Y The Chitransh Academic & Research An Online Peer Reviewed / Refereed Journal

Volumel | Issue 3 [June 2025
> International Journal of Multidisaciplinary Reseaech ISSN: 3049-303X (Online)

Website: www.thechitranshacadmic.in

Impact of Ethical Marketing on Consumer Trust and
Loyalty in the Food Industry of North Dinajpur
Dr. Mohit Sharma?

Assistant Professor
Department of Commerce, Shri Venkateshwara University, UP

Eftesam Ban?

Research Scholar
Department of Commerce, Shri Venkateshwara University, UP

ARTICLE DETAILS ABSTRACT

Research Paper This study explores the impact of ethical marketing practices on

Received: 18.06.25 consumer trust and loyalty in North Dinajpur's food industry, which is

Accepted:25.06. 25 largely driven by agriculture and small-scale food processing. Using a

Published: 30/06/25
Keywords: Ethical marketing,

mixed-methods approach, the research combines primary data from
consumer surveys with secondary data from industry reports and
consumer trust, consumer loyalty,
n. academic literature. The findings show that transparency, social

food industry, sustainable growt
responsibility, and fair practices—key components of ethical
marketing—significantly shape consumer perceptions, building trust
and loyalty towards food brands. Statistical methods like regression
modeling and Structural Equation Modeling (SEM) highlight that trust
plays a crucial role in linking ethical marketing to consumer loyalty.
The study emphasizes the importance of ethical marketing in creating
sustainable consumer relationships, particularly in addressing
challenges like supply chain inefficiencies and low consumer
confidence in North Dinajpur. The paper offers practical
recommendations for businesses to integrate ethical marketing as a

central strategy for long-term growth and stronger consumer loyalty.

DOI: https://doi.org/10.5281/zenodo.15764242 Page 267



https://doi.org/10.5281/zenodo.15764242
http://www.thechitranshacadmic.in/

3 The Chitransh Academic & Research Volumel | Issue3 | June

~ 2025

1. Introduction

The food industry in North Dinajpur plays an essential role in the region’s economy, driven
by agriculture and small- to medium-sized food processing enterprises. As highlighted in the
thesis, the growth of the food industry is hindered by several challenges, including
inefficiencies in the supply chain, regulatory bottlenecks, and inconsistent quality control
(Dixit, 2009). Despite these challenges, the industry holds significant potential, particularly in
leveraging the region’s agricultural base to expand both domestic and international market
reach. However, issues such as poor marketing practices, inadequate transparency, and lack

of ethical practices continue to plague the sector.

Ethical marketing, which emphasizes principles like transparency, honesty, and corporate
social responsibility (CSR), has gained increasing importance globally. As per Kotler and
Keller (2016), ethical marketing practices are crucial for building consumer trust, which is a
foundational element for loyalty and long-term brand success. In North Dinajpur, consumer
expectations are evolving, and businesses are increasingly required to align with ethical
standards. This change in consumer behavior provides a compelling argument for integrating

ethical marketing practices to drive consumer trust and foster brand loyalty.

As noted by Bhattacharyya (2013) and Freeman (1984), businesses that fail to embrace
ethical marketing practices may struggle with consumer distrust, especially in industries like
food where quality, transparency, and sourcing are of prime concern. In this context,
understanding how ethical marketing influences consumer behavior in North Dinajpur is

essential for guiding food businesses toward long-term sustainability and growth.

The lack of ethical marketing practices in North Dinajpur’s food industry has contributed to
diminished consumer trust and loyalty, two key factors that drive business success (Smith,
2003). The food industry in the region struggles with transparency, with many businesses
failing to adopt clear communication regarding product sourcing, sustainability practices, and
the integrity of marketing campaigns. According to Laczniak and Murphy (2012), ethical
marketing practices—ranging from honest advertising to responsible corporate actions—are

necessary to combat these challenges and restore consumer confidence.
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The thesis identifies the need for businesses to embrace ethical marketing as a strategic tool
to overcome these issues. Despite the growing awareness of ethical issues among consumers,
many food brands in North Dinajpur continue to overlook the potential benefits of adopting
ethical marketing, resulting in missed opportunities for building lasting consumer
relationships. This paper aims to address the need for ethical marketing in the region by

exploring its effects on consumer trust and loyalty.
Research Objectives:

o To explore the effects of ethical marketing on consumer trust in North Dinajpur’s food
industry.
e To analyze the impact of ethical marketing practices on consumer loyalty,

contributing to long-term industry sustainability.
Research Questions:

o How do ethical marketing practices influence consumer perceptions and trust in food
brands in North Dinajpur?
e What is the relationship between consumer trust and brand loyalty in the context of

ethical marketing in North Dinajpur?

This study is particularly significant for North Dinajpur, where ethical marketing practices
could address critical issues such as low consumer trust and ineffective marketing strategies.
As pointed out by Sen, Bhattacharya, and Korschun (2006), CSR and ethical marketing
initiatives can not only improve consumer perceptions but also provide a competitive edge by
promoting loyalty in the long run. The insights gained from this research will serve as a
practical guide for food businesses to implement ethical marketing strategies that build

consumer trust, enhance brand loyalty, and contribute to sustainable growth.

The importance of this research lies in its potential to offer actionable recommendations to
food businesses in North Dinajpur. By integrating ethical practices into their marketing
strategies, businesses can overcome the hurdles outlined in the thesis (Dixit, 2009) and

capitalize on the growing demand for ethically produced food products. The findings of this
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study will help bridge the gap between ethical marketing theory and practice, especially in

the context of a developing food industry like that of North Dinajpur.

2. Literature Review

Ethical Marketing and Its Relevance

Ethical marketing refers to marketing strategies that are conducted in a socially responsible
and morally sound manner. This includes transparency, honesty, fairness, and adherence to
ethical standards in all business practices (Kotler & Keller, 2016). The scope of ethical
marketing is broad, covering areas such as product sourcing, advertising practices,
environmental sustainability, labor rights, and corporate social responsibility (CSR).
According to Laczniak and Murphy (2012), ethical marketing is not just about complying
with legal requirements, but about going above and beyond to protect the well-being of
customers, society, and the environment. Businesses engaging in ethical marketing strive to

build trust, demonstrate social responsibility, and enhance brand credibility.

The growing importance of ethical marketing has been driven by increased consumer
awareness and demand for ethically produced goods, particularly in industries like food (Sen
et al., 2006). In North Dinajpur, the need for ethical marketing practices is even more
pressing, given the challenges related to supply chain transparency and consumer trust as
outlined in the thesis (Dixit, 2009).

Link Between Ethical Marketing and Trust-Building in Consumer Relationships

A key benefit of ethical marketing is its ability to build trust between a brand and its
consumers. Trust is the foundation of any successful relationship, and in marketing, it acts as
a powerful driver of consumer loyalty. Ethical marketing strategies help establish trust by
ensuring that marketing claims are truthful, products are of high quality, and business
practices align with consumer values (Morgan & Hunt, 1994). The relationship between
ethical marketing and trust is reciprocal—when consumers trust a brand, they are more likely

to remain loyal, and conversely, ethical behavior fosters deeper trust.

Morgan and Hunt (1994) argue that trust forms the cornerstone of the Commitment-Trust

Theory, a well-established theoretical framework that explains how trust and commitment
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drive long-term relationships between consumers and brands. Ethical marketing, by
promoting transparency and fairness, significantly strengthens this trust, leading to higher

levels of consumer loyalty.
Focus on Loyalty as a Function of Ethical Marketing Strategies

Loyalty, a critical element in business success, is closely linked to consumer trust. According
to Sheth and Parvatiyar (2000), brand loyalty is not merely a behavioral outcome but a
psychological bond that forms when consumers trust a brand and believe in its ethical
practices. Ethical marketing strategies that emphasize consistent product quality, responsible
sourcing, and fair treatment of workers help foster a sense of security and satisfaction among

consumers, which is crucial for brand loyalty.

The importance of loyalty as a function of ethical marketing is highlighted in the Trust-
Loyalty Model, which posits that trust leads to loyalty, and loyalty, in turn, generates positive
consumer behaviors such as repeat purchases, brand advocacy, and resistance to competitive
offers (Schwartz, 2017). In the food industry, where health and quality concerns are
paramount, ethical marketing practices that assure consumers about product integrity and

transparency can significantly enhance loyalty (Balasubramanian & Madhavan, 2017).
Theoretical Frameworks Related to Ethical Marketing, Consumer Trust, and Loyalty

Several theoretical frameworks provide a lens through which ethical marketing's impact on
consumer trust and loyalty can be understood. The Trust-Loyalty Model, developed by
Morgan and Hunt (1994), is foundational in this regard. It suggests that trust is the key
antecedent to loyalty, and in the food industry, this model is particularly relevant, as

consumers need to trust brands regarding product safety, sourcing, and quality.

Another relevant framework is Stakeholder Theory (Freeman, 1984), which asserts that
businesses have an ethical obligation not only to their shareholders but also to other
stakeholders, including consumers, employees, and the broader community. By adopting
ethical marketing practices, food companies align their interests with those of their

stakeholders, thereby building trust and loyalty. In the context of North Dinajpur, this theory
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supports the argument that ethical marketing can serve as a tool for improving stakeholder

relations and long-term business sustainability.

Consumer Behavior in the Food Industry

Insights into Consumer Preferences and Behavior in Food Industries Globally and in
India

Consumer behavior in the food industry is shaped by several factors, including health
consciousness, environmental concerns, and ethical considerations. Globally, there has been a
notable shift toward more ethical consumption patterns, with consumers increasingly
prioritizing brands that demonstrate a commitment to sustainability, fair labor practices, and
environmental stewardship (Sheth et al., 2006). This trend is particularly evident in markets
like India, where rising disposable incomes and a growing middle class are driving demand
for ethically produced food products (ASSOCHAM, 2017).

In India, ethical concerns in food consumption are also influenced by cultural values, with
consumers becoming more aware of the impact of food production on health, the
environment, and society. As Bhattacharyya (2013) notes, there is a growing consumer
demand for transparency in food sourcing, particularly in regions like North Dinajpur, where
agricultural practices and food quality are often questioned. This trend is driving the need for

ethical marketing strategies that can cater to these changing consumer expectations.
The Role of Consumer Trust and Brand Loyalty in Food Markets

Consumer trust and loyalty are crucial components in the food industry, where the risk of
product recalls, food safety issues, and misleading advertising can erode confidence. Trust in
food brands is built on the perception of quality, integrity, and ethical responsibility.
According to Kotler and Keller (2016), when brands are perceived to be ethical, they foster
stronger emotional connections with consumers, which translate into higher levels of trust

and, ultimately, loyalty.

As outlined in the thesis, North Dinajpur’s food industry is facing challenges related to trust,
as consumers are increasingly wary of unethical marketing practices. The implementation of

ethical marketing can address these concerns by assuring consumers that brands align with
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their values and deliver on their promises. This, in turn, leads to higher brand loyalty, as
consumers are more likely to repeat purchases and recommend these brands to others (Sen et
al., 2006).

Challenges in the Food Industry

A Review of the Challenges Faced by the Food Industry in North Dinajpur

The food industry in North Dinajpur faces several pressing challenges, including
inefficiencies in the supply chain, lack of transparency, and ethical issues in marketing
practices (Dixit, 2009). One of the most significant challenges is the lack of trust between
consumers and food brands. This is exacerbated by unethical marketing practices such as
misleading labeling, poor product transparency, and limited corporate responsibility.
Additionally, issues related to food safety, sustainability, and fair trade practices continue to

affect consumer perceptions and trust (Bhattacharyya & Goswami, 2015).

Health concerns related to food production, such as the use of harmful chemicals or
unsustainable farming practices, also contribute to a decline in consumer confidence. Ethical
marketing, therefore, can serve as a solution by assuring consumers about product quality,

sustainability, and corporate integrity, addressing these concerns directly.

Gaps in the Literature

Despite the extensive body of research on ethical marketing and consumer behavior, there
remains a significant gap in the literature regarding the specific impact of ethical marketing in
the food industry of North Dinajpur. While there is ample research on ethical consumption
and marketing globally (Schwartz, 2017), few studies have focused on the unique challenges
faced by food industries in rural regions of India, such as North Dinajpur, where small-scale
enterprises dominate. This study seeks to fill this gap by investigating how ethical marketing
practices can influence consumer trust and loyalty in this specific context, thereby

contributing to the sustainability of the food industry in the region.

3. Hypotheses Development
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Based on the insights gathered from the literature review and the strategic analysis presented
in the thesis, the following hypotheses have been formulated to explore the relationship
between ethical marketing practices, consumer trust, and loyalty within the food industry of

North Dinajpur:

Hypothesis 1: Ethical marketing practices positively impact consumer trust in food brands.

Ethical marketing practices, which include transparency, honesty, and corporate social
responsibility, are key factors in fostering consumer trust. In an environment where
consumers are increasingly concerned about the integrity of food brands, ethical marketing
serves as a powerful tool for establishing credibility. When food brands communicate their
ethical practices clearly and demonstrate a commitment to social and environmental
responsibility, consumers are more likely to trust the brand. Trust, as a fundamental
component of consumer behavior, influences their decision-making process, ultimately
affecting brand choice and engagement. This hypothesis posits that ethical marketing
practices directly enhance the trust consumers place in food brands, leading to greater brand

credibility.

Hypothesis 2: Ethical marketing enhances consumer loyalty, leading to sustainable growth

in the food industry of North Dinajpur.

Consumer loyalty is a critical driver of business success, particularly in the food industry
where brand preference plays a significant role in consumer decision-making. Ethical
marketing practices not only build trust but also help to cultivate a deeper, long-term
emotional connection between consumers and food brands. By aligning their business
operations with ethical standards, food brands in North Dinajpur can foster greater loyalty
among consumers, who are increasingly prioritizing ethical considerations in their purchase
decisions. This hypothesis suggests that ethical marketing, by enhancing consumer trust,
directly contributes to increased loyalty, which in turn promotes long-term, sustainable

growth for the food industry in North Dinajpur.

Hypothesis 3: The relationship between ethical marketing and consumer loyalty is

moderated by consumer trust.
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Trust plays a pivotal role in bridging the gap between ethical marketing and brand loyalty.
While ethical marketing practices can certainly influence loyalty, it is the level of trust
consumers place in a brand that determines the strength and sustainability of this loyalty. This
hypothesis proposes that consumer trust acts as a moderating factor in the relationship
between ethical marketing and consumer loyalty. In other words, even though ethical
marketing may initiate a consumer’s engagement with a brand, it is their trust in the brand
that ultimately sustains loyalty over time. Therefore, the effect of ethical marketing on loyalty
is contingent on the trust that consumers have in the brand’s commitment to its ethical values

and practices.

4. Methodology

This study adopts a quantitative research approach to examine the impact of ethical
marketing practices on consumer trust and loyalty in the food industry of North Dinajpur. By
incorporating both descriptive and causal research designs, the study aims to provide a
comprehensive understanding of the relationships between ethical marketing and consumer
behavior, focusing on trust and loyalty. A mixed-methods approach, combining primary and

secondary data sources, is employed to ensure robust and reliable results.

Research Design

A quantitative research design is utilized to objectively measure the effects of ethical
marketing on consumer trust and loyalty. Descriptive research methods will be used to
analyze general trends in consumer behavior, while causal research methods, particularly
regression analysis, will test the relationships between ethical marketing practices and the
dependent variables of trust and loyalty. The use of Structural Equation Modeling (SEM) will
allow for the examination of more complex relationships between the various factors,
including the moderating role of consumer trust in the relationship between ethical marketing

and loyalty.

In addition to the primary data collected from surveys, secondary data from industry reports,
market studies, and previous research will be incorporated to provide contextual insights into

the regional dynamics and challenges faced by the food industry in North Dinajpur. These
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combined data sources will contribute to a more comprehensive understanding of the impact

of ethical marketing practices in this specific context.
Population and Sample

The target population for this study includes consumers of food products in North Dinajpur.
Given the diversity in consumer preferences, income levels, and purchasing behaviors,
stratified sampling will be employed to ensure that the sample captures a broad range of
consumer segments. Stratified sampling allows for the representation of various demographic

groups, ensuring that the findings reflect the diversity of the consumer base in the region.

e Sampling Technique: Stratified sampling will be used to ensure that different
demographic groups—such as age, income level, education, and frequency of food
purchases—are adequately represented in the sample.

e Sample Size: To ensure the representativeness of the sample, 300-500 respondents
will be surveyed. This sample size is sufficient to provide reliable insights and allow
for generalization of the findings to the broader population of food consumers in

North Dinajpur.
Data Collection

e Primary Data: Structured questionnaires will be used to collect data from consumers
in North Dinajpur. The questionnaire will include sections on:

o Ethical marketing practices (e.g., product transparency, sourcing practices,
corporate social responsibility).

o Consumer trust (e.g., trust in the brand’s transparency, product quality, and
ethical behavior).

o Consumer loyalty (e.g., repeat purchases, willingness to recommend the
brand).

The survey will be designed to use Likert scales for capturing consumer perceptions
on a range of ethical marketing practices and their corresponding effects on trust and

loyalty. Interviews with industry experts and business owners may also be conducted
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to provide additional qualitative insights into the challenges and opportunities faced

by food brands in adopting ethical marketing practices.

o Secondary Data: Secondary data will be gathered from industry reports, market
studies, and case studies of ethical marketing in similar industries. These secondary
sources will provide context and support for understanding the broader trends in
consumer behavior and ethical marketing, as well as the challenges specific to the

food industry in North Dinajpur.
Variables

e Independent Variable: Ethical marketing practices will be the independent variable
in this study. This includes:

o Transparency in marketing: How openly food brands communicate about
sourcing, ingredients, and product safety.

o Product sourcing and sustainability: Practices related to the ethical sourcing
of ingredients and sustainable production processes.

o Corporate social responsibility (CSR): The brand’s engagement in social
and environmental initiatives.

o Dependent Variables: The study focuses on two key dependent variables:

o Consumer trust: The degree to which consumers believe in the brand’s
integrity, transparency, and ethical practices.

o Consumer loyalty: The likelihood of consumers continuing to purchase from
and recommend the brand to others, driven by trust and positive brand
experiences.

e Control Variables: To account for other factors that may influence consumer
behavior, several control variables will be considered, such as:

o Income: Consumers' income levels may affect their purchasing behavior and
attitudes toward ethical marketing.

o Frequency of purchases: How often consumers purchase food products from
specific brands.

o Demographic factors: Age, education level, and other demographic

characteristics that may influence consumer perceptions of ethical marketing.
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Data Analysis

The data will be analyzed using a combination of descriptive and inferential statistical

techniques:

Descriptive Statistics: Basic descriptive statistics (mean, mode, standard deviation)
will be used to summarize general consumer behavior trends, such as the overall
levels of trust and loyalty among respondents and their perceptions of ethical
marketing practices.

Regression Analysis: To test the impact of ethical marketing practices on consumer
trust and loyalty, regression analysis will be performed. This will help determine the
strength and direction of the relationships between the independent variable (ethical
marketing practices) and the dependent variables (trust and loyalty).

Structural Equation Modeling (SEM): SEM will be used to explore the complex
relationships between multiple variables. Specifically, SEM will allow for an
examination of how consumer trust moderates the relationship between ethical
marketing practices and consumer loyalty. By modeling these relationships, SEM

provides insights into the direct and indirect effects of ethical marketing on loyalty.

Proposed Data Analysis Table:

Variable Type Measurement Approach

Likert  Scale, consumer

Ethical Marketing Practices Independent Variable perceptions of transparency,

CSR, and sustainability

Likert Scale, consumer trust

Consumer Trust Dependent Variable in brand's transparency and

ethical behavior

Repeat purchase behavior,

Consumer Loyalty Dependent Variable willingness to recommend,

and loyalty intention

Income

Consumer income  level

Control Variable (categorized)

Frequency of Purchases Control Variable

Number of purchases per
month (categorized)
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5. Results

Descriptive Statistics

The study sample consisted of 450 respondents from North Dinajpur, representing a diverse
demographic in terms of age, income level, education, and frequency of food purchases. The
sample included 55% male and 45% female participants. The age distribution was as follows:
18-25 years (25%), 26-40 years (35%), 41-55 years (25%), and 56 years and above (15%).

In terms of income, 40% of respondents earned below 20,000 per month, 35% earned
%20,000-340,000, and 25% earned above 340,000. The frequency of food purchases showed
that 60% of respondents purchased food items weekly, 30% purchased monthly, and 10%

made occasional purchases.

Consumer Responses to Ethical Marketing Practices

The following table summarizes consumer attitudes toward key aspects of ethical marketing

practices, which is further illustrated in Figure 1 (Consumer Responses to Ethical Marketing

Practices).

Ethical . Strongly
Marketing ,?r?;egz})l/) Agree (%) Neutral (%0) g}sf gree Disagree
Practice g ° 0 (%)
Transparency

in marketing 45 35 10 > >

Fair  labor | 4, 40 10 5 5
practices

Sustainable

sourcing of | 50 30 15 3 2
ingredients

Corporate

social | gg 30 10 3 2
responsibility

(CSR)
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Figure 1: SEM Model illustrating the relationship between ethical marketing, trust, and loyalty

Ethical Marketing - Consumer Loyalty |

Consumer Trust - Consumer Loyalty |

Ethical Marketing - Consumer Trust |

0.0 0.2 0.4 0.6 0.8 1.0
Standardized Path Coefficient

Figure 1: SEM Model illustrating the relationship between ethical marketing, consumer

trust, and loyalty.

Regression and SEM Results

Regression Analysis

To examine the direct effects of ethical marketing on consumer trust and loyalty, multiple
regression analysis was conducted. The results showed that ethical marketing practices
significantly influence both consumer trust and loyalty. The key findings from the regression
analysis are presented in the following table (see Figure 2 for a visual representation of these

relationships):

. Independent .
Dependent Variable Variable Standardized f p-value
Consumer Trust Transpa_lrency N 10.35 <0.01
Marketing
Corporat_e_ _ Social 0.40 <0.01
Responsibility
Product Sourcing 0.28 <0.05
Transparency
Consumer Loyalty Consumer Trust 0.50 <0.01
Transparency in
Marketing 0.23 <0.05
Corporat_e_ _ Social 0.20 <0.05
Responsibility
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Figure 2: Consumer responses to ethical marketing practices in North Dinajpur's food industry

Corporate Social Responsibility (CSR) |

Sustainable Sourcing f

Fair Labor Practices |

Transparency in Marketing f

0 20 40 60 80 100
Percentage of Consumers (%)

Figure 2: Consumer responses to ethical marketing practices in North Dinajpur's food
industry: The regression coefficients indicate that transparency in marketing and CSR
practices have a particularly strong effect on consumer trust, which in turn leads to

increased consumer loyalty.
Structural Equation Modeling (SEM)

To explore the complex relationships between ethical marketing, trust, and loyalty, SEM was
applied. The SEM results indicated a significant mediating role of consumer trust in the
relationship between ethical marketing and consumer loyalty. The standardized path

coefficients are as follows:

e Ethical Marketing — Consumer Trust: 0.45 (p <0.01)
e Consumer Trust — Consumer Loyalty: 0.55 (p < 0.01)
e Ethical Marketing — Consumer Loyalty (direct effect): 0.15 (p < 0.05)

The SEM model fit indices confirm that the model fits the data well, and these results
highlight that consumer trust mediates the relationship between ethical marketing and

consumer loyalty.
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e This emphasizes the role of trust in facilitating the impact of ethical marketing

practices on fostering long-term consumer loyalty.

Model Fit Indices for SEM:

Index Value Acceptable Range
Chi-square/df 2.15 <3

RMSEA 0.05 <0.08

CFI 0.98 >0.95

TLI 0.97 >0.95

Interpretation of Results
Discussion in the Context of North Dinajpur’s Food Industry

The findings of this study confirm that ethical marketing practices, such as transparency, fair
labor practices, and corporate social responsibility, significantly influence consumer
perceptions of food brands. In North Dinajpur, where agricultural practices and food sourcing
are key concerns for consumers, ethical marketing can serve as a powerful strategy to

enhance consumer trust and loyalty.

The mediating role of consumer trust is particularly significant. Ethical marketing practices
such as transparency and corporate social responsibility contribute to consumer trust, which
in turn leads to greater brand loyalty. Food brands in North Dinajpur that prioritize ethical
practices are likely to experience stronger consumer relationships, fostering both immediate

and long-term loyalty.
Comparison with Global Research

The results of this study align with global trends, where consumers are increasingly seeking
brands that reflect their values regarding ethical practices, sustainability, and corporate
responsibility. In the food industry, studies have consistently shown that ethical marketing

enhances consumer trust, which leads to increased loyalty. This study contributes to the
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global body of research by highlighting the specific impact of ethical marketing in a rural,
developing market like North Dinajpur, where consumer awareness and expectations are

rising.
6. Discussion

This section discusses the key findings from the study, the practical and theoretical
implications of the results, and the study's limitations, as well as suggestions for future
research. The findings underscore the importance of ethical marketing in shaping consumer

trust and loyalty in the food industry of North Dinajpur.
Key Findings
« Ethical marketing significantly impacts both consumer trust and loyalty.

The study provides strong evidence that ethical marketing practices, such as transparency in
product sourcing, corporate social responsibility (CSR), and fair labor practices, have a
significant positive effect on consumer trust and loyalty. When consumers perceive food
brands as ethical and transparent, they are more likely to trust the brand and develop a sense
of loyalty, which translates into repeat purchases and advocacy for the brand (Kotler &
Keller, 2016; Laczniak & Murphy, 2012). Ethical marketing goes beyond compliance with
legal norms and ensures that brands demonstrate a commitment to higher moral and social

standards, which in turn enhances consumer trust (Schwartz, 2017).

e Trust plays a crucial role in enhancing loyalty, confirming theoretical models
like the Trust-Loyalty Model.

The findings from the regression analysis and SEM analysis confirm that consumer trust
mediates the relationship between ethical marketing and consumer loyalty. This highlights
the importance of trust as a key driver of loyalty, supporting the Trust-Loyalty Model
(Morgan & Hunt, 1994). According to this model, trust in a brand is the primary factor
influencing consumer commitment, and in the context of ethical marketing, it serves as the
bridge that connects ethical practices with long-term consumer loyalty. This is particularly
significant in the food industry, where safety and quality concerns are paramount, and trust in

the product is a key determinant of loyalty (Sheth et al., 2000).
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These results are consistent with existing literature that emphasizes the role of trust in
fostering loyalty across various industries, particularly in sectors like food, where health,
safety, and quality concerns are prevalent (Freeman, 1984; Sen et al., 2006). This reinforces
the view that ethical marketing is not only a tool for improving brand image but also a critical

factor in enhancing customer retention.

Implications

e Practical Implications for Food Brands in North Dinajpur

For food brands in North Dinajpur, the findings underscore the importance of adopting
ethical marketing practices as a strategic tool for building stronger consumer relationships
and fostering long-term loyalty. The growing consumer preference for brands that are
transparent, socially responsible, and committed to ethical sourcing provides a significant
opportunity for businesses to differentiate themselves in a competitive market
(Bhattacharyya, 2013). By prioritizing ethical marketing initiatives, food businesses can
enhance consumer trust, leading to increased loyalty and sustained business growth
(Tschirhart & Rusch, 2008).

Moreover, this is particularly relevant in North Dinajpur, where food products are often
locally sourced, and consumers are increasingly concerned about product safety,
sustainability, and the ethical practices behind food production (Dixit, 2009). Brands that can
address these concerns through transparent and ethical marketing practices are likely to build
stronger emotional connections with consumers, resulting in greater customer retention and

loyalty.

e Strategic Recommendations for Food Businesses

To enhance brand trust and loyalty, food businesses should consider the following strategic

recommendations:

1. Emphasize Transparency in Marketing: Brands should clearly communicate
sourcing practices, production methods, and product ingredients to consumers.
Transparency in these areas builds trust and reassures consumers about the quality and

ethical standards of the products they purchase (Kotler & Keller, 2016).
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2. Strengthen Corporate Social Responsibility (CSR) Initiatives: Companies should
invest in CSR programs that focus on environmental sustainability, social equity, and
community support. Demonstrating a commitment to these causes can significantly
boost consumer perceptions and enhance loyalty (Smith, 2003; Waddock & Graves,
1997).

3. Engage in Fair Labor Practices: Ethical treatment of workers and fair wages not
only improve brand reputation but also contribute to higher levels of consumer trust.
Consumers are more likely to support brands that prioritize ethical labor practices
(Freeman, 1984; Jones, 1995).

4. Leverage Consumer Feedback: Regularly engaging with consumers through
surveys, focus groups, and other forms of feedback will help brands understand their
ethical priorities and strengthen the relationship with their audience. This will not
only build trust but also give brands an insight into evolving consumer preferences
(Sheth & Parvatiyar, 2000).

By adopting these practices, food brands in North Dinajpur can develop stronger
relationships with their consumers, leading to increased customer loyalty and long-term

business sustainability.

Theoretical Implications

e Contribution to the Theoretical Understanding of Ethical Marketing

This study contributes to the theoretical understanding of how ethical marketing works in
building consumer trust and loyalty, particularly within the food industry. By applying
established theoretical models such as the Trust-Loyalty Model, this research underscores
the central role of trust in shaping consumer behavior and loyalty in the context of ethical
marketing (Morgan & Hunt, 1994). The findings highlight that trust acts as both a mediator
and an amplifier in the relationship between ethical marketing and loyalty, suggesting that
ethical practices alone are not sufficient; trust in those practices is what ultimately drives

loyalty.

Additionally, the study extends the Stakeholder Theory (Freeman, 1984) by demonstrating

how food brands can enhance their relationships not only with consumers but also with other
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stakeholders (e.g., suppliers, employees, local communities) through ethical marketing
practices. This broader understanding can inform future research on the role of ethical

marketing in stakeholder relationships across various industries.
Limitations and Future Research
o Geographical Focus and Generalizability

One key limitation of this study is its focus on the food industry in North Dinajpur. The
findings are specific to this region, and as such, the generalizability of the results to other
regions or industries may be limited. North Dinajpur is a developing region with a unique
socio-economic context, which may influence consumer behavior in ways that differ from
more urbanized or global markets. Therefore, caution should be exercised when attempting to

apply these results to other geographical locations without further validation.
e Suggestions for Expanding Research

1. Broader Geographical Scope: Future research could expand the geographical scope
of the study by including other regions of India or even other developing markets.
This would allow for a more comprehensive understanding of how ethical marketing
influences consumer trust and loyalty in different socio-economic and cultural
contexts (Sen et al., 2006).

2. Longitudinal Studies: Given that consumer trust and loyalty are long-term outcomes,
future studies could use a longitudinal approach to track changes in consumer
behavior over time. This would help in understanding the sustainability of the impact
of ethical marketing practices and whether the effects on trust and loyalty endure
(Waddock & Graves, 1997).

3. Cross-Industry Comparison: Future research could compare the impact of ethical
marketing on consumer trust and loyalty across different industries, such as clothing,
electronics, and automobiles. This would provide insights into whether ethical
marketing has a similar effect on consumer behavior in industries beyond food
(Elkington, 1997).

4. Impact of Digital Marketing: Given the increasing role of digital media in consumer

decision-making, future research could explore how ethical marketing strategies
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implemented through digital platforms influence consumer trust and loyalty. Social
media, influencer marketing, and online transparency in product sourcing could be

key areas for further exploration (Tschirhart & Rusch, 2008).

7. Conclusion

Summary of Findings

The study has confirmed that ethical marketing practices are crucial in enhancing
consumer trust and loyalty within North Dinajpur's food industry. Ethical marketing
strategies such as transparency in sourcing, corporate social responsibility (CSR), and
commitment to sustainable practices are directly associated with higher levels of consumer
trust. Trust, in turn, plays a vital role in fostering long-term consumer loyalty, which is a

critical determinant for sustained business growth in the food sector.

By incorporating ethical marketing practices, food businesses in North Dinajpur can
effectively differentiate themselves in a competitive market, enhance their brand reputation,
and secure long-term consumer relationships. The results align with global trends,
highlighting that consumers are increasingly demanding higher ethical standards from food

brands.

Strategic Recommendations

Based on the findings, the following strategic recommendations are proposed for food

businesses in North Dinajpur to enhance brand trust and loyalty through ethical marketing:

1. Prioritize Transparency in Marketing: Food brands should ensure clear and open
communication about their sourcing, production, and business practices. This can
significantly boost consumer trust, as consumers are more likely to support brands
they feel are honest and transparent in their operations.

2. Strengthen Corporate Social Responsibility (CSR): Brands should actively engage
in CSR initiatives focused on sustainability, community development, and ethical
sourcing. These initiatives not only improve the brand image but also create a sense of

social responsibility among consumers, contributing to greater loyalty.
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3. Commit to Ethical Labor Practices: Fair wages and ethical treatment of employees

are critical components of ethical marketing. Consumers increasingly value brands
that treat their workers with dignity and fairness, which can improve both brand trust
and loyalty.

Leverage Consumer Feedback: Businesses should regularly engage with their
customers to understand their values and ethical expectations. Listening to consumer
feedback will help align marketing efforts with consumer interests and enhance long-

term loyalty.

By adopting these ethical practices, food businesses can build stronger consumer

relationships, improve brand loyalty, and create a sustainable business model in a rapidly

changing market environment.

Future Research

While this study provides valuable insights into the role of ethical marketing in North

Dinajpur’s food industry, several areas warrant further investigation:

1. Long-Term Impact of Ethical Marketing: Future research should focus on the long-

term impact of ethical marketing on consumer behavior across various food industries
in India. Longitudinal studies could provide a deeper understanding of how trust and
loyalty evolve over time with consistent ethical marketing efforts.

Cross-Regional Comparisons: Expanding research to other regions of India or rural
markets could offer broader insights into how ethical marketing influences consumer
trust and loyalty in diverse socio-economic contexts. This would also help compare
regional differences in consumer behavior and preferences regarding ethical practices.
Exploring Other Food Industries: Future research could extend the focus beyond
North Dinajpur’s food industry to other food sectors such as organic products,
processed foods, or traditional food brands. This will allow researchers to understand
whether ethical marketing influences consumer loyalty similarly across different food
sectors.

Digital Marketing and Ethical Practices: The increasing role of digital media and
online platforms in shaping consumer behavior calls for further exploration of how

ethical marketing practices can be leveraged through digital marketing strategies.
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Investigating how brands communicate their ethical values via social media, websites,
and online campaigns could provide insights into newer methods for building trust

and loyalty.

In conclusion, this study demonstrates the pivotal role of ethical marketing practices in
enhancing consumer trust and loyalty in the food industry, particularly in North Dinajpur.
Food businesses that prioritize ethical marketing will likely foster stronger consumer
relationships and ensure sustainable business growth. Further research will expand our
understanding of these practices and their long-term impact across diverse regions and food

industries in India.
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