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Abstract
This study investigates the conflicts between modern marketing
strategies and sales tactics, and the standards of professional ethics as
well as moral and psychological well-being. Employing the systematic
qualitative review method known as MOOSE, the research draws on
prior studies conducted in this field. An initial pool of 868 articles was
identified, and through a two-stage screening process, nine studies
meeting the predefined criteria were selected for in-depth analysis.
The findings reveal nineteen critical issues reflecting contradictions
between marketing and sales practices and ethical or psychological
principles. These issues were grouped into four overarching
categories: (1) deception and exploitation, (2) monopolistic and self-
centered behaviors, (3) harm to psychological well-being, and (4)
erosion of ethical values. The results emphasize the necessity of strict
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oversight over marketing practices and sales techniques, as well as
public awareness initiatives, in order to safeguard ethical standards
and mitigate the negative impacts on individuals’ mental health.
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