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Abstract 

Purpose: The aim of the study was to 

assess the influence of ethical PR practices 

on corporate image during scandals in 

Tanzania. 

Materials and Methods: This study 

adopted a desk methodology. A desk study 

research design is commonly known as 

secondary data collection. This is basically 

collecting data from existing resources 

preferably because of its low cost 

advantage as compared to a field research. 

Our current study looked into already 

published studies and reports as the data 

was easily accessed through online journals 

and libraries.  

Findings: The study indicated that 

maintaining ethical standards significantly 

mitigates reputational damage. Ethical PR 

strategies, including transparency, 

accountability, and timely communication, 

help companies navigate crises more 

effectively. Transparency ensures that all 

relevant information is disclosed promptly, 

fostering trust among stakeholders. 

Accountability demonstrates a company's 

commitment to taking responsibility for its 

actions, which can help regain public trust. 

Timely communication ensures that the 

company controls the narrative, reducing 

the spread of misinformation. Studies 

indicate that companies employing ethical 

PR practices during scandals tend to 

recover faster and sustain less long-term 

damage to their corporate image. 

Additionally, these practices can turn a 

crisis into an opportunity to showcase the 

company's integrity and commitment to 

ethical standards, potentially strengthening 

its reputation in the long run. Overall, 

ethical PR practices are crucial in 

safeguarding and enhancing corporate 

image during and after scandals. 

Implications to Theory, Practice and 

Policy: Situational crisis communication 

theory (SCCT), stakeholder theory and 

image restoration theory may be used to 

anchor future studies on assessing influence 

of ethical PR practices on corporate image 

during scandals in Tanzania. Encourage 

organizations to establish proactive ethical 

guidelines for PR professionals. Advocate 

for the establishment of a regulatory 

framework that mandates ethical practices 

in PR. This policy can help standardize 

ethical behavior across the industry, 

enhancing corporate accountability. 
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INTRODUCTION 

The influence of ethical public relations (PR) practices on corporate image during scandals is 

a crucial aspect of modern corporate governance and reputation management. In the United 

States, Apple's corporate image is exemplary, largely due to its innovation and brand loyalty. 

Apple's commitment to environmental sustainability, such as the use of recycled materials in 

its products and carbon neutrality for its corporate operations, has further enhanced its 

reputation. According to a 2022 report, Apple recycles 100% of its rare earth elements used in 

products, reinforcing its image as an environmentally conscious company. Additionally, 

Apple's high customer satisfaction rates, with over 90% of customers expressing satisfaction 

in recent surveys, reflect its strong corporate image. Apple's success in maintaining a positive 

corporate image is also attributed to its consistent innovation, leading to a robust brand that 

commands significant loyalty and trust from consumers (Smith, 2021).  

Similarly, in Japan, Toyota's corporate image is built on reliability, quality, and innovation. 

Toyota has been a leader in developing hybrid and electric vehicles, reinforcing its commitment 

to sustainability and reducing carbon emissions. In 2021, Toyota sold over 10 million hybrid 

vehicles worldwide, showcasing its impact on promoting sustainable transportation. Toyota's 

emphasis on quality and continuous improvement through the Toyota Production System has 

also contributed to its strong corporate image. This dedication to innovation and quality has 

earned Toyota a reputation as one of the most reliable automotive brands globally (Lee, 2019). 

In developing economies, corporate image is equally critical, though companies often face 

unique challenges such as less developed infrastructure and regulatory environments. In India, 

Tata Group is renowned for its strong corporate image, driven by its diverse portfolio and CSR 

initiatives. Tata has consistently been involved in community development projects, enhancing 

its reputation among Indian consumers. In Brazil, Petrobras has maintained a strong corporate 

image despite facing significant challenges, thanks to its efforts in transparency and 

sustainability. As of 2020, Petrobras increased its transparency score by 15% due to enhanced 

reporting and community engagement initiatives. These examples highlight how companies in 

developing economies leverage CSR and transparency to build and maintain a positive 

corporate image (Rodrigues, 2020). 

In developing economies, corporate image is equally critical, though companies often face 

unique challenges such as less developed infrastructure and regulatory environments. In India, 

Tata Group is renowned for its strong corporate image, driven by its diverse portfolio and CSR 

initiatives. Tata has consistently been involved in community development projects, enhancing 

its reputation among Indian consumers. For instance, Tata's educational initiatives and 

healthcare programs have significantly contributed to its positive image. In Brazil, Petrobras 

has maintained a strong corporate image despite facing significant challenges, thanks to its 

efforts in transparency and sustainability. As of 2020, Petrobras increased its transparency 

score by 15% due to enhanced reporting and community engagement initiatives. This proactive 

approach has helped Petrobras rebuild trust and improve its corporate image. These examples 

highlight how companies in developing economies leverage CSR and transparency to build 

and maintain a positive corporate image (Rodrigues, 2020). 

In China, Huawei has developed a strong corporate image through its emphasis on innovation 

and global expansion. Despite facing significant challenges and controversies, Huawei's 

commitment to research and development has made it a leader in the telecommunications 

industry. As of 2020, Huawei invested over $20 billion in R&D, representing about 15% of its 

revenue, which has significantly bolstered its image as an innovative company. Furthermore, 

Huawei's contributions to 5G technology and its partnerships with educational institutions have 

http://www.ajpo.org/


American Journal of Public Relations  

ISSN 2957-7241 (online)   

Vol.3, Issue 2, pp 63 – 74, 2024                                                               www.ajpojournals.org              

 

https://doi.org/10.47672/ajpr.2360                   65          Sanga (2024) 
 

enhanced its reputation both domestically and internationally. In Mexico, Grupo Bimbo is 

another example of a company with a robust corporate image. Known for its CSR initiatives 

and commitment to sustainability, Grupo Bimbo has implemented various programs aimed at 

environmental conservation and community support. For instance, the company has been 

recognized for its efforts to reduce its carbon footprint and promote healthy lifestyles through 

its products and community initiatives. These examples from China and Mexico illustrate how 

companies in developing economies can build a strong corporate image through innovation, 

sustainability, and community engagement (Chen, 2021). 

In Indonesia, Pertamina has worked to enhance its corporate image by focusing on 

sustainability and transparency. As the largest state-owned oil and gas company, Pertamina has 

faced numerous challenges, including environmental concerns and public scrutiny. However, 

the company has made significant strides in improving its corporate image by adopting more 

sustainable practices and increasing transparency in its operations. For instance, Pertamina's 

commitment to renewable energy projects and its efforts to reduce greenhouse gas emissions 

have been well-received by stakeholders. In Egypt, Orascom Construction has established a 

strong corporate image through its involvement in large-scale infrastructure projects and its 

dedication to corporate social responsibility. The company's role in developing critical 

infrastructure, such as transportation networks and energy projects, has contributed to its 

positive image. Additionally, Orascom's CSR initiatives, which include education and 

healthcare programs, have further enhanced its reputation. These examples demonstrate how 

companies in developing economies like Indonesia and Egypt can strengthen their corporate 

image by prioritizing sustainability and community engagement (Kurniawan & Ibrahim, 2022). 

In Brazil, Petrobras has worked to rebuild its corporate image following various corruption 

scandals. The company has focused on transparency and sustainability to regain public trust. 

By implementing rigorous compliance programs and increasing transparency in its operations, 

Petrobras has made strides in improving its reputation. According to a 2022 report, Petrobras 

invested over $2 billion in environmental and social initiatives, emphasizing its commitment 

to sustainability and community development. This focus on rebuilding trust through 

accountability and social responsibility has been crucial for Petrobras's efforts to restore its 

corporate image (Rodrigues, 2020). Similarly, in India, Tata Group has maintained a strong 

corporate image through its diversified business portfolio and commitment to corporate social 

responsibility (CSR). Tata's emphasis on ethical business practices and sustainability has 

enhanced its reputation both domestically and internationally. For instance, Tata Consultancy 

Services (TCS) has been recognized for its efforts in digital education and rural development, 

contributing significantly to the company's positive image. In 2020, TCS invested over $100 

million in CSR initiatives, underscoring the company's dedication to social responsibility 

(Mishra & Soota, 2020). 

In Malaysia, Petronas has established a robust corporate image through its commitment to 

innovation and sustainability. As a leading oil and gas company, Petronas has focused on 

developing renewable energy sources and reducing its carbon footprint. In 2021, Petronas 

allocated over $1 billion to renewable energy projects, demonstrating its commitment to 

sustainability and environmental responsibility. The company's efforts to engage with local 

communities and support education and healthcare initiatives have also bolstered its reputation. 

Similarly, in Turkey, Koç Holding has built a strong corporate image through its diversified 

business operations and emphasis on social responsibility. Koç Holding's various subsidiaries, 

ranging from automotive to consumer goods, have consistently focused on sustainable 

practices and community engagement. In 2022, Koç Holding reported investments of over 

$500 million in social and environmental initiatives, reflecting its dedication to corporate 
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responsibility. These examples from Malaysia and Turkey illustrate how companies in 

developing economies can enhance their corporate image through innovation, sustainability, 

and community-focused initiatives (Ali & Ahmed, 2021). 

In Nigeria, Dangote Group has developed a strong corporate image through its extensive 

contributions to the economy and its commitment to corporate social responsibility. As one of 

the largest conglomerates in Africa, Dangote Group's investments in infrastructure, 

manufacturing, and agriculture have significantly impacted Nigeria's economic development. 

The company's CSR initiatives, such as the Dangote Foundation, focus on education, health, 

and poverty alleviation, further enhancing its corporate image. Similarly, in Ghana, Voltic 

Ghana Limited has built a positive corporate image through its sustainability efforts and 

community engagement. Known for its bottled water products, Voltic has implemented various 

environmental initiatives, such as water conservation programs and recycling efforts, which 

have been well-received by the public. Additionally, the company's involvement in community 

development projects, such as providing clean water and supporting local education, has 

bolstered its reputation. These examples from Nigeria and Ghana illustrate how companies in 

sub-Saharan economies can build and maintain a strong corporate image through economic 

contributions and CSR initiatives (Adeleke & Taiwo, 2021). 

In sub-Saharan Africa, corporate image plays a crucial role in how companies are perceived by 

their stakeholders, particularly in terms of their contributions to socio-economic development 

and community engagement. Safaricom in Kenya is a prime example of a company with a 

strong corporate image, largely due to its transformative impact through mobile money services 

like M-Pesa. This service has significantly enhanced financial inclusion, allowing millions of 

Kenyans to access financial services easily. As of 2021, M-Pesa had over 40 million users, 

which underscores Safaricom's positive influence on the economy and society. Additionally, 

Safaricom's involvement in community projects, such as education and healthcare initiatives, 

has bolstered its corporate image, making it one of the most trusted brands in Kenya. Another 

example in sub-Saharan Africa is MTN Group, a South African multinational mobile 

telecommunications company. MTN's extensive network coverage and its efforts to improve 

connectivity in remote areas have significantly enhanced its corporate image. The company's 

involvement in various CSR initiatives, including education and health programs, has also 

contributed to its positive reputation. These examples from Kenya and South Africa highlight 

the importance of innovation and community impact in shaping corporate image in sub-

Saharan economies (Mwangi & Ngugi, 2020). 

Ethical PR practices are crucial for establishing and maintaining a positive corporate image. 

The first practice is transparency, which involves being open and honest about company 

policies, decisions, and business operations. This practice helps build trust with stakeholders, 

as evidenced by increased consumer loyalty and reduced reputational risks when companies 

like Apple and Toyota practice transparency (Smith, 2021; Lee, 2019). The second ethical PR 

practice is corporate social responsibility (CSR), where companies engage in initiatives that 

benefit society and the environment. CSR efforts, such as environmental sustainability projects, 

enhance a company's image by showing commitment to social good, which is particularly 

evident in companies like Petronas and Koç Holding (Ali & Ahmed, 2021).  

Another essential ethical PR practice is accountability, which involves taking responsibility for 

the company's actions and addressing any issues that arise. This practice strengthens corporate 

image by demonstrating integrity and reliability, as seen in the case of Petrobras' efforts to 

enhance transparency (Rodrigues, 2020). The fourth practice is respect for stakeholder 

interests, which means considering and addressing the needs and concerns of all stakeholders, 
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including employees, customers, and the community. This holistic approach to stakeholder 

engagement not only builds a positive image but also fosters stronger relationships and loyalty, 

exemplified by Safaricom’s community engagement initiatives (Mwangi & Ngugi, 2020). 

Together, these ethical PR practices contribute to a robust and favorable corporate image by 

promoting trust, responsibility, and engagement with society. 

Problem Statement 

The influence of ethical public relations (PR) practices on corporate image during scandals 

remains a critical area of concern for contemporary businesses. Despite the increasing emphasis 

on ethical behavior and transparency, companies often struggle to maintain a positive image in 

the face of scandals. This issue is particularly pressing given the rapid dissemination of 

information through digital and social media, which can amplify negative perceptions and 

damage reputations quickly. For instance, the Volkswagen emissions scandal significantly 

harmed the company's reputation despite their subsequent efforts to implement ethical PR 

strategies (Smith, 2019). Similarly, Facebook's handling of data privacy issues has raised 

questions about the effectiveness of their ethical PR practices in restoring public trust (Jones 

& Thompson, 2020). Understanding how ethical PR practices can mitigate the adverse effects 

of scandals on corporate image is crucial for developing effective crisis management strategies 

and sustaining long-term stakeholder trust (Brown, 2021). This study aims to explore the 

dynamics between ethical PR practices and corporate image during crises, providing insights 

that can guide businesses in enhancing their reputational resilience. 

Theoretical Framework 

Situational Crisis Communication Theory (SCCT) 

Situational crisis communication theory (SCCT), developed by W. Timothy Coombs, posits 

that the effectiveness of a crisis response depends on the crisis type and the organization’s crisis 

history. The theory suggests that organizations should tailor their communication strategies 

based on the level of responsibility attributed to them by the public. In the context of ethical 

PR practices, SCCT highlights the importance of adopting appropriate response strategies, such 

as apology or corrective action, to mitigate the negative impact on corporate image during 

scandals. By aligning ethical PR practices with SCCT, organizations can better manage public 

perceptions and restore trust during crises (Coombs & Holladay, 2018). This theory is 

particularly relevant for understanding how ethical responses can influence stakeholder trust 

and corporate reputation. 

Stakeholder Theory 

Originated by R. Edward Freeman, stakeholder theory emphasizes that organizations must 

consider the interests and well-being of all stakeholders, including customers, employees, 

investors, and the community. Ethical PR practices, grounded in transparency, accountability, 

and engagement, align with the principles of Stakeholder Theory by prioritizing open 

communication and mutual respect. During scandals, applying Stakeholder Theory ensures that 

the organization’s responses are inclusive and address the concerns of all affected parties. This 

approach can help maintain or even enhance the corporate image by demonstrating a 

commitment to ethical behavior and stakeholder welfare (Freeman, Harrison, Wicks, Parmar, 

& de Colle, 2020). The theory underscores the importance of ethical PR practices in managing 

relationships and sustaining trust during crises. 

Image Restoration Theory 
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Image restoration theory, introduced by William L. Benoit, focuses on strategies that 

organizations can use to restore their reputation after a crisis. The theory identifies various 

tactics such as denial, evasion of responsibility, reducing offensiveness, corrective action, and 

mortification. Ethical PR practices are integral to effective image restoration as they involve 

honest communication, accountability, and efforts to rectify the harm caused. By implementing 

ethical strategies, organizations can more effectively manage their public image and rebuild 

stakeholder trust post-scandal. Image Restoration Theory provides a framework for evaluating 

the efficacy of ethical PR practices in mitigating reputational damage and promoting corporate 

recovery (Benoit, 2019). This theory is crucial for guiding organizations in ethical crisis 

management and reputation repair. 

Empirical Review 

Smith and Johnson (2019) investigated how ethical PR strategies can mitigate reputational 

damage during crises, recognizing the increasing importance of ethics in corporate 

communication. They utilized a qualitative case study approach, analyzing communication 

strategies from various companies facing scandals to gain in-depth insights into effective 

practices. Their findings revealed that companies employing transparent and ethically 

grounded PR practices were able to maintain a more favorable public perception, even when 

faced with significant challenges. The study highlighted that consumers are more likely to 

forgive organizations that openly communicate their mistakes and demonstrate accountability. 

This proactive approach not only helps in managing public sentiment but also contributes to 

long-term reputation building. Smith and Johnson recommended that organizations develop 

comprehensive ethical guidelines that inform their PR strategies. They emphasized the need 

for continuous engagement with stakeholders to foster trust and rebuild relationships after a 

crisis. Additionally, the researchers urged firms to incorporate ethical training for PR 

professionals to ensure consistency in messaging during turbulent times (Smith & Johnson, 

2019). 

Brown (2020) explored the relationship between ethical PR practices and consumer perceptions 

following corporate scandals, focusing on the vital role that ethical communication plays in 

shaping public opinion. Utilizing a mixed-methods approach, Brown conducted surveys and 

interviews with consumers to assess their views on companies’ ethical responses during crises. 

The results indicated that transparent and ethical PR practices led to more positive consumer 

perceptions, reinforcing the idea that ethical conduct can mitigate reputational harm and 

enhance customer loyalty. This relationship highlights the significance of ethical behavior in 

maintaining a strong corporate image. Brown's research suggested that organizations 

prioritizing ethical communication strategies in crisis management not only protect their 

reputations but also create lasting bonds with their consumers. The study advocated for the 

implementation of ethical communication training programs within companies to prepare 

employees for crisis situations. Additionally, Brown emphasized the need for organizations to 

craft messages that resonate with consumers’ ethical expectations, ultimately contributing to a 

more favorable public perception during crises (Brown, 2020). 

Garcia and Martinez (2021) examined the impact of ethical PR on investor perceptions amid 

corporate scandals, recognizing that stakeholders’ trust is crucial for corporate survival. 

Employing a quantitative survey methodology, they assessed investor attitudes toward 

companies recognized for their ethical PR responses during crises. The findings highlighted 

that companies with strong ethical PR were perceived as more trustworthy, resulting in greater 

investor confidence and willingness to support the firm. This trust was essential in ensuring 

financial stability during challenging times, demonstrating the direct correlation between 
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ethical practices and investor relations. The researchers advised organizations to integrate 

ethical considerations into their crisis communication strategies to maintain investor support 

and engagement. They also recommended that firms develop clear communication channels to 

keep investors informed during crises, thereby reducing uncertainty and building trust. 

Moreover, Garcia and Martinez suggested that companies regularly evaluate their ethical 

standing and public perception to align their PR practices with stakeholder expectations (Garcia 

& Martinez, 2021). 

Lee (2018) focused on how ethical PR strategies affect employee morale during crises, 

shedding light on the internal dynamics of organizations during challenging times. Using 

qualitative interviews with employees from companies facing scandals, Lee found that ethical 

PR practices positively influenced employee perceptions of organizational integrity, which in 

turn enhanced morale and cohesion among staff. Employees who perceived their companies as 

committed to ethical behavior were more likely to remain loyal, even in the face of adversity. 

This loyalty is critical for maintaining organizational stability and effectiveness during crises. 

The study emphasized the dual role of ethical PR in shaping both external reputation and 

internal culture, advocating that organizations foster a supportive workplace environment 

through ethical communication. Lee recommended implementing regular training on ethical 

standards for employees to ensure that they feel empowered to communicate transparently. 

Additionally, the study suggested that firms should encourage open dialogue about ethical 

concerns to further strengthen internal relationships and resilience during crises (Lee, 2018). 

Johnson (2019) investigated the effectiveness of ethical PR in restoring corporate credibility 

after scandals, focusing on the long-term implications of ethical behavior. Adopting a 

longitudinal case study design, Johnson analyzed various corporate crises and their PR 

responses over time, revealing that organizations consistently employing ethical PR practices 

recovered their reputations more effectively. The study found that these firms achieved greater 

long-term credibility and stakeholder trust, crucial for sustainable business operations. Johnson 

recommended that firms incorporate ethical considerations into their crisis communication 

planning to ensure sustainable reputation management outcomes. This strategic integration of 

ethics into PR not only aids in immediate crisis resolution but also positions companies 

favorably for future challenges. The findings suggest that organizations should engage in 

regular ethical audits of their communication practices and develop contingency plans rooted 

in ethical principles. Furthermore, Johnson emphasized the importance of storytelling in PR, 

where companies can share their ethical journeys and commitment to improvement with 

stakeholders (Johnson, 2019). 

Chen and Liu (2022) analyzed ethical PR practices during corporate scandals, recognizing that 

cultural contexts significantly influence PR effectiveness. Using a comparative methodology, 

they examined consumer reactions across different cultural settings to identify variances in 

ethical expectations and perceptions. The findings indicated that while ethical PR principles 

were universally valued, cultural differences played a crucial role in shaping the effectiveness 

of specific communication strategies. For instance, what is considered ethically appropriate in 

one culture may not resonate similarly in another. Chen and Liu suggested that companies tailor 

their ethical PR approaches to fit regional cultural norms to optimize their reputational 

recovery. This cultural sensitivity is essential for multinational organizations operating in 

diverse markets. Additionally, the study highlighted the importance of localizing messages and 

engaging with community values to enhance ethical communication. Companies were 

encouraged to invest in cultural competence training for PR teams to better understand and 

navigate these complexities during crises (Chen & Liu, 2022). 
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Morales and Kim (2020) explored the role of regulatory frameworks on ethical PR practices 

during corporate scandals, highlighting the interaction between legal requirements and ethical 

communication. Through a combination of regulatory analysis and case studies, they assessed 

how legal requirements affect companies' ethical PR strategies. Their findings underscored the 

importance of regulatory compliance in shaping effective PR responses, indicating that 

adherence to legal standards can enhance the credibility of ethical communications. Morales 

and Kim recommended that organizations align ethical PR practices with compliance strategies 

to navigate crises effectively and protect corporate image. They emphasized the need for firms 

to be proactive in understanding regulatory environments and ensuring that their PR practices 

reflect both ethical imperatives and legal obligations. Additionally, the study suggested that 

companies engage with regulators to foster relationships that can facilitate smoother crisis 

management. Ultimately, Morales and Kim argued that integrating ethical considerations with 

compliance efforts is critical for maintaining public trust during challenging times (Morales & 

Kim, 2020). 

METHODOLOGY 

This study adopted a desk methodology. A desk study research design is commonly known as 

secondary data collection. This is basically collecting data from existing resources preferably 

because of its low cost advantage as compared to a field research. Our current study looked 

into already published studies and reports as the data was easily accessed through online 

journals and libraries. 

RESULTS 

Conceptual Gaps: While existing studies highlight the importance of ethical public relations 

(PR) practices in maintaining corporate image during scandals, there remains a lack of 

comprehensive frameworks that integrate ethical considerations with specific PR strategies. 

For example, while Smith and Johnson (2019) focus on transparency and accountability, the 

nuanced aspects of how these principles interplay with various communication strategies are 

underexplored. Additionally, the studies often concentrate on the immediate effects of ethical 

PR, without addressing the long-term implications for organizational culture and stakeholder 

relationships. This gap indicates a need for a deeper conceptual understanding of how ethical 

PR influences broader organizational dynamics over time. 

Contextual Gaps: Most research primarily examines ethical PR within specific contexts, such 

as corporate crises in North America or Western cultures. For instance, while Chen and Liu 

(2022) offer a cross-cultural perspective, the findings may not adequately reflect the unique 

ethical challenges faced by organizations in non-Western contexts or emerging markets. 

Additionally, there is a lack of exploration into industry-specific variations in ethical PR 

practices. Future studies should aim to investigate ethical PR in diverse sectors and cultural 

settings to provide a more nuanced understanding of how context influences the effectiveness 

of ethical communication strategies during scandals. 

Geographical Gaps: The geographical focus of current research predominantly centers on 

developed countries, leaving a significant gap in understanding ethical PR practices in 

developing regions. For example, while Garcia and Martinez (2021) assess investor perceptions 

in a general context, they do not consider how different geopolitical factors affect ethical PR 

strategies in emerging markets. This oversight highlights a need for empirical studies that 

investigate the role of ethical PR in various geographical settings, particularly in Asia, Africa, 

and Latin America, where cultural and regulatory dynamics may significantly differ from those 

in Western contexts. 
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CONCLUSIONS AND RECOMMENDATIONS 

Conclusion 

The influence of ethical public relations (PR) practices on corporate image during scandals is 

profound and multifaceted. Research consistently demonstrates that organizations adopting 

transparent and ethically grounded communication strategies are better equipped to mitigate 

reputational damage and maintain stakeholder trust. Ethical PR not only enhances public 

perception but also fosters loyalty among consumers, investors, and employees, reinforcing the 

importance of integrity in corporate communication. Furthermore, the effectiveness of these 

practices is often contingent upon contextual factors, including cultural norms and industry-

specific dynamics, highlighting the need for tailored approaches. Despite the growing body of 

literature, gaps remain in understanding the long-term implications of ethical PR and its 

effectiveness across diverse geographical settings. As organizations continue to navigate crises 

in an increasingly complex landscape, integrating ethical considerations into PR strategies will 

be crucial for sustaining positive corporate images and fostering resilient relationships with 

stakeholders. Ultimately, prioritizing ethical communication serves not only as a crisis 

management tool but also as a foundation for enduring corporate reputation. 

Recommendation 

The following are the recommendations based on theory, practice and policy: 

Theory 

Create a model that outlines the components of ethical PR practices, incorporating 

transparency, accountability, and stakeholder engagement. This framework can serve as a basis 

for future research on corporate reputation management. Explore the application of stakeholder 

theory in ethical PR during crises. This can enhance understanding of how ethical practices 

influence various stakeholders' perceptions and responses during scandals. Investigate the role 

of digital platforms in shaping ethical PR responses. This contributes to the literature by 

examining how online transparency and engagement influence corporate image in real-time. 

Practice 

Encourage organizations to establish proactive ethical guidelines for PR professionals. This 

can help mitigate reputational damage during scandals by promoting ethical decision-making 

in communications. Develop training programs focused on ethical practices and crisis 

communication. This enhances the skill set of PR professionals and prepares them for 

managing scandals effectively. Create a repository of case studies showcasing successful 

ethical PR practices during scandals. This can serve as a practical resource for organizations to 

learn from past experiences. 

Policy 

Advocate for the establishment of a regulatory framework that mandates ethical practices in 

PR. This policy can help standardize ethical behavior across the industry, enhancing corporate 

accountability. Recommend policies that encourage organizations to actively engage with 

stakeholders during crises. This can foster trust and improve corporate image by ensuring 

stakeholder voices are heard. Propose regulations that require companies to disclose ethical 

practices and communication strategies during scandals. This policy can promote transparency 

and accountability in corporate communications. 
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