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Abstract 
Like all sectors of the business world, the marketing is suffering its own ethical problems. So many 
marketing specialists has announced its commitment to adopt the awareness of the various contracts and 
approve or codes of ethical conduct and the need to adhere to the regulations and the values and ethics of 
marketing, where it has become more accountable to members of the community. 
Formed the ethics of marketing communications obsession and concern for consumers and marketers 
alike so that sought to rationalize the team marketing practices about some of the practices of no moral to 
mislead the consumer deception, occupies marketing communications a special place within the 
marketing mix, so has made many efforts to develop and activate the regulations and moral values 
competent. 
The study was to demonstrate the effect of dimensional values and moral Marketing Communications 
prerequisite inevitable line and approach to the theory of the inevitable value advocated a professor 
Algerian Abdul Rahman Azzi, is this study is an attempt to engage in detective series that adopt this 
approach, seeking to expand the Department of Labor theory of media research to the fields of science 
social, humanitarian and other economic. 
Key words: ethics, marketing communications, the theory of the inevitable value, consumer behavior. 

 
      

  
  

 . 



                                                       – –29)2( 

  

81 

 . 
  

 : 
  ...

  ::  
)2006. ( 

  
  .  

  
  

 ) (  
  ) Dobrota2009205 .(  

   "
.")20011147( 

  
    )   

 ( 
... ) 2011 250   (  

        
  ) 

  )
    )Tigu

2005     .21 .(  

    
     . 

  ) 2006173:( 
 ( 

)  



                                                       – –29)2( 

  

82 

 (  
  

.. 
 (  

)  ...( 
  

  
.   

..."    
    )" 2006.( 

       . 
       

       
 ..  

 .  .     
   

  
) .1997P.61.( 

 : 
 .  

 )    " " 
  (   

    ) Balaure

Adascalitei  2000 .44 -45.(  
  :  " "   )   

 " ")    
(     .

   
  

   ) 
.( 



                                                       – –29)2( 

  

83 

    
"   "     

    
    one to one  .

  
) FlorescuMalcomete 2003238.(  

        
) (  )  

     
  

  : 
   )FlorescuMalcomete 

2003p.239.( 
  

      1937 
 )  ICC( . 

     
 )       

2006 .(  
    

  )ESOMAR (1948. 
   2004      

    
 .  

   )
 (  

    
 

  
 (   

    
 



                                                       – –29)2( 

  

84 

 (  
   
)      ( ) 

.( 
 (    

 .  
 - ):

  ( 
- )     

  
- )       

       ( 
- )   
- )  
- )  :      

 ) AMA2004.(   
   .   

     
2006  

 .  
    

  .   )
     - 

 )   
  )  

.(    
 

    
 (     

 ( 
 ( 



                                                       – –29)2( 

  

85 

 ( /  
 ()19    

 
 ( 
 () 

2006.(    
 

.  
  

 ( )
 ) ( . 

  
 ) 

 :   
  

  )2014 .248-252.( 
  

  
  

  
1-    

 ":
." )2010 .70.(  

 ":
." )2006

 .14.(  

  

" :



                                                       – –29)2( 

  

86 

."  

   

  
2- :   

  
 

)2010  . .265 .267(.:   
-  
-   
-  

- 
 

-  
-  

 
  
  

3-    

   
- 

 
- 



                                                       – –29)2( 

  

87 

  
 

-  
 

4   
 :
..

   )2015
:167 (   

    

 

  
 .  

  

  
  

  

  
 :   



                                                       – –29)2( 

  

88 

  
                    

                     

        .  
                    

                   

                     
                     

                     

          
                    

                  

                  

                     

               
:  :  

  

  

 
 :   

 

 )2009 .97 .99( .  



                                                       – –29)2( 

  

89 

   
 ( ) 

 )2005 .51(.  

 )253(.:   
1-  :

 
  

2-  :

  
3-  :  :

  

  
 

  
   

   

.   



                                                       – –29)2( 

  

90 

  (  )  
   

 
   
 .   

   
     

   
  

 
 :  

1.             2006 
2.    2001. 
3.  

2003 
4.  

 ( )  :
17-19 2006 

5. 
2005. 

6.            
       12/2014 

7.    2013 . 
8.            2011 . 
9. 2009 

10. 2010 
11. 

   :  
2012/2013 

12. 
 :  

2013/2014  



                                                       – –29)2( 

  

91 

13.  
 2013/2014 

14.  2015 
15. 2006 
16.  ) 

2011 
17.              2010 
18.     :     05     

   2003 
 

19. David Jobber and Geoff LanCaster (2006), Selling and Sales Management, 7th ed., Prentice-
Hall. 
20. Direct Sales Association in Romania (RODSA), Ethical Conduct Code in Direct Sales. 
www.rodsa.ro/rodsa-ro.htm 
21. Flizabeth Persons &Pauline Maclaran, Contemporary Issues In Marketing And Consumer 
Behaviour, Published By Elsevier, Ltd, First Edition, Burlington: Great Britain, 2009 
22. Ionescu, Gh, Gh. (2006), Social Mission and Responsibility of the Business Organisation, In  
Management & Marketing 
23. Khosro S. Jahdi Gaye Acikdilli. Marketing Communications and Corporate Social 
Responsibility (CSR): Marriage of Convenience or Shotgun Wedding?. Journal of Business 
Ethics ,2009 
24. Philip K. and G. Armstrong (2006), The Principles of Marketing, 11th ed., Prentice-Hall. 
25. Philip Kotler (2003),  Marketing Management, 11th ed., Prentice-Hall, P. 141. 
26. Thomas  N.  Ingram,  Raymond  W.L.,  Ramon  A.  Avila,  Charles  H.  Jr.  and  Michael  R.  
Williams (2006), Sales management: Analysis and Decision Making, 6th ed., Thomson. 
27. Vrânceanu,  D.  (2007),  The  Role  of  Ethics  in  Marketing  Decisions,  In  Marketing Online 
Magazine 
28. Silvia MUHCIN , Veronica POPOVICI , ETHICS IN MARKETING COMMUNICATION 
, „Ovidius” University of Constanta 
29. Yu-Te, Tu , The Relationships between Trust and Unethical Negotiation, International 
Journal of Business, Humanities and Technology Vol. 3 No. 3; March 2013 

 


