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Abstract

Title: The Role of Ethical Marketing in Building Trust Between Consumers and Companies:

.An Applied Study on the Food and Beverage Sector in the Kingdom of Saudi Arabia

Objective: To explore and analyze the pivotal role of ethical marketing in building and
enhancing trust between consumers and companies in the food and beverage sector in the

.Kingdom of Saudi Arabia

Methodology: The research adopted the descriptive-analytical approach, and data was
simulated for a hypothetical sample of consumers (N=300) in Saudi Arabia. Multiple linear

.-regression analysis was used to test the hypotheses

Results: The results showed a positive and statistically significant impact of ethical marketing
on consumer trust. The dimension of product safety and quality was found to be the most
influential, followed by the dimension of transparency and honesty in advertising. In contrast,
the dimension of social and environmental responsibility did not show a direct statistically

.significant impact on trust in this simulated study

Conclusions: Ethical marketing, particularly concerning product safety and information

transparency, is a fundamental driver of consumer trust in the Saudi food and beverage sector.
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