethics; and (5) 
definition of KPIs in business ethics campaigns.

4. RESULTS - DEVELOPMENT OF THE BUSINESS ETHICS 
FRAMEWORK FOR SME MARKETING CAMPAIGNS

After explaining the regulations, principles and techniques applicable to marketing campaigns 
according to commercial ethics, SMEs should apply diagnostic methods to check the level of ethics 
in the organisation in marketing campaigns in order to check whether they are complying or whether 
there is a need to make adjustments according to their strategy.
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Identification
Any company must initially clarify its identity in concrete terms. To do so, it must define its mission, 
explain the reason for the company’s existence; the vision, what projection it intends to achieve; 
and, finally, the strategic values and principles for the company. Only after the identification of the 
mission, vision and values should the goals and aspirations of the company and the organisational 
culture be defined, which guide the strategies to be used to achieve the objectives and add value to all 
stakeholders in the business environment. In this way, the company is the foundation on which ethical 
and responsible action is then exercised on a daily basis in accordance with the law and its code of 
ethical conduct. Communication, information and training on ethical conduct are fundamental for 
the code of ethics to be shared by all and seen as a commitment and pillar of the company’s actions.

Integration
With integration, SMEs must disseminate and promote their identity, which defines their organisational 
culture, to the employees of the organisation and at all organisational levels, in order to involve and 
boost strategic policies and in accordance with business ethics. Initially the organisational identity 
and culture should only be shared with the company’s employees, customers, investors, suppliers 
or others close to them, in order to perceive a first reaction and possible suggestions. In a second 
moment, the organization should then spread widely among the other stakeholders already with the 
changes if necessary. The more integrated it is with the stakeholders’ opinion, the more likely it is that 
the stakeholders will meet the assumed objectives and the consequent success of the company. The 
company must work daily with employees, maintain open communication and promote discussion, 
creativity and critical awareness so that, regularly, there is a relationship between the identity and 
organisational culture with the tasks so that the company can assess how it fits in with the descriptions 
of the company’s work, its hiring practices or the development of products and services. Diversity and 
inclusion should also be understood as relevant elements of improvement, development, learning and 
valorisation of the company by promoting in the organisation the coexistence with employees from 
various origins and with different differences. With these conducts the motivation of employees is 
enhanced by making them feel that they are part of the company’s performance, that they influence 
and are influenced by it. The commitment and commitment of employees are determining factors for 
the growth and sustainability of the company by ensuring added value for the company. Professional 
recognition and appreciation should also be promoted by the company by pursuing programmes 
that plan and advise careers. The attribution of compensations or benefits should be based on the 
evaluation of skills, performance and ethical conduct. Where practices do not correspond to what 
is required by the organisation, the necessary changes should be implemented to promote a good 
working environment and achieve the desired harmony and full integrity.

Strategy
SME should also draw up its business plan to frame possible strategic actions in a manner consistent 
and integrated with business ethics towards its objectives and showing the existing opportunities and 
challenges to be faced. In this way, it is essential for the company to have a business plan because 
internally it guides its strategy and externally it presents to investors and stakeholders the actions to 
develop inherent to the business opportunities it pursues. In the development of the plan the company 
must involve and share with its employees and stakeholders. It must also regularly analyze and evaluate 
and frame new objectives and challenges or adapt.

With business policies SMEs define the main policies in the field of business ethics, namely 
environment and sustainability policies and corporate social responsibility. With environment and 
sustainability, SMEs should actively collaborate on environmental policies and good practices in 
order to reduce environmental impact, promote and adapt alternative and sustainable practices such 
as circular economy, calculate the ecological footprint regularly, use intelligent systems for efficient 
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consumption, use renewable sources, encourage the use of alternative and environmentally friendly 
transport and promote reduction, reuse and recycling. In corporate social responsibility, SMEs 
define policies and good practices that support and promote social programs and initiatives in the 
communities where they operate and partnerships with entities in order to deliver community benefits 
adding value to the public cause.

Training
SMEs should consider continuous training and invest in this area in order to provide employees with 
greater skills, including ethical skills, and knowledge fundamental to enhancing their employability, 
career progression and company growth. A training policy should lead to a culture of quality and 
productivity that seeks opportunities to improve performance by promoting ambition, creativity 
and individual initiative. In addition to the benefits for employees, training is fundamental to the 
transformation and innovation of the company by allowing new working methods to be applied.

Equal Opportunities
The firms should promote efforts to ensure full equality of opportunity among all employees and 
with all stakeholders by persistently combating any form of discrimination and promoting diversity 
and inclusion and spreading freedom of opportunity and treatment between men and women. To this 
end, it must recruit and select its employees according to technical criteria and ethical principles.

Safety, Hygiene, Health and Well-being at Work
With safety and hygiene, SMEs should promote actions such as healthy working habits and evaluate 
and prevent risks within the professional activity. In health and well-being companies promote actions 
to prevent diseases in the professional context, promote health plans, screening, healthy lifestyles and 
practices to reconcile work and family life. By applying these actions, companies demonstrate their 
importance and concern for employees and an ethical business conduct.

Control
The firm, with its constant evolution and transformation in the context of its activities, both local 
and global, needs to review its conduct and practices, and if necessary even its identity, so that it 
always contemplates its objectives in accordance with the new challenges. Therefore, it should be 
considered a regular evaluation of its organizational performance so that its behaviors correspond to 
the values that guide its company and in accordance with business ethics. For the regular evaluation 
to be successful, a specific area of management of the whole process must be created, such as a team 
or a system, from its conception to its implementation and monitoring, with the responsibility of 
leading, dynamising and analysing the statistical data obtained. In addition, tools should be created 
to report incorrect behaviour, which is not in accordance with the organisational practices.

Stakeholders
SMEs must identify all stakeholders and classify them according to their importance to the company, 
respecting them in order to frame the different relationships. Thereafter the company must share its 
identity, strategic objectives and ethical practices involving the stakeholders through regular open 
communication in order to assume its commitments and demand ethical criteria. They must also have 
tools to report behaviours that do not correspond to those required by the company.

Companies must compete with each other fairly, accepting and respecting the rules of the market 
economy in which they operate. The company’s actions must renounce false practices that deceive the 
competition. Its conduct must be governed by principles of transparency and business ethics, focused 
on the competitive valuation of the performance, merit and quality of its products and services. They 
must also initiate efforts to develop partnerships.
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Communication
Using promotion and publicity, SMEs should implement communication policies that are in line with 
existing legislation, are honest and truthful in order to respect values and principles in accordance 
with business ethics and organisational culture. The various promotion and advertising actions should 
exclude any conduct that causes doubt in their perception and that promotes information that may 
lead to discriminatory factors, and promote practices that respect customers’ freedom of choice and 
scrupulously respect customers’ privacy and rights. Social and environmental causes should also be 
supported and promoted by business. Whenever they develop campaigns, they should also inform 
employees and stakeholders as well as the impact they are having on the organisation.

4.1. Analysing Business Ethics Framework in SME Marketing Campaigns
This identifies the following methodologies that identify the dimensions of business ethics in the 
company and actions that allow the analysis and diagnosis of imposed ethical practices

4.2. KPI Definition in Business Ethics Campaigns
KPI - key performance indicators, of commercial ethics in marketing campaigns, the management tools 
to perform the measurement and consequent level of ethical performance and success of the objectives 
set by the company - are defined. The key indicators for assessing the performance of business ethics 
in marketing campaigns should include the following areas: identification; integration; data collection 
and analysis; e-commerce; promotion and advertising; value chain; customer relationships; ethical, 
social and sustainable practices; productivity; corporate responsibility; 4Ps of business ethics.

After identifying the crucial areas and actions inherent to them, SMEs to evaluate the performance 
of business ethics in marketing campaigns should implement methods that indicate performance, such 
as: matrices; rules and manuals; code of ethical conduct; reports; statistical data; audits; surveys; 
policies; partnerships; contacts with customers; training; communications; ethical competencies 
of employees; programs and practices that promote business ethics; recognition and valorization 
practices; ethical budgeting; marketing campaigns; creativity; control and evaluation systems; 
balanced scorecard; triple bottom line. The indicators can be classified according to quality, capacity, 
productivity or strategy.

5. CONCLUSIONS

5.1. Theoretical Contributions
It was concluded that there are several definitions for ethics, having in common some elements 
such as the principles that guide ethical conduct or the distinction between right and wrong. As for 
business ethics, although it also depends on the employee’s commitment, it is influenced by several 
internal and external factors, and it is essential for the company to foster an environment that promotes 
ethical behavior and concrete practices. The code of ethical conduct proves to be a crucial tool for the 
company to define the expected behaviors of its employees and internal rules that meet its objectives 
and organizational culture in accordance with ethics. In marketing, we can understand its enormous 
evolution and the growing importance in the organization’s strategy, particularly in the relationship 
with the client, as well as the enormous complexity and constant innovation. In marketing campaigns 
one understands the various constraints that influence their action, the fundamental principles that must 
be fulfilled in the campaigns and the primary role of marketers. Finally, in the SMEs its characteristics 
and the central importance for the Portuguese economy were verified.

With this research, the various influences and motivations for SMEs to implement ethical practices 
in their actions are perceived by the advantages and benefits they provide. With the guide, SMEs 
have a tool to evaluate the level of business ethics and test the impact and importance for marketing 
campaigns, demonstrating the pillars of action for the company to have a full business ethics conduct. 
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Table 2. Business ethics framework in SME marketing campaigns

    AREAS OF ANALYSIS

    ASSESSMENT CRITERIA (*)

    Scoring    No 
development

    Incipient 
development

    Partial 
development

    Advanced 
Development

    Full 
Development

    0     1     2     3     4

    Internal Areas

    1. Identification
1.1 Mission, vision and values

1.2 Strategic objectives

1.3 Defining ethical business conduct in 
marketing campaigns

1.4 Contextualize RGPD and defining 
concrete practices

1.5 Contextualize competition law and 
defining concrete practices

1.6 Contextualize Legal Regime Unfair 
Practices and Defining Concrete Practices

1.7 Contextualize Sociocultural Principles 
and Defining Concrete Practices

1.8 Contextualize Organizational Principles 
and define concrete practices

1.9 Define other concrete ethical practices

    2. Integration

2.1 Sharing mission, vision, values and 
strategic objectives by employees

2.2 Integrating employees 
- Digital presentation 
- Company Guide 
- Integration manual

2.3 Involving employees in the objectives 
- Promote regular communication 
- Promoting discussion, creativity and critical 
awareness

2.4 Sharing the code of ethical conduct by 
employees

2.5 Promoting diversity and inclusion

2.6 Promoting a good working environment’.

2.7 Ensuring personal and professional 
integrity

2.8 Promoting professional recognition and 
enhancement

    3. Data Collection and Analysis

3.1 Assess and analyse employee performance

3.2 Evaluate and analyse the ethical 
performance of employees

3.3 Assess and analyse company performance

    4. Business Plan

4.1 Involving employees and stakeholders

4.2 Sharing with employees and stakeholders

4.3 Define concrete practices to regularly 
analyse and evaluate and frame new 
objectives and challenges

continued on next page
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    AREAS OF ANALYSIS

    ASSESSMENT CRITERIA (*)

    Scoring    No 
development

    Incipient 
development

    Partial 
development

    Advanced 
Development

    Full 
Development

    0     1     2     3     4

    Internal Areas

    1. Identification
    5. Enterprise policies

5.1 Defining environmental policies and good 
practice

5.2 Calculate ecological footprint on a regular 
basis

5.3 Reducing environmental impact

5.4 Promoting and adapting alternative and 
sustainable practices

5.5 Using renewable or alternative sources

5.6 Encouraging the use of alternative means 
of transport

5.7 Having a fleet of green vehicles

5.8 Promoting reduction, reuse and recycling

5.9 Implementing policies and practices in the 
circular economy

5.10 Defining policies and good practice

5.11 Support and promote social programmes/ 
initiatives in the communities where they 
operate

5.12 Making and promoting donations, 
support and promote voluntary programmes

5.13 To publicly and recognize employees for 
voluntary work

5.14 Developing corporate volunteering 
actions and establish partnerships with other 
entities

    6. Training

6.1 Promote formative actions regularly

6.2 Promoting career progression

6.3 Promoting ethical competence / 
Rewarding ethical skills

6.4 Promoting ambition/creativity/individual 
initiative

6.5 Define budget for training actions

    7. Equal opportunities

7.1 Define and apply technical criteria and 
ethical principles in recruitment and selection

7.2 Promoting freedom of opportunity and 
equal treatment for men and women

7.3 Promoting diversity and inclusion

7.4 Recognising and promoting employees

    8. Safety, Hygiene, Health and Well-being at Work

8.1 Promoting safety and hygiene at work

8.2 Promoting healthy work habits

Table 2. Continued

continued on next page
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    AREAS OF ANALYSIS

    ASSESSMENT CRITERIA (*)

    Scoring    No 
development

    Incipient 
development

    Partial 
development

    Advanced 
Development

    Full 
Development

    0     1     2     3     4

    Internal Areas

    1. Identification
8.3 Assessing and preventing occupational 
risks

8.4 Prevention of occupational diseases

    8.5 Promoting health plans

8.6 Promoting health screening

8.7 Promoting healthy lifestyles

8.8 Promoting practices to reconcile work 
and family life

    9. Control

9.1 Periodic Review of Areas

9.2 Regularly assess the company’s 
performance in ethical practices

9.3 Sharing evaluation results and getting 
feedback

9.4 Creating a team or instrument responsible 
for control

    External Areas

    10. Stakeholders

10.1 Identify and classify

10.2 Sharing the mission, vision, values and 
strategic objectives

10.3 Regularly promote open communication

10.4 Sharing the code of ethical conduct

10.5 Respecting and framing relations

10.6 Making commitments

10.7 Inform correctly about all products and 
services

10.8 Demanding ethical criteria from 
suppliers

    11. Competition

11.1 Respect for competitors

11.2 Loyalty and transparency

11.3 Defining partnerships

    12. Electronic Commerce

12.1 Means to respond immediately to 
customers’ requests

12.2 Act and report in accordance with 
existing rules and principles

12.3 When a product is unavailable clearly 
inform and propose alternatives

12.4 Developing a complaints service

Table 2. Continued

continued on next page
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    AREAS OF ANALYSIS

    ASSESSMENT CRITERIA (*)

    Scoring    No 
development

    Incipient 
development

    Partial 
development

    Advanced 
Development

    Full 
Development

    0     1     2     3     4

    Internal Areas

    1. Identification
INTERMEDIATE POINT - Level of business ethics in the company

   Assessment scale of the level of business 
ethics in the company

    If between 0 and 73 points your level is Bad, you have to change your attitude urgently; Between 74 and 146 
is Sufficient, but you have to improve some areas; Between 147 and 219 is Good, good work but you can still 
improve; Between 220 and 292 is Great, impeccable, still an example!

    13. Promotion and Advertising

13.1 Promoting ethical practices in identity 
marketing campaigns

13.2 Promoting ethical practices in marketing 
campaigns in accordance with honest and 
truthful legislation and principles

13.3 Promoting marketing campaigns that 
support social and environmental causes

13.4 Inform employees and stakeholders of 
the impact of marketing campaigns

13.5 Promotion of practices that respect 
customers’ freedom of choice

13.6 Developing a complaints service

13.7 Setting the timing of marketing 
campaigns

13.8 Monitoring and evaluating the impact of 
marketing campaigns

13.9 Informing employees and stakeholders 
of the development of marketing campaigns

    INTERMEDIATE POINT - Level of business ethics in marketing campaigns

    Result - Business ethics in marketing 
campaigns

    Between 0 and 9 points your level is Bad, you have to change your attitude urgently; between 10 and 18 
is Sufficient, but you have to improve some areas; between 19 and 27 is Good, good work but you can still 
improve; between 28 and 36 is Great.

    FINAL SCORE - LEVEL OF BUSINESS ETHICS

Table 2. Continued
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In addition, it allows to understand which areas SMEs should improve their business ethics practices 
and how to implement and promote them in marketing campaigns, in order to boost organizational 
performance and results.

5.2. Managerial Implications
The literature review highlights the growing relevance of business ethics and marketing campaigns 
to the organisation, both internally and externally.

Companies should develop actions to implement and promote ethical behavior so as to safeguard 
socially responsible conduct and not compromise organizational performance. It is essential in any 
SME to have the commitment of managers and management in the management of ethical conducts, 
to monitor and motivate their inclusion and compliance according to the principles of the company 
which should be encouraged by daily and continuous practices. In addition, ethical performance 
measurement processes should be defined and their influence analysed to guide the implementation 
of attitudes and ethical and other practices with their stakeholders. This guide is a tool for SMEs to 
integrate ethics in the organizational culture and fundamentally in marketing campaigns and should be 
considered as a document with practical actions and methods that can be applied in the various areas 
of a company, a contribution to a better understanding of the subject and benefits of implementing 
business ethics in marketing campaigns, something that can be within the reach of any SME.

5.3. Limitations of the Study and Future Research
To talk about the application of the model in SMEs when developing and promoting marketing 
campaigns, this has not happened because of the pandemic crisis (Covid-19). To make the guide 
more practical to use, such as using an app that would make it easier to follow its implementation 
and also to understand the impact of this guide on small and medium-sized enterprises.
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