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Abstract 
 

Background: Ethical marketing strategy based on position analysis, identifies market opportunities and by 
defining different market segments and identifying the strengths and weaknesses of the organization, enables 
competition conditions. Designing a marketing strategy is one of the most important tasks of business planning 
for publishing companies. This study provides a model for designing a mixed ethical marketing strategy in a 
children's book based on the parents purchase intention. 
Method: The research is applied in terms of purpose and descriptive-survey in terms of implementation 
method. The statistical population included the employees of cultural institutions that produce children's 
books. Sampling was done by simple random sampling and 110 people were selected as the statistical sample. 
The data collection tool was a mixed marketing ethics questionnaire and finally Friedman test was used to 
analyze and rank the data. 
Results: The results finally led to a proposed model for explaining the C4 marketing mix strategy by highlight-
ing the advertising element in line with the marketing strategy and the integration of the specific strategy of 
each mix. 
Conclusion: Commitment to ethics in marketing and business creates a kind of trust that is a social and valu-
able capital and guarantees the long-term success of the relevant enterprises. 
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Introduction 
 

Optimal allocation of scarce resources for the pro-
duction and marketing of a new media product re-
quires an in-depth understanding of marketing 
trends and accurate sales forecasting (1). Although 
it is difficult to predict sales of new products (2), 
business planning requires media executives to pro-
vide sales forecasts for new products for the future 
(3). In the publishing industry, sales forecasts for 
physical books are especially important in deter-
mining the number of printed copies. Excessively 
optimistic forecasts lead to overproduction, which 
is associated with additional printing costs, inven-
tory, and disposal, which is associated with a detri-
mental environmental effect. However, ignoring 
the demand for cultural products means putting 
sales aside in a competitive market. As a result, a 
thorough understanding of the impact of various 
success factors in selling children's books identify-
ing different buyer tendencies as well as forecasting 
sales for a new media product is an important task 
in business planning, which requires marketing 
strategy design (1, 2). 
In this research, we deal with two neglected aspects 
in marketing research. The first is the large market 
for children's books. Children and adolescents' lit-
erature accounts for 16.5% of the total market rev-
enue, of which only storybooks (31.5%) have a 
larger market share (4). In Germany, the share of 
the children's book market in the book market is 
nine billion euros (5). The second is the lack of at-
tention to ethical marketing. Careful and principled 
research is the best way to discover and predict the 
effects of a marketing strategy change in an indus-
try. Ethical marketing is a process in which compa-
nies offer their goods and services to their custom-
ers not only by focusing on the profitability of 
products, but also the process of profitability in of-
fering products with respect to social, environmen-
tal and cultural responsibilities (6).  
Ethical marketers must be able to justify their deci-
sion to adopt this approach. In many companies, 
just knowing that ethical marketing is a good thing 
will not motivate you to do so. Therefore, the need 
to design a strategy in this area is essential. Another 
reason for the need to design a strategy is that the 

children's book market is theoretically particularly 
complex because there is a lot of uncertainty about 
the quality of the book due to the separation of cus-
tomer (parent) and consumer (child) and children 
in terms of they are financially dependent on their 
parents. This complexity in strategy design is due to 
the fact that the intention to buy a children's book 
differs from the storybook market in the findings 
of previous studies, which usually relied on story-
books (3, 7, 8). 
In addition, books are commodities based on con-
sumer experience, and consumers can only evaluate 
the quality of books after consumption (9). Because 
customers do not consider the book as a complete 
substitute for each other, consumers are faced with 
a wide range of options that make it difficult to 
choose the right books (7). This work has received 
special attention in this section due to the popular-
ity of physical copies as well as giving as a gift as an 
incentive to buy (10).  
A few research has studied the predictive models of 
new media products. Existing market response 
models usually depend on optimal profit, which de-
pends on changes in marginal costs at the company 
level (11, 12).  
Over the past decade, researchers have provided 
many frameworks for presenting marketing strate-
gies through ideal types. Most of these patterns are 
designed and developed based on a rational (top-
down) model. Rational models suggest one-way, 
top-down relationships. Although critics find these 
patterns logical, they find them unrealistic and be-
lieve that the requirements that determine market-
ing strategy are not exclusively upstream strategies, 
but other factors such as ethical and cultural factors 
in formulating effective marketing strategies (13). 
Increasing patterns suggest interactive and two-way 
relationships, also known as natural (bottom-up) 
patterns. Recently, a combined approach of both 
rational and natural approaches has been proposed 
that has created a compatibility between these two 
approaches. This new approach is called strategic 
reference theory and states that by identifying the 
strategic reference points of the organization that 
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have a major impact on the activities and perfor-
mance of the organization, organizational elements 
(structure, culture, technology, strategy) can be de-
signed based on them (1).  
Unlike operational targets and benchmarks, strate-
gic reference points are similar to strategic patterns 
and metrics because they are used to create core 
competencies at the system or organization level to 
help companies achieve a sustainable competitive 
advantage. Strategic reference points indicate to or-
ganizations what strategies and policies should be 
selected in each organizational element or system to 
align with the strategies and policies of other organ-
izational elements. The selection of strategic refer-
ence points creates a strategic partnership to im-
prove performance and achieve sustainable com-
petitive advantage (14).  
One of the newest theories of strategic manage-
ment is strategic reference points (14). Experts in 
the theory of strategic reference points believe that 
one of the classic issues in the field of strategic man-
agement has been how to create and maintain co-
ordination between external (environmental) needs 
and internal (organizational) resources (15). A ref-
erence point is a place or point where all measure-
ments and choices are weighed against it. Setting 
benchmarks sets out the overall priorities of the sys-
tem and incorporates them into the strategy so that 
stakeholders are guided by the principles. 
Different theorists, each based on their own views, 
have listed specific reference points for the success 
of companies and commercial establishments. Cost 
reduction, quality, speed, innovation, customer and 
stakeholder needs are some of the points that, ac-
cording to their theorists, if each of these points is 
emphasized, commercial companies will succeed 
(16-22). 
Of course, some other theorists have used multidi-
mensional and hybrid strategic reference points. 
The use of these combination points led to the 
emergence of strategic types and varieties. Three 
well-known and common categories of strategic 
reference points that exist in the management liter-
ature are: 

- Presenting four paradigms for the analysis of so-
cial science theories in general and organiza-
tional and managerial theories in particular using 

the two-default philosophical and sociological 
reference points of change (23). 

- Combining three perspectives on the theoretical 
models of organizations and providing a frame-
work. Society for categorizing theories of organ-
ization and management using two reference 
points of type of organization and type of sys-
tem (23). 

- Presenting an effectiveness model and a set of 
values using two reference points of the organi-
zation's focus and the amount of control (24). 

In this research, the third theory has been used and 
to find strategic reference points and typology of 
ethical marketing strategy in the matrix of strategic 
reference points, reference points have been used 
based on Hall's view (two dimensions of attention 
to inside / outside and low (flexible) control). Based 
on this and based on the research marketing model, 
ethical branding strategy was used to formulate the 
strategy (21), which is shown in Figure 1.  
The purpose of this study is to adhere to the ethics 
in marketing and businesses related to children's 
books, which created a kind of trust that this issue 
is a valuable social capital and guarantees the long-
term success of the relevant enterprises. 
In this research, we have tried to ignore two aspects 
that have been neglected in marketing research, one 
is the large market of children's books, in which 
very little research has been done in Iran. To do this 
in this area should be given great importance. 
 

Material & Methods 
 
The present study is an applied development re-
search in terms of segmentation of research based 
on purpose and a descriptive survey research in 
terms of methodological classification. The statisti-
cal population of this study includes the employees 
of cultural institutions active in the field of chil-
dren's books in Iran. Sampling was done by simple 
random sampling. Based on this, 110 people were 
selected as a statistical sample. Adequacy of sample 
size was determined according to statistical power 
(0.96), which indicates that the sample size is suffi-
cient. According to the results, men accounted for 
67% of the sample size, while women accounted 
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for 33% of the sample size. Among the sample, the 
highest participation rate was related to the age be-
tween 50-60 years with a participation rate of 48%. 
Between 40 and 50 years old and 11 people were 
over 60 years old. 5 people with 10 to 15 years of 
work experience, 34 people with more than 20 years 
of work experience, 37 people with 15 to 20 years 

of work experience and finally 4 people with 5 to 
10 years of work experience. In this study, a mixed 
ethics marketing questionnaire from the perspec-
tive of customers was used (21). All of the collected 
questionnaires could be analyzed. Friedman test 
was used to rank the components of strategy. 

 

 
Fig 1: Ethical marketing model for children's books (21) 

 

Results 
 
In this study, according to the characteristics and 
characteristics of variables and their relationships as 
well as questionnaire questions, for each subscale, 
the sum of scores related to its items was calculated 

and then its average score was obtained. Then, the 
mean scores of each of the subscales related to a 
particular scale were compared with each other and 
the mean, the value of which was significantly dif-
ferent from the others, was selected. Table 1 lists 
the descriptive statistics of the research variables. 

 
Table 1: Descriptive statistics of components of ethical marketing strategy 

 Mean Median Min Max SD Kurt Skew 

Ethical marketing 12.003 12 5 18 2.706 -0.528 -0.245 

Customer’s values 8.928 9 3 15 2.317 -0.495 -0.168 

Cost 18.181 18 9 28 3.313 -0.213 0.19 

Ethical culture 12.134 12 5 20 2.478 -0.101 0.038 

Ethical reputation 14.909 15 5 23 3.186 -0.022 -0.07 

Ads 20.797 21 11 20 3.338 -0.051 -0.257 

 
Based on the results obtained, the ranking of each 
component based on the weight obtained in the 
Friedman test can be ranked as follows: 
In poor condition 

- Advertising 

- Ethical reputation 

- Ethical culture 

- Customer values 

- Cost 

- Ethical marketing 
In average mode 

- Customer values 
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- Ethical reputation 

- Advertising 

- Ethical marketing 

- Cost 

- Ethical culture 
In strong condition 

- Customer values 

- Cost 

- Advertising 

- Ethical culture 

- Ethical marketing 

- Ethical reputation 
 

Table 2: Ranking of components involved in the strategy for different modes 
Ranking Weak Sig. Average Sig. Strong Sig. 

Ethical marketing 0.37 0.040 4.40 0.031 3.18 0.000 

Customer’s values 1.77 0.033 8.45 0.050 7.54 0.049 

Cost 1.50 0.002 2.58 0.051 7.34 0.012 

Ethical culture 3.71 0.046 0.07 0.030 6.85 0.012 

Ethical reputation 8.60 0.003 7.51 0.001 2.85 0.001 

Ads 9.12 0.032 5.61 0.047 6.98 0.004 

 
According to the explanations given in the analysis 
section, the output of the computational process 
mentioned was the assignment of the dominant 
code of the ethical marketing strategy to each of 
the products. The details of the calculations are 
similar to what was said about the ethical market-
ing strategy, i.e. the final results of the quantitative-

qualitative computational process have been done 
separately for all elements of the marketing mix. 
According to the frequencies extracted from the 
questionnaires in each area, the dominant compo-
nents of the ethical marketing strategy are de-
scribed in Table 3. 

 
Table 3. Dominant combinations of strategies 

Codes Strategies 

 Ethical  
marketing 

Customer’s values Cost Ethical 
culture 

Ethical reputation Ads 

11 Decline Focus Reduction in costs Sort Neither traction nor thrust ATL 

22 Introduction Market development Influence Wide Stretch BTL 

33 Maturity Diversification Based on competitors Selection Thrust TTL 

44 Growth Product development  Low final cost  Exclusive  Both traction / thrust  TTL 

 
 
In the next stage, the alignment and integration of 
the selected strategies in the field of ethical mar-
keting and the ethical marketing mix were exam-
ined and tested according to their unified strategic 
reference points. 
 

Discussion 
 

The aim of this study was to design a mixed ethical 
marketing strategy in children's books based on 
the intention of parents to buy. Marketing is a so-
cial and managerial process by which individuals 
and groups meet their needs and wants through 
the production, supply and exchange of useful and 
valuable goods with others. The results showed 

that the first type of ethical marketing strategy, 
which is in the field of declining markets, with the 
first type of customer value strategy (focus strat-
egy), the first type of mixed customer cost strategy 
(cost reduction strategy), the first type of channel 
strategy (expansion of ethical culture strategy), the 
strategy of the first type of moral reputation (strat-
egy neither traction nor thrust) and finally with the 
strategy of the first type of propaganda coordi-
nated and integrated and this integration has led to 
augmentation. This result consistent with the re-
sult of other studies (18). 
The second type of ethical marketing strategy for 
children's books, which is in the field of market 
introduction and market entry, with the second 
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type strategy of values and customer solutions 
(market development strategy), the second type 
strategy mixed with customer costs (penetration 
strategy), the second type of culture strategy ethi-
cal (wide strategy), the second type of strategy, 
moral reputation (traction strategy) and finally 
with the second type of advertising strategy (in-
formative strategy and BTL type) have been coor-
dinated and integrated, and this integration has led 
to augmentation. This result is consistent with the 
results of other researches (1, 2, 5). Since consum-
ers are the turning point of marketing activities in 
the field of cultural products, a successful market-
ing strategy begins with understanding why and 
how consumers behave. In this regard, market de-
velopment strategy and traction strategy play a key 
role in the second type of ethical marketing strat-
egy.  
 The third type of ethical marketing strategy is lo-
cated in the field of mature markets that it is inte-
grated with the strategy of the third type of values, 
customer’s cost, ethical culture, ethical reputation 
and ads. This result is consistent with the results 
of other researches (12, 14, 17). The third type of 
marketing strategy shows that we must pay atten-
tion to the nature of the cultural products industry, 
because the continuation of the activities of com-
panies offering cultural products requires cus-
tomer orientation and customer retention; In 
other words, diversification strategy and consoli-
dation strategy have a significant role. 
The fourth type of ethical marketing strategy is lo-
cated in the field of growing markets that it is in-
tegrated and coordinated with the fourth type of 
values, customer’s cost, ethical culture, ethical rep-
utation and ads. This result is consistent with the 
results of research (23-25). The concept of mar-
keting mix has a significant place in the marketing 
literature. There is a lot of criticism of the com-
mon marketing mix, especially in the field of ser-
vices. Therefore, the present study aimed to pro-
vide an ethical model of marketing strategy for cul-
tural products because the challenges of environ-
mental change must be accompanied by identify-
ing the needs of consumers. 
The use of a mixed ethics strategy leads to the pro-
vision of services that, in addition to financing the 

organization in economic activities, are culturally 
and ideologically acceptable based on the princi-
ples of ethical marketing and are appropriate to in-
dividual and social values (26, 27). 
The present study has some limitations. One of 
these limitations is that the tools of this research 
have not been designed in the country, although 
its validity and reliability have been evaluated, but 
it is possible that components that have influenced 
the research have been neglected. Also, the results 
are based on the answers of the participants and 
their answers to the questions are derived from 
their personal perception of the questions and are 
influenced by individual characteristics such as ex-
perience, knowledge and marketing motivation, 
which is suggested in future research as a factor. 
Be considered a strategy maker. It is also suggested 
that the performance and combination of strate-
gies designed in different other markets be com-
pared with the results of this study. 
 

Conclusion 
 

Commitment to ethics in marketing and business 
creates a kind of trust that is social capital and val-
uable and guarantees the long-term success of the 
relevant enterprises. On the other hand, many of 
the troubles associated with the operation of com-
panies and firms are due to the lack of ethical com-
mitment of economic agents, including firms, 
households and governments, misinformation 
about services, products, inaccurate statistics and 
reports, and thousands of similar examples of eth-
ical disregard. It is a business that is important and 
vital due to the intense competition in attracting 
resources and retaining old customers. Given the 
importance of ethical marketing in businesses, es-
pecially in the production of cultural products, we 
can expect that by developing the ethics and ethi-
cal actions among companies operating in this sec-
tor, we can expect the excellence of society and 
with this excellence to improve ethical marketing 
in provide future business courses. 
Uncertainty of parents 'decision-making along 
with parents' lack of awareness in the field of non-
textbooks are considered as major categories in 
the field of causal conditions. Lack of information 

 [
 D

O
I:

 1
0.

52
54

7/
ije

th
ic

s.
3.

3.
36

 ]
 

 [
 D

ow
nl

oa
de

d 
fr

om
 ij

et
hi

cs
.c

om
 o

n 
20

23
-0

5-
23

 ]
 

                               6 / 8

http://dx.doi.org/10.52547/ijethics.3.3.36
https://ijethics.com/article-1-134-en.html


Anjomshoaa Z. 
International Journal of Ethics & Society (IJES), (2021) Vol. 3, No. 3 

 

42 
Available at:  www.ijethics.com 

transparency, consumer concern about the conse-
quences of shopping, uncertainty about shopping 
tips for parents as micro-categories, uncertainty of 
parents 'decision-making and poor awareness, 
poor reading literacy among parents were identi-
fied as micro-categories of parents' lack of aware-
ness in this study. This suggests that what appears 
to be the cause of the emergence and importance 
of a concept such as ethical marketing in the non-
textbook publishing industry first goes back to the 
issue of parental decision uncertainty. When par-
ents enter the space of buying extracurricular 
books for their children, they face some kind of 
worry about their purchase. Concerns about 
choosing non-textbooks are generally raised in the 
sense that parents feel that the content of non-
textbooks is not useful and age-appropriate. The 
feeling that buying non-textbooks is in fact a cost-
effective outlet for children, along with the inabil-
ity to nurture talent and creativity among children, 
makes parents realize that these non-textbooks are 
not useful and suitable for their children. How-
ever, the use of ethical approaches can play a good 
role in the field of reassurance for parents. Studies 
have shown that consumer uncertainty stems from 
past perceptions that parents perceive in relation 
to non-textbook sellers. In communication, what 
is obvious is that the lack of ethical approaches 
causes sellers to focus only on selling and making 
a profit, and there may not be the right guidance 
that fits the real needs of the consumer, which un-
doubtedly increases consumer uncertainty. On the 
other hand, it should be noted that consumers are 
not aware. In ethical approaches, correct and pur-
poseful information was tried to be continuously 
disseminated among parents in the field of non-
textbooks, and the seller tries to provide correct 
knowledge to parents in communication, which 
can provide awareness in the space of buying non-
textbooks and lack of awareness.  
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