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I. Introduction 

Business ethics is defined as the inner moral values and ethical principles that guide the actions and 

decision making of companies and businesses. Such issues as relations with employees, 

environmental issues, parties on business deals, “honesty” and corporate governance are included 

into this concept. Business ethics make sure that all actions of the company, including its business 

activities are legal and moral according to what society defines as justice, honesty and integrity. But 

the problem of business ethics is not without its own share of issues. Ethical dilemmas may compel 

business organisations to compromise in a bid to achieve financial success. For instance, in the long 

run, ensuring the wellbeing of employees or honouring environmental conservation may cause 

growth in the running costs. In addition, ethically sensitive companies and those who derive their 

business in diverse cultures and legal systems may have problems maintaining an ethical ethic. 
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The following are some of the essential elements of corporate ethics taken from the paper:  

• Truthfulness and Openness: This is the degree to which organisations guarantee 

communication with stakeholders as regards to the things said, and that everything which is 

stated is presented truthfully.  

• Equal Treatment of Employees means creating an even playing field for people, 

compensating employees properly, and providing a safe environment.  

• Ensuring that the negative effect upon the environment is moderated in the course of the 

development, it is referred to as a social responsibility.  

• Rights and Justice: Protecting people’s rights and making the benefits and limitations fairly 

available.  

Moreover, it is apparent that the positive aspects of business ethics vis-a-vis trust, reputation, and 

future success of the business far outweigh the negative contributions, though they may pose some 

challenges in seeking a compromise between profits and responsibility. However, adopting an ethical 

approach enables a business to manage difficult circumstances as well as add value to society. 

II. Literature Review 

Carroll and Shabana (2010) examination seek to show the relationship between CSR and corporate 

ethics as it is more than just legal compliance. The ethical component of CSR has future benefits, 

financial and consumer loyalty being some among others. However, psychological arguments have 

also acknowledged that it is easier said than done to reconcile moral and financial interests especially 

in multicultural environments.  

Weaver and Reynolds (2006) highlight the need for ethical leadership in foster walling any ethical 

cultural so as to promote strong.’ Mora, Zhu and Patricia (2011) state that such ethical leaders 

encourage risk management and reputational risks and promote honesty and truthfully relevant 

communication. Without leadership able to enforce ethical standards, the mere existence of codes of 

ethics in an organization will not bring about any changes.  

According to Stoll (2002), businesses that support charity groups have a legitimate belief that their 

altruistic efforts will also benefit their bottom line. Nonetheless, proponents of moral business 

practices should exercise extra caution while promoting their values in a way that is ethically 

righteous. Even while advertisers frequently engage in creative license or modest deceit when 

marketing products and services, it is indisputable that these kinds of tactics are more morally 

problematic when employed to highlight ethical business activities. I argue that even so while slight 

deceit is not particularly concerning for the marketing of most products and services, using such 

tactics to promote good corporate character is a significantly more egregious moral error. 

Palmer and Hedberg (2013) state that the conventional wisdom in marketing ethics holds that it is 

immoral to offer products to groups of people who are particularly vulnerable in ways that take 

advantage of their weaknesses. Brenkert provided the principal with a great deal of protection in his 

article "Marketing and the Vulnerable," which has gained a solid foundation in marketing ethics. We 

http://www.ijamsr.com/


Vol 7, Issue 9, 2024     Impact Factor: 5. 355     DOI: https://doi.org/10.31426/ijamsr.2024.7.9.7712 

           

 

 
            IJAMSR  7 (9)                 September 2024                         www.ijamsr.com                        12 

 

International Journal of  

Advanced Multidisciplinary Scientific Research (IJAMSR) ISSN:2581-4281 

shed light on marketing to the weak in the sections that follow by essentially assessing the most 

important aspects of Brenkert's main claims. 

III. The Role of Ethics in Financial Decision-Making 

"Financial institutions and their stakeholders rely heavily on ethics to uphold trust." The long-term 

viability of businesses and financial markets is jeopardized when moral standards are violated, as 

multiple financial scandals have demonstrated. Empirical studies emphasize the significance of 

harmonizing business incentives with moral standards to guarantee that decisions are influenced by 

the greater benefit of society as well as the pursuit of profit maximization. In the end, ethical behavior 

in finance can assist maintain investor trust and market integrity by reducing dangers like fraud, 

misrepresentation, and customer abuse.  

— Boatright, J. R. (2011). “Finance Ethics: Critical Issues in Theory and Practice. 

IV. Corporate Governance and Financial Ethics 

Good corporate governance and moral conduct in financial firms are closely related. Financial 

scandals that impose moral behavior, like the subprime mortgage crisis of 2008, highlight the need 

for stronger governance regulations. Research indicates that companies with robust governance 

frameworks are at a lower risk of participating in unethical activities including market manipulation 

and accounting fraud. Long-term financial success and increased investor trust are further advantages 

for these companies. Building a culture of financial responsibility requires ethical leadership and 

accountability. 

— Jensen, M. C., & Meckling, W. H. (2009). "Corporate Governance and the Ethics of Financial 

Reporting." 

V. Ethics In Marketing 

In marketing, ethics refers to the moral norms and values that direct companies' and people' actions 

when advertising goods and services to customers. It entails upholding integrity, equity, and 

accountability in all marketing strategies, with the goal of avoiding behaviours that could be 

misleading or deceptive and endanger consumers or other stakeholders. 

Important facets of marketing ethics comprise: 

• Honesty in Advertising: Advertisers should refrain from making fictitious or exaggerated 

claims about their goods and services. In order for people to make educated decisions, 

advertisements need to be truthful and open, providing precise information. 

• Consumer Privacy: Ethical marketing respects and safeguards the privacy of consumers. 

This entails having open and honest data gathering procedures and making sure customers 

understand how their data will be utilized. Fair Pricing: Without taking advantage of 

customers with hefty markups or unstated costs, prices should be set honestly and represent 

the value of the goods. 
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• Preventing Exploitation: Marketing should not take advantage of weaker demographics like 

children, the old, or ignorant people. It ought to encourage diversity and refrain from feeding 

negative preconceptions. 

• Social Responsibility: The wider social and environmental effects of promotional efforts are 

taken into account by ethical marketing. Companies are supposed to support sustainable 

practices, behave ethically, and give back to the community. 

• Respect for Rivals: Ethical marketing abstains from unfairly denigrating rivals and from 

participating in unethical tactics, such making up comparisons or stealing intellectual 

property. 

• Company Following Ethics of Marketing in Business: TOMS: The "One for One" business 

strategy, which sees TOMS donating a pair of shoes to a person in need for each pair sold, is 

the company's well-known example of an ethical business approach. Their marketing 

emphasizes the positive social impact of buying their products, with an emphasis on 

enhancing lives and assisting international communities. Essential Moral Principles: Social 

responsibility, marketing based on causes, and community-oriented projects. 

• Company Not Following Ethics of Marketing in Business: Volkswagen (VW) Unethical 

Marketing Issue: During the 2015 "Dieselgate" incident, the firm deceitfully advertised the 

environmental friendliness of its diesel vehicles while covertly installing software to evade 

emissions tests. Pollutant emissions from the cars were significantly higher than what was 

stated. 

VI. Ethics in Finance 

Ethics in finance, in general, is something that even the most novice practitioners recognize can be 

quite challenging. Yet, the norm is to improvise ethics in deadpan or routine sets. Decision-makers in 

the financial industry should have a vision that step outside compliance minimum and the rule-

oriented mentality. The laws of the financial industry are supposed to be at the highest level of moral 

rectitude. However, it cannot always be simple to uphold these principles when making business 

decisions, and especially so in the event of a conflict between personal interests and obligations to the 

company. It is possible to punish oneself for the pleasure of making ‘bad’ decisions, in this instance, 

finance, even – perhaps more so – in the best practices literature of the industry. 

Whenever a client chooses to engage into a contract or agreement despite different views, a high 

degree of trustworthiness and honesty is vested in the involved advisor. It is here, therefore, that the 

call for ethics in finance is apt. However, it cannot always be simple to uphold these principles when 

making business decisions, and over all in the event of a conflict between ones personal interests and 

those of his professional obligations. It is possible, and even normal, to cross the line of morality in 

finance someone who makes such decisions is probably aware of the average no price competition 

that prevails in an industry. Investment advisers and managers have legal responsibilities to their 

clients and they take over their clients’ best interests. Professionalism guarantees that these people do 

not prioritize personal gain over clients’ interests. 
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VII. Ethical Challenges in Financial Decision Making 

Conflict of Interest: A conflict of interest arises in a situation where financial expert has a personal 

interest conflicting with his responsibilities. For instance, a financial advisor is in a position where he 

advises his/her clients to invest their money in certain financial products that they should not invest in 

due to the fact that they costly, risky, unproductive and do not meet the financial needs and goals of 

the client but are very profitable to the advisor. 

Insider Trading: Purchasing and selling securities, such as stocks, using what is referred to as 

material, non-public information—that is, relevant information meant to be kept secret or not yet 

made public—is the subject of this ethical dilemma. You would be breaking insider trading 

regulations and could face penalties and even jail time if you buy shares before the earnings are 

announced based on your observation that the company's results for the current quarter are very 

strong. You both run the risk of being charged with unlawful insider trading if you shared that 

information with another party.  

Spoofing (Market Manipulation): Market manipulation involves influencing security prices in the 

trading market using illegal tactics. Techniques for manipulating the market could include: 

• Disseminating inaccurate or deceptive information about a business; 

• Executing a sequence of transactions to provide the impression that a security is traded more 

frequently; 

• Manipulating quotes, prices, or trades to give the impression that a security is in higher or 

lower demand than it actually is. 

Predatory Lending: The practice of using dishonest methods to persuade a borrower to take a loan 

with unjust conditions—such as excessively high interest rates or unreasonably long repayment 

terms—is known as predatory lending. In order to keep someone in a debt cycle, it also entails 

convincing them to take out a loan they don't need. 

VIII. Case Study About Company Following Ethical Practices in Business 

The Vanguard Group, one of the largest asset management companies in the world, is widely 

respected for its ethical business practices in the financial industry. It is known for its client-centric 

approach, low-cost investment philosophy, and commitment to transparency. The company's 

structure and values promote good ethics in finance, setting it apart in an industry sometimes 

criticized for conflicts of interest and high fees. 

Key Ethical Financial Practices 

• First-Client Ownership Framework: Among the big banks, Vanguard is distinct since it 

uses a mutual ownership structure. Vanguard is owned by the people who invest in its funds, 

not by outside shareholders or being publicly listed. The conflict of interest that frequently 

develops when businesses prioritize making as much money as possible for outside 
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shareholders at the expense of customers is eliminated by this arrangement. Therefore, clients 

and shareholders feel more comfortable while investing with them. 

• Fiduciary Duty to Clients: Fiduciary duty, or operating in its clients' best interests, is the 

foundation of Vanguard's basic values. Vanguard's business model is intended to assist clients 

in reaching their long-term investment goals, in contrast to many other financial institutions 

that prioritize making short-term profits or selling goods for commissions. Vanguard offers 

advice that is aligned with clients’ financial needs, and it doesn’t push high-cost or complex 

products to maximize its revenue. Its financial advisors are not compensated based on sales or 

product recommendations, reducing conflicts of interest and ensuring that clients receive 

unbiased advice. 

• Fighting for Market Stability and Long-Term Investing: Speaking out against practices 

that can cause market instability and harm to long-term investors, including as speculative 

trading and short-termism, Vanguard has been a strong supporter of long-term investing and 

market stability. Its strategy pushes clients to concentrate on gradually increasing their money 

via careful investing. 

In the financial sector, Vanguard's business model, which is based on a mutual ownership structure 

that prioritizes clients, sets a high bar for ethics. Vanguard is an example of how financial businesses 

may conduct business with integrity and yet provide their consumers with great returns. They do this 

by prioritizing minimal costs, upholding openness, fulfilling their fiduciary duty, providing ethical 

investing options, and pushing for long-term financial stability. It has established a reputation as a 

reliable and moral leader in the asset management industry thanks to its dedication to moral values. 

IX. Case Study About Company not Following Ethical Practices in Business 

Wells Fargo: One of the biggest banks in the country, Wells Fargo, was engulfed in a controversy 

that began in 2016 when it was discovered that staff members had opened millions of fraudulent 

accounts in customers' names without their consent. Aggressive sales targets, a poisonous company 

culture, and a lack of control were the root causes of the unethical activity, which caused the bank to 

face a serious financial and reputational catastrophe. 

Key Ethical Failures  

• Incentivized Unethical Behaviour: The bank’s leadership encouraged an aggressive sales 

culture, often rewarding employees based on the number of accounts and services they sold, 

rather than focusing on customer needs. The company, in a way, pushed employees to behave 

unethically to meet unrealistic targets. 

• Misleading Shareholders and the public: Wells Fargo window dressed its financial health 

and growth to shareholders by artificially inflating their account numbers. They used 

unauthorized accounts to potray stronger financial performance misleading investors about the 

real situation. This activity undermined trust between the bank and its investors. 
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• Failure to Protect Customers: The company’s unethical behaviour resulted in a severely 

damaged relationship with its customers. Many customers were charged fees and penalties for 

accounts that did not even belong to them, and their credit scores were negatively impacted 

due to the creation of unwanted credit cards and loans. The bank's failure to protect customer 

data and ensure ethical practices caused long-lasting financial harm to many individuals. 

The phony account issue at Wells Fargo is an obvious illustration of how a firm may disregard ethical 

standards. Even while Wells Fargo has taken action to address the matter, the long-term harm to 

company position and reputation shows how serious it is to disregard ethical standards in the financial 

industry. This example emphasizes how crucial it is for the financial sector to prioritize clients, be 

accountable, and be transparent. 

X. Ethics in Advertising 

The practice of ethics in advertising encompasses the moral principles related to the creation of 

advertisements and advertisements that ensure advertised messages are truthful, fair, and respectful of 

the audience. Ethical advertising is above board and resistant to misleading consumers, respects 

consumer rights, and is characterized by honesty and transparency of communication. 

1. Truth and Honesty: Truthful advertising is providing truthful and evidence-based information 

about the product or service. Advertisements should not contain false statements of fact, omit 

necessary facts, or contain unrealistic imagery distorting reality. 

Examples of Unethical Practices: 

a. False Claims: Advertisements that make exaggerated promises of benefits from a product that the 

product is incapable of delivering (for example, a skincare cream that guarantees to eliminate all 

wrinkles after one night's use). 

b. Fake Testimonials: Use of a testimonial from a non-user of the product - or utilizing a written or 

scripted testimonial without disclosing use of scripted testimonial. 
 

2. Preventing Harm: Advertisers should not design communications that cause any physical, 

emotional or financial harm to any person or group of people. Advertisers should also not exploit 

vulnerable populations such as children, the elderly, and people with addictions. 

Examples of Unethical Behaviour:  

a. Using Cartoons: Kids may see an unhealthy food advertised with cartoon characters. 

b. Addicting Products: Advertisements for alcohol, gambling, or tobacco suggest that these 

addictions are cool or status-enhancing behaviours.   

3. Social Responsibility: Socially responsible advertising should represent and promote positive 

themes and values for society in general. Therefore, advertising should avoid contributing to negative 

stereotypes or social issues like discrimination, inequality, and environmental harm. 
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Examples of Unethical Behaviour:  

a. Using Stereotypes: Ads that stereotype or reinforce a racial or gender stereotype like women or 

girls only doing caregiver roles, or treating women like sex objects. 

Cultural Appropriation or Insensitively Using Symbols: Advertising or benefitting from 

misappropriated cultural symbols in a commercial way, or mocking symbols from others to benefit. 

4. Transparency: Transparency in advertising means to be open and transparent with the audience, 

especially in instances where the advertising includes any level of sponsored or purchase content. It's 

the right of consumers to understand when something they engage with is promotional. 

Examples of Unethical Action: 

a. Concealed Advertising: When an influencer or celebrities promote a product, without disclosing 

that they were compensated for doing so. 

b. Native Advertising: Regardless of disclosures, when a paid sponsor products looks like news or 

editorial coverage, without substantial disclaiming labelling that represents that it's paid media. 

5. Concern for Privacy: Advertisers often increasingly use personal preferences to advertise and 

create targeted audiences, leading to an obligation for adverts to respect that data and privacy. 

Advertisers should always seek informed consent before utilizing the personal preferences of 

consumers. 

Examples of Unethical Action: 

a. Obtaining Data from a User Without Consent: To when advertisers obtain data, or the user 

prefers, from a user aren't disclosed until after an interaction with the user once the user takes an 

action initiated by the user. 

b. Advertisement Targeting Based on Sensitive Data: Taking for example, using personal data, such 

as financial status, income, physical condition, to characterize in the product advertising itself 

targeting toward a vulnerable class. 

XI. Example: A Company That Adhered to Ethical Principles During Conflict of Interest 

Case: Tata Tea's "Jaago Re" Campaign: In the mid-2000s, Tata Tea (now Tata Consumer 

Products Ltd.) launched the "Jaago" Re Campaign, which started simply as a promotional campaign 

for the tea product, and evolved into a social awareness campaign. Rather than doing a typical 

product push, Tata Tea utilized its marketing platform to shine a light on issues to do with social and 

political issues including corruption, participation in voting, and social responsibility.    

Conflict of Interest:  In the lead up to the 2009 Indian stage elections, the campaign shifted to act as 

a campaign for voting participation, as well as a social awareness campaign around corruption in 

Indian politics. Although one can argue that it would be risky for a private company to engage the 

public around issues of politics, Tata Tea chose this time to inspire and educate the public to votes 

rather than engaging in a political agenda, or otherwise. 
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XII. Appropriate Ethical Advertising Principles 

1. Truthfulness and Honesty: The campaign in no way misled the audience with any false 

representation of Tata Tea’s products. The message was framed around encouraging civic duty and 

was consistent with Tata Tea’s positioning as a socially driven business. 

2. Social Responsibility: Tata Tea had the responsibility to raise awareness and help mobilize action 

around political participation, and corruption in India, legitimizing issues that were not just relevant 

to, but with meaning to, the public. It was not simply a selling vehicle for tea, it became a vehicle for 

change. 

3. Transparency: There was no hidden agenda to get people to vote, there was no agenda to support a 

political party. The campaign’s intention to encourage participation was, unequivocally, transparent, 

and neutral. 

4. Respect for Privacy: The entire initiative was opt-in for participants to engage with. There were no 

aggressive data collection or intrusive marketing strategy/process. It respected consumers’ choices to 

participate or not based simply on the message itself. 

5. Fair Competition: The campaign did not attack competitors or use unethical advertising to suggest 

superiority. It focused solely on raising political awareness and did not question any competitor 

products or businesses. 

Outcome: The “Jaago Re” campaign was well-regarded with respect to social consciousness and 

reflected the parent Tata Group’s reputation frame of ethical business practices. Tata Tea chose to not 

show either side of the political aisle and promoted civic duty while balancing a REASON potentially 

conflict of interest, with ethical behaviour. 

XIII. Example: A Company That Did Not Adhered to Ethical Principles During Conflict of 

Interest 

Case: Nestlé's Maggi Noodles Controversy (2015): In 2015, Nestlé India faced scrutiny when 

testing carried out by government authorities found that certain samples of its exceedingly popular 

instant noodle brand, Maggi, had lead levels exceeding permissible limits and monosodium glutamate 

(MSG) levels present, as omitted from the product packaging. As a consequence, Maggi was recalled 

nationwide and the company experienced legal implications and damage to reputation. 

Conflict of Interest: Nestlé India had promoted its products marketed as a safe, healing food option 

for children and families for a considerable duration. The food safety tests confirmed public health 

concerns regarding lead and MSG in the product(s) maintained by Nestlé, creating a conflict of 

interest regarding public health messages and the company's advertising claims.  
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XIV. Ethical Advertising Principles Violated 

1.  Truthfulness and Honesty: Nestlé marketed Maggi noodles as a healthy and safe food product, 

especially for children. As supported by reports from government testing, lead was present in 

excessive amounts and there were undisclosed levels of MSG. Nestlé's marketing claims violated the 

principle of truthfulness and honesty of advertising claims when they did not disclose or investigate 

the health concerns. 

2.  Transparency: Nestlé was accused of a lack of transparency regarding the marketing and 

ingredient information provided to the public regarding its products. By not assuming responsibility 

for lead and omitted accusations of the product containing MSG, it prevented consumers from 

making informed decisions about consumption which guided people to presume Maggi was healthier 

and safer than it actually was. 

3.  Social Responsibility: Nestlé was irresponsible in targeting children and families with its 

marketing which is not ethically responsible in ensuring that the products marketed met all safety 

expectations. The company prioritized sales above public health which sparked outrage regarding 

ethical practices. 

4. Regard for Privacy: Although not related directly to a privacy-favourable perspective, the case 

eroded the trust which Nestlé had built with its consumers. When people buy a product, and 

especially food, there is an implicit expectation of safety and honesty. Nestlé had violated this 

implicit rule important to consumer trust by withholding notable health information. 

5. Fair Competition: Nestlé’s monopoly in the marketplace and deception in marketing 

disadvantaged competitors, particularly smaller companies who may or may not have the same 

marketplace reach, and may have products that were safe. 

XV. Conclusion 

The Indian government imposed a nationwide prohibition of Maggi noodles resulting in a massive 

recall of millions of products from store shelves. Nestlé’s reputation suffered significantly, and it took 

months for Nestlé to reignite consumers’ perceptions of their product brand as trustworthy. More 

testing was needed for them to demonstrate safety for sure, although likely Nestlé had sampled Maggi 

many times, loss of brand trust was in question resulting due to the transparency of profit risk within 

the country if they entered the testing process without prior testing of the product. Nestlé was also 

delayed to face other consequences, albeit fines from the Indian Food Safety and Standards Authority 

(ranked based on the case and probably not as approximately terrible). The Indian Food Safety and 

Standards Authority (FSSAI) meaning was a fine on the regulation of misleading advertising. 

Eventually Maggi found its way back onto shelves, but the story is largely regarded in recent Indian 

advertising ethics as one of the big scandals of ethics misconduct in its history to date. 
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XVI. Ethics in Tourism 

Ethical tourism comprises responsible travel and sustainable travel components aiming to minimize 

tourism's environmental, human, and cultural impacts. It covers tourists, tourism operators, and host 

destinations and communities.  

1. Cultural Respect and Preservation 

Tourists and tourism operators should respect and preserve the cultures, beliefs, and heritage of the 

destinations they visit. This means behaving in a way which is both culturally and environmentally 

sensitive and respectful. 

• Challenges: Tourism can sometimes commodify cultures or promote behaviours that disrespect 

your local culture. 

• Examples: Disrespecting local clothing, making cultural practices tourist attractions without 

understanding them, and utilizing indigenous communities for tourism financially.   

2. Environmental Sustainability 

Tourism should seek to die the least harm to the environment as possible, while promoting 

environmental sustainability by having loosened waste, using resources responsibly, and not harming 

wildlife or ecosystems.   

• Challenges: Mass tourism creates harm to the environment such as pollution, degradation of 

neighbouring land for recreation., and excessive use of local resources.   

• Examples: Polluted beaches, disturbance to wildlife, and tourist activities where the natural 

environment is exploited for tourism (e.g., irresponsible safaris or trees being cut down for resorts).   

3. Economic Equity 

Ethical tourism creates eclectic experiences by ensuring fair wages, purchasing resources locally or in 

the vicinity of community culture, as well as coating a direct proportion of revenue obtained 

benefiting local community instead of large foreign corporations.  

• Challenges: Large tourism/nature operators create monopolies leaving little benefit to local 

communities while also making them economically dependent on tourism, construction or acquisition 

of local resources.   

• Examples: All-inclusive resorts where local businesses are not engaged ethically, paying workers 

in the tourism sector below living wages. 

4. Social Responsibility 

Tourists and tour operators should engage in social responsibility including, treating locals dignity 

and respect, not contributing to issues seeing children being exploited, and problems with 

overtourism in communities.   
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• Challenges: Some forms of tourism practice as "slum tourism" or " volunteering as tourism" 

causes social injustice by creating inequality or even perhaps utilizing needy youth by giving tourists 

an experience.   

• Examples: Taking pictures of individuals in impoverished area for social media, promoting 

children volunteer services and utilizing orphanages for income, as well as engaging in careless 

adventure tourism where the cost is local life.    

5. Encourage Community Involvement 

Ethical tourism should involve the local population in the decisions and planning related to tourism, 

to make sure the benefits of tourism are shared equally and that tourism fits the needs and values of 

the local community. 

• Challenges: Many tourism projects are planned and developed with little involvement of the local 

population, often resulting in the destruction of, displacement of, or neglect of the local way of life. 

• Examples: Large chain hotels causing the displacement of a local population having little stake in 

the process or organizing travel without the use of local guides and appropriate compensation. 

 

XVII. An Instance of a Business Organization That Undertook Ethical Principles in Tourism in 

A Conflict-of-Interest Situation in India is Cox & Kings 

Case: Cox & Kings and Responsible Tourism in Ladakh: An ecologically fragile region in 

northern India, Ladakh has become an increasingly popular tourism destination. Increased tourism 

raises concerns about responsible travel practices, environmental degradation (waste management, 

over consumption of water, and, more importantly, that the continued tourism will erode a way of life 

that has been followed for generations). This leads to a conflict of interest of growing tourism for 

economic purposes while ensuring the environment and cultural immediacy are kept intact. 

Conflict of Interest:  Cox & Kings, like many tourism companies, naturally had a commercial 

interest in promoting Ladakh as a destination, especially since of the inflow of tourists generating 

revenue. However, Cox & Kings also understood that irresponsible tourism by tourists would have 

long term consequences to both the local ecosystems and cultural resources and therefore would harm 

the local communities, and ultimately harm themselves as a business.  

XVIII. Ethical Response  

1. Sustainable tourism practice: Cox & Kings marketed eco-tours by having their tour in Ladakh 

promote responsible tourism. They educated travellers regarding their environmental footprint, being 

respectful of local customs, and decreasing waste.   

2. Collaboration with community: Cox & Kings worked with the local communities of Ladakh to 

curate tourism opportunities that were mutually beneficial to travellers, and locally beneficial 

economically. This included collaborating with local guides and homestays and allowing for tourism 

dollars to flow through to the residents in the region. 

http://www.ijamsr.com/


Vol 7, Issue 9, 2024     Impact Factor: 5. 355     DOI: https://doi.org/10.31426/ijamsr.2024.7.9.7712 

           

 

 
            IJAMSR  7 (9)                 September 2024                         www.ijamsr.com                        22 

 

International Journal of  

Advanced Multidisciplinary Scientific Research (IJAMSR) ISSN:2581-4281 

3. Cultural preservation:  The company focused on the preservation of Ladakh’s cultural heritage 

through organizing tours that honoured local customs and encouraged tourists to interact with the 

local culture in respectful ways that avoided exploitative practices. It was a deliberate tactic to avoid 

the commodification of the region's unique Buddhist traditions. 

4. Environmental commendations: Cox & Kings encouraged travellers to engage in activities such 

as clean-up drives, and responsible trekking, where the expectation was to carry back any waste. The 

company also partnered with local NGO's to promote sustainable water use practices, and aimed to 

provide eco-friendly accommodations, which would reduce the negative impact of tourism on the 

environment.   

Outcome: By utilizing a sustainable and ethical tourism model the company successfully addressed 

the need to promote Ladakh and the financial benefit associated with it and the necessity to preserve 

the fragile environmental condition and cultural heritage of the local people. This model created trust 

within local communities and social conscience tourists, to the benefit of Cox & Kings and 

demonstrated that ethical tourism could be ultimately a lucrative business model.   

XIX. An Example of The Absence of Ethics in Tourism In Regards to Conflict of Interest in 

India is Oyo Rooms in Relation to Partner Hotels and Customers. 

Case: OYO’s Conflict with Partner Hotels and Customers: OYO Rooms was founded in 2013 

and became one of India’s largest budget hotel aggregators by partnering with small and independent 

hotels to homogenize and distribute the hotel rooms. However, OYO’s rapid expansion came into 

question because of a conflict of interest in maximizing profits with ethical restraints towards 

competing - and prioritizing - both owner hotels and customers. 

Conflict of Interest: OYO’s business model was largely built on onboarding as many hotel partners 

as possible to subsidize their rapid growth. In doing so, the company encountered accusations of 

imposing unfair practices on hotel owners and customers. The conflict is what is more important in 

growing its platform, profit potential, or fair treatment/transparency for their stakeholders. 

XX. Unethical Practices 

1. Unconventional Treatment of Hotel Partners: OYO was accused of changing contract duties 

without invitation or acknowledgement from hotel partners. These actions included delayed 

payments, unilateral deductions, and forcing hotels to agree for margin-defying deep discounts. 

Multiple hotel owners also stated that OYO deceived them with financing rigging with false 

statements on their rates of occupancy and fair revenue share with owners. They claimed that OYO 

simply just removed their hotels from the platform without considerable communication and 

notification to protect guest customers from their hotels reliability, ultimately discarding their public 

reputation. 
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2. Customer Service and Transparency Issues: 

Customers frequently complained of booking experiences that did not live up to the promises they 

made. OYO often listed meagre prices on their site, and several customers reported reaching the 

hotels only to find them inaccessible or unclean at all. 

3. Misleading Advertising: While OYO consistently claimed that they provide standardized 

experiences which include amenities like air conditioning, clean bathrooms, and breakfasts, several 

customers reported that in their case, it was not true at all. 

4. Lack of Accountability: Many of the customers as well as hotel owners often complained that 

OYO had exceedingly poor customer support and they did not respond to their complaints, customer 

requests and suggested a strong breach of trust. 

XXI. Result 

The unethical practices resulted in a spree of cases from hotel owners and massive discontentment 

among the customers. OYO's brand image suffered not only in the hospitality sector but also among 

the customers. Though the company is still running, it had to address most of them through new 

policies, but the ethical failure to understand the concept of accountability during its high growth rate 

has left an invisible mark on their stakeholders' relationships. 

XXII. Conclusion 

The integrity and long-term viability of contemporary enterprises are significantly shaped by ethics, 

which have numerous facets. The incorporation of ethical concepts into decision-making processes 

has become imperative in today's highly transparent and linked organizational contexts. This is 

because doing so helps to build stakeholder trust, reduce risks, and guarantee long-term success. 

Ethical behavior is the foundation of a company's internal culture and external reputation in a number 

of critical business domains, including operations, marketing, finance, and governance. Ethics in 

corporate governance provide justice and accountability in leadership, developing ethical company 

plans and regulations that honor stakeholder interests and legal frameworks. Ethical governance 

upholds a commitment to sustainability and corporate social responsibility (CSR) while fostering 

transparency and eliminating fraud, corruption, and conflicts of interest. Within marketing, ethics 

dictate how products and services are promoted to consumers, ensuring that advertising is truthful, 

non-manipulative, and sensitive to societal problems. Ethical marketing respects consumer rights 

including privacy and transparency and avoids making false claims in order to foster long-term 

customer loyalty and trust. Businesses that engage in ethical marketing portray themselves as 

customer-focused and socially conscious by avoiding taking advantage of weaker demographics or 

damaging stereotypes. 

Ethics play a critical role in financial practices to ensure accuracy and transparency in budgeting, 

investing strategies, and financial reporting. Financial statement manipulation, insider trading, and 

other dishonest acts can be avoided with the aid of ethical financial management. Companies 

safeguard their investors and shareholders while fostering strong business health and regulatory 

compliance by upholding ethical financial standards. In the end, ethics in business have a bigger 

http://www.ijamsr.com/


Vol 7, Issue 9, 2024     Impact Factor: 5. 355     DOI: https://doi.org/10.31426/ijamsr.2024.7.9.7712 

           

 

 
            IJAMSR  7 (9)                 September 2024                         www.ijamsr.com                        24 

 

International Journal of  

Advanced Multidisciplinary Scientific Research (IJAMSR) ISSN:2581-4281 

importance than following the law. It acts as a proactive framework that directs businesses through 

the complexities of stakeholder expectations and market dynamics. Companies that incorporate ethics 

into their basic operations are more flexible, resilient, and able to build goodwill, loyalty, and trust in 

the international marketplace. They are in a better position to control risks, protect their brand, and 

maintain growth while facing changing environmental and societal issues. 
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