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[bookmark: _Toc212135281]Abstract 
This paper will examine the issues of sales and management ethics in tourism and hospitality business, focusing on the question of profit and consumer confidence. It employs qualitative approach and thematic analysis of secondary data, where it discusses critical themes such as ethical leadership, ethical marketing with technological responsibility and responsible tourism practices. These results show that ethical leadership, transparent marketing, and responsible tourism improve employee performance, organizational trust, consumer relationships, and sustainability and community welfare, respectively. Although profitability is an essential factor, the research shows that ethics can be used as a source of future success. It insinuates that the incorporation of moral principles into business strategies will result in customer loyalty, less reputational risk, and sustainable development in the worldwide tourism market.
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Trust, honesty, and transparency are essential in the tourism and hospitality sector that involves the company and a customer. All bookings, services, or any promotional offers assume that the company will deliver on their promise. Nevertheless, in the modern competitive business environment, numerous sales managers are being under greater pressure to achieve financial goals which in some cases may result in unethical behavior in the form of overbooking, concealed charges, or misleading adverts. Such practices can lead to immediate gains but in most cases, it ends up destroying customer relationships as well as brand reputation in the long term. It has been found that ethical conduct in sales is not able to diminish the profitability; instead, it improves it. According to DeTienne et al. (2022), when companies have high ethical values, their customer satisfaction levels tend to increase, as well as customer loyalty and referrals. They claim that integrity in sales teams also helps protect the reputation of the company and introduce value by providing superior performance and well-being of employees. Ethical stress, however, amplifies burnout and dissatisfaction among employees and this aspect may negatively affect overall productivity. Raghavan (2024) further says that in the contemporary world of business where customers are more conscious and authoritative, due to the exposure that social media and digital platforms have granted them, keeping ethical standards has become even more critical. Today, dishonesty is easily noticed by customers and bad experiences can be easily publicized online and they hurt trust and credibility. Utilitarianism and virtue ethics theories propose that companies must concentrate on the actions that are good to both the business and the society and should be fair, transparent and responsible when dealing with customers. Thus, the aim of the study is to discuss the ways in which ethics can help sales management of tourism and hospitality sector to strike balance between profitability and consumer trust. It claims that ethical behavior is not the obstacle to success, but a gateway to sustainable development, a good brand image, and a successful customer relationship.
[bookmark: _Toc212135283]Literature Review
Ethics of sales and marketing has gained momentum as concept in the contemporary business world. Various scholars in the tourism and hospitality industries, as well as banking, artificial intelligence, and e-commerce, have investigated the role of ethical conduct on trust levels of consumers and sustainability of profitability. Combined, these researches can note that companies do not have to lose profits in order to be upright. On the contrary, ethical behaviors are the basis of sustainable success, better employee welfare, and better brand image.
DeTienne et al.  (2022) investigated the increasing issue of unhealthy conduct among sales associates indicating that a lot of them experience pressure due to unrealistic performance expectations.  Through qualitative study of sales units in various industries they discovered that employee turnover and burnout reduces when firms promote culture of ethics in their organizations. The authors have found that there is a strong connection between ethical leadership and job satisfaction and that ethics directly leads to the business value. Nonetheless, they also identified a loophole in the real-world frameworks that managers can use in order to foster ethics on a regular basis in competitive markets. This paper can be used as a point of departure in realizing that ethics can bring about quantifiable business value and is not a liability.
Raghavan (2024) added to this debate by discussing the ethical customer engagement issues in the digital transformation. Utilitarianism, deontological, and virtue theories of ethics are some of the theoretical frameworks employed in the research to examine how companies can remain profit-driven and accountable at the same time. Based on the case analyses and secondary sources, Raghavan discovered that customers now demand higher levels of accountability particularly in the online business settings where the news travels quickly. Postulates made by him highlight the importance of regulatory compliance and ethical leadership as a way of upholding trust. One of the gaps noticed in this study is that there is scarcity of empirical research on the long-term impact of the involvement of ethical engagement on business performance particularly in developing economies.
Similarly, Al. (2023) looked at the issue of ethics in AI-based marketing, considering the increased power of artificial intelligence in the interactions between consumers. In its conceptual analysis and using case evidence of AI marketing tools, it was argued in the study that responsible AI development and ethical governance are required in the development and maintenance of consumer trust. The paper has concluded that to prevent the loss of customer trust, companies should think of open communication and open AI decision-making procedures. Although the research was well-theorized, it did not give an empirical account of how consumers view AI ethics in the real world, which could be addressed in the future.
Rajput et al. (2023) in their study also examined the relationship between ethical behavior and customer loyalty but they were looking to understand the impact of ethical sales practices on trust, satisfaction, and client loyalty. The researchers resorted to surveys and statistical research . The research found out that transparency and honesty are perceived by the clients as a measure of professionalism. This is however indicated by the researchers to be not a problem in many organizations because most of them do not have formal training programs to maintain uniform ethical standards among sales personnel. This brings out the disconnect between theoretical knowledge of ethics and its actual application in the sales practice.
Indira et al. (2022) also followed a similar path in their research on ethical sales behaviour and performance among the salespeople working in the food and beverage industry in Indonesia. A total of 348 salespeople surveyed by the study were surveyed using questionnaires and evaluated using Partial Least Square Structural Equation Modeling (PLS-SEM). The objective was to analyze the impact of the attributes of goals and the application of technology on the performance of salespersons in terms of ethical behavior. The results justified the implications that organizational objectives and digital tools have a positive impact on the sales performance mediated by ethics. They further identified that the cross-cultural research is yet to be filled because the current knowledge on the development of ethical standards under various cultural and technological settings remains little.
Elsewhere, Davidović, Nikolić, and Zecevic (2024) explain the importance of transparency, fairness, and responsibility in developing consumer trust. The article followed the descriptive research design. The authors discovered that deceptive advertisements and undisclosed expenses are still popular problems undermining the image and lowering the profitability in the long term. The research noted that a number of businesses are unable to balance between the principles of creative marketing and moral responsibility, and a gap exists between the ethical principles and the actual implementation of the marketing practice.
Uddin et al. (2024) reviewed the impact of artificial intelligence on consumer trust in e-commerce. They were able to use the conceptual framework to determine the advantages and ethical issues of AI in online shopping. The results indicated that AI has the ability to improve user experience in terms of personalization and security and creates concerns of bias and privacy and lack of transparency. Nevertheless, the article observed the limitation of the literature research on the ways in which businesses may instantiate ethical principles in developing AI and still stay in the game in the rapidly moving digital economies.
Soriano (2022) also stressed the significance of the ethical marketing and the brand integrity. The study, which relied on the descriptive approach, discovered that ethical marketing provides an increase in customer satisfaction and credibility. Respondents also accepted that telling the truth and being socially responsible will enhance long-term consumer relationships. The research pointed out that ethical education and the enforceability of guidelines should be conducted continuously to curb false advertising. However, it observed that not all the companies have a uniform monitoring protocol to promote ethical compliance, and this is also an outstanding gap.
The initial but not yet outdated input into the discussion Krishna, Dangayach, and Jain (2011) made in their paper Business Ethics: A Sustainability Approach. Their theoretical study focused on the way in which high competition in the market tends to push businesses beyond ethical boundaries. It has a limitation in that it cannot be substantiated by measurable evidence to prove its theoretical arguments, which have been subsequently touched upon by more recent studies, such as DeTienne et al. (2022).
Shaw (2020) emphasized that there is a necessity of transparency, accountability, and consumer control over data, particularly in the financial services. Shaw proposed that the principles of TRUST, Transparency, Responsibility, Understanding, Stewardship, and Truth should be associated with ethical governance. According to this framework, ethical decision making is not supposed to be left to the individual persons but rather entrenched in the system of governance in the organization. Though interesting, the weakness of the paper is that it lacked case studies and data in order to validate the effectiveness of the proposed model.
Barbu and Negulescu (2024) researched ethical and unethical advertisement practices. It was contended in the study that despite the goal of advertising to raise profit, long-term relationships and loyalty is achieved through ethical advertising. The authors critically addressed the issue of how too many or misleading advertisements can play with emotions of consumers, causing them to make an impulsive choice and lose faith. They concluded that balance in society and environment could be achieved through promotion of responsible consumption and mindfulness. The main limitation of the paper was that it did not involve empirical prove of the consumer perceptions but a theoretical discussion.
One of the evident gaps that were identified during the reviewed studies is the lack of empirical research on how the practice of ethical sales and marketing has a direct impact on the consumer trust in the tourism and hospitality industry in the long perspective. Although DeTienne et al. (2022) demonstrated the improvement of satisfaction and loyalty through ethical behavior, the authors conducted a study in general sales teams. Raghavan (2024) focused on the ethical engagement, however, there were no longitudinal data on the way the trust is built with time. Equally, Al. (2023) discussed ethics of AI-based marketing, yet he omitted evidence on transparency and privacy issues at the consumer level in a real business setting. Further studies are thus recommendable in future whereby sector specific, data based research is done which quantifies the long term effects of ethical frameworks on profitability and consumer confidence in hospitality and tourism.
Aim:
The aim of this study is to explore how ethical leadership, responsible marketing practices, and sustainable tourism strategies collectively influence profitability, consumer trust, and long-term success in the tourism and hospitality industry.
Research Objectives:
1. To examine the role of ethical leadership in promoting organizational responsibility and sustainability.
2. To analyze the impact of ethical marketing and technological practices on consumer trust and business reputation.
3. To evaluate how responsible tourism practices enhance consumer protection and contribute to sustainable development.
[bookmark: _Toc212135284]Methodology
The research design adopted in the study is the qualitative research design to explore the ethical issues in sales management in tourism and hospitality. The secondary qualitative approach was chosen because of the failure to gather primary data. According to Cheong et al. (2023), secondary qualitative inquiry allows the researcher to analyze the available sources of open data (journal articles, reports, and case studies) in an analytical and ethical way. The methodology enhances rigor and geographical coverage of the study and ethical standards of autonomy, equity and diversity.
The study is guided by the philosophy of interpretivism that emphasizes the interpretation of human experiences and social situations instead of quantifying facts (Alharahsheh and Pius, 2020). This paradigm is appropriate since the research aims to explain the application of the ethics, transparency, and trust in actual sales management in business. The hybrid inductive method was taken, which did not presuppose testing the preconceived hypotheses, but constructing insights based on the reviewed materials. Peer-reviewed journal articles that were published since 2018, official reports on the tourism and hospitality industry, as well as pertinent case studies, were used to collect data. Selection study is done by following criteria.
Table 1: Inclusion and Exclusion Criteria
	Criteria
	Inclusion
	Exclusion

	Publication Year
	Studies published after 2018
	Studies published before 2018

	Source Type
	Peer-reviewed journals, case studies
	Non-academic blogs, unverified online content

	Relevance
	Research focusing on ethics, sales management, or consumer trust
	Studies unrelated to ethics or sales

	Language
	English-language publications
	Non-English publications



The PRISMA (Preferred Reporting Items of systematic Reviews and Meta-Analyses) framework was used to screen these materials to provide transparency and systematic selection. In total 8 studies are chosen giving PRISMA I Appendix A.  The thematic analysis was used to analyze the data as suggested by Brau and  Clarke(2023) to determine recurring patterns and themes including transparency, fairness, and consumer trust. The approach assists in explaining complicated ethical aspects in sales management practices and relating the results of various sources into valuable conclusions. All data sources were strictly adhered to through ethical considerations as all the data were used with only publicly available and credible materials and in accordance with the standards of academic integrity.
[bookmark: _Toc212135285]Data Analysis 
Table 2: Ethical Challenges and Practices in Tourism, Hospitality, and Business
	Author(s) & Year
	Population / Sample
	Method(s)
	Main Findings
	Key Quote 

	Tariq, A. (2024)
	Financial decision-makers in business organizations
	Qualitative analysis using case studies and theoretical models
	Ethical financial decision-making enhances trust and sustainability; integrity and profit must coexist.
	“Integrating ethical principles into financial strategies builds sustainable and trustworthy organizations.”

	Kılınç et al.  (2024)
	Tourism and accommodation sector leaders
	Literature review and conceptual framework
	Ethical leadership strengthens corporate reputation, employee satisfaction, and sustainable tourism practices.
	“Ethical leadership fosters sustainable practices, enhances employee commitment, and supports responsible tourism development.”

	Sahm, S. (2022)
	Self-declared ethical consumers in Germany
	Case study with in-depth interviews and diaries
	Identified heterogeneity in ethical consumers’ value hierarchies; developed personas for ethical tourism marketing.
	“Different value hierarchies built the foundation to develop ethical consumer personas.”

	Ramesh, S. (2022)
	Tourism and hospitality marketing professionals
	Conceptual and analytical study
	Ethical marketing practices promote social responsibility and sustainable profit while preventing cultural harm.
	“Ethical marketing can be a guiding force for sustainable growth, fostering equilibrium between profit and integrity.”

	Ferhataj, A., & Memaj, F. (2024)
	142 tourists surveyed in Albania
	Quantitative survey study
	AI-driven tourism enhances personalization but raises privacy and ethical concerns; transparency is vital.
	“AI-driven personalized services enhance satisfaction, but ethical dilemmas and data privacy concerns remain prominent.”

	Lin, B., & Lee, W. (2025)
	Tourists interacting with service robots
	Mixed methods: qualitative exploration and structural modeling
	Ethical concerns about robot interactions affect consumer trust and adoption intention in tourism services.
	“Initial trust mediates the relationship between ethical issues and adoption intention.”

	Tomescu, A., & Botezat, E. (2020)
	Consumers of tourism services in Romania
	Descriptive qualitative analysis
	Ethical problems in tourism relate to pricing, promotion, and product delivery; consumer protection is crucial.
	“Ethical issues in tourist services are multiple, especially regarding product, publicity, price, and distribution.”

	Goodwin, H. (2023)
	Responsible tourism practitioners and policymakers
	Policy analysis and literature synthesis
	Responsible tourism minimizes negative impacts, involves local communities, and encourages sustainable growth.
	“Responsible tourism minimises negative economic, environmental, and social impacts while enhancing community wellbeing.”



Thematic analysis 
Thematic Analysis of Ethical Challenges and Practices in Tourism, Hospitality, and Business
The thematic analysis of the selected studies reveals three key patterns that collectively explain how ethics influence leadership, marketing, and responsible practices within the tourism and hospitality industry.
Theme 1: Ethical Leadership and Organizational Responsibility
One of the most significant themes of the reviewed studies is the significance of ethical leadership and responsibility in the process of ensuring sustainable business practices. As Kılınç et al. (2024) pointed out, ethical leadership creates a favorable organizational culture, improves employee satisfaction, and promotes corporate reputation among tourism and accommodation industries. Likewise, Tariq (2024) discovered that ethical financial decision-making contributes to the attainment of profitability in organizations without any loss of integrity and trust by stakeholders. These two studies highlight the fact that leaders are at the center of the process of forming ethical values and stipulating the conduct of employees. By focusing on ethics, leaders in question will be able to provide the environment in which honesty, fairness, and transparency are used to make day-to-day choices. This responsibility is also of the leadership nature and this is based on the broader business operations and this further justifies the use of integrity as an area of sustainability in the long term.
Theme 2: Ethical Marketing, Consumer Trust, and Technological Ethics
The second theme is associated with the relationship between the marketing ethics, technology and consumer trust. Ramesh (2022) claimed that ethical advertising makes promotional activities accurate and sensitive to the culture, which safeguarded the reputation of both the customer and the brand. Sahm (2022) also included that the interpretation of consumer values also assists tourism firms in creating ethical and personalized services that meet the expectations of customers. Nevertheless, since the introduction of new technologies artificial intelligence and robotics, new ethical dilemmas have surfaced. Ferhataj and Memaj (2024) discovered that personalization of the services of AI-based tourism goes up, at the expense of the data privacy and transparency. Likewise, Lin and Lee (2025) found out that issues of services robots as ethically based has a direct impact on consumers who are willing to adopt the technology. All this research is pointing towards the fact that preserving trust in a digital age means that businesses must utilize technology in a prudent manner, adhere to the data privacy norms, and be transparent in communication with the consumers.
Theme 3: Responsible Tourism and Consumer Protection
This is the final theme of responsibility and moral defence in the tourism services. It also decreases negative effects on the environment and society and empowers the local population as Goodwin (2023) has noted, and that is why the practice of responsible tourism is adopted. This plan integrates the corporate social responsibility of the tourism management and ensures that the economic growth does not contradict the sustainability. Tomescu and Botezat (2020) supported this finding by concluding that the majority of ethical concerns related to the common price, advertisement, and service delivery are a threat to consumers. Both the studies indicate the importance of fair marketing, right information and clear pricing in maintaining the consumer confidence in the product. Through this, results, responsible tourism must be both profitable and ethically responsible towards the consumer and the community. It is not only ideal since it offers protection to the tourists as well as enhancing the long term credibility and success of the entire global tourism industry and therefore ethical protection and accountability is ideal.
Findings 
The findings derived from the thematic analysis reveal several key insights into how ethical practices influence profitability and trust within the tourism and hospitality industry.
1. Ethical leadership strongly influences employee behavior, organizational culture, and stakeholder trust, promoting long-term sustainability and accountability.
2. Transparent and responsible marketing enhances consumer confidence, while misuse of technology or data weakens trust and brand credibility.
3. Ethical use of artificial intelligence and service automation improves efficiency but requires strict privacy and fairness standards.
4. Responsible tourism practices minimize environmental and social harm while improving community engagement and consumer satisfaction.
5. Overall, integrating ethics into leadership, marketing, and tourism operations strengthens reputation, increases customer loyalty, and ensures sustainable profitability in the hospitality and tourism sector.
[bookmark: _Toc212135286]Discussion
The thematic analysis has shown that leadership ethical issues and marketing ethical issues and responsible tourism are closely interrelated in the construction of trust, sustainability, and profitability in the tourism and hospitality industry. These are the themes that are close to the objectives of the study since they show how ethical values and leadership, communication and consumer engagement can lead to organizational success and social responsibility. These relationships are critically analyzed in the discussion below in terms of supporting research and practical implications.
The first topic is an ethical leadership and organizational responsibility, which aligns with the results of Ayad and Hasanein (2024), who have gone ahead to empirically demonstrate that the subject of ethical leadership has a direct positive effect on the well-being and performance of employees in the tourism industry in Egypt. Their study revealed that leaders who model integrity help employees to feel that they are cherished and encouraged leading to better organizational performance. On the same note, Fowler et al. (2022) highlighted that an ethical leadership is not just a way of managing tourism, but a moral compass in terms of sustainable tourism.
The second theme, ethical marketing, consumer trust, and technological ethics, is an issue that is undergoing change in the digital age. Indeed, as demonstrated by Ramesh (2022) and Sahm (2022), ethical marketing based on transparency and cultural respect creates credibility in the brand and consumer loyalty. However, as technology gets to be part of tourism marketing, ethical risks are created. Panai (2021) cautioned that the use of artificial intelligence in marketing of tourism activities is likely to misrepresent the perception of the traveler by instilling bias or exaggerated images, thus, resulting in moral manipulation. In a similar manner, Ferhataj and Memaj (2024) found extended anxieties regarding data privacy in tourism personalisation through AI. Lin and Lee (2025) also established that robotic and automation ethical issues have direct impacts on consumer trust and adoption attitude. Such results are in line with the aim of examining the effect of technology-based marketing on consumer trust. Together, they indicate that innovation is a sure way of improving efficiency though it should be ethically directed to avoid exploitation and ensure that it is credible. The difficulty is to establish international ethical standards that would create a balance between the usage of data, personalization, and consumer consent.
The third theme of responsible tourism and consumer protection revolves around balancing on the growth of tourism, with moral and environmental principles. Goodwin (2023) put forth a case that responsible tourism reduces negative impacts, positively impacts the local people and makes it inclusive. This is consistent with Mingotto et al. (2020) who investigated the topic of ethical consumerism in tourism and have found that there seems to be a systematic lack of translation between the ethical concerns of tourists and the responsible behavior as a proportion of the latter. Ingram (2018) furthered this argument by focusing on the ethical agency of tourists, i.e., the way in which people try to negotiate their own responsibility in a complicated market system. Collectively, these works justify the thematic conclusion that responsible tourism presupposes not only ethical business practices but also responsible consumer behavior. Nonetheless, this is not always the case because economic interests tend to prevail over sustainability and cause moral dilemmas between profit and conservation.
[bookmark: _Toc212135287]Conclusion
This paper concludes that ethics is very vital in achieving sustainable success in the tourism and hospitality sector. Ethical leadership helps to build trust and integrity among employees, ethical marketing helps to build consumer confidence and brand credibility, and social and environmental balance is guaranteed through responsible tourism. Combined, these factors prove that profitability and ethics are not antithetical but complementary to each other. Nonetheless, the research also reveals some current weaknesses including privacy of data, lack of consistency in consumer behavior and laxity in the application of regulations. A more robust ethical education, open governance and collaboration with the stakeholders are needed to establish a tourism industry that is based on the principles of trust, responsibility and long term sustainability.
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