Ethics Within Marketing.
(Forsey, 2020) Ethical marketing is seen as much more important by the customer and has increased in value to businesses and organisations. Forsey (2020), explains how 69% of customers no longer believe or trust advertisements as well as 71% of consumers not trusting sponsored adverts which they see on their social media. These statistics reveal the relevance of ethics when marketing. It indicates that when making marketing decisions, ethics must hold some relevance. 
What is Marketing? 
Twinn (2021), marketing is the process or series of activities which an organisation will undertake in order to promote, sell and distribute their products or service. The activities include researching, advertising, distributing, selling, promoting and reviewing. (Market Business News, 2021), marketing is the organisation of selling a product, it is organising the price, how it is going to be sold, where it is going to be sold as well as more such as advertising. Market Business News (2021), marketing is vitally important for businesses for several reasons, one of the main reasons being to effectively discover and understand the needs of the customer and translate these into their marketing strategies. To meet the demands of the customers and represent this in their products, promotion, advertising, pricing and in how they are operating. 
Ethics. 
Ethics is a system of accepted beliefs which we as humans use to base what we belief is right or wrong, it impacts how we behave and how we chose to live our lives. It’s a system based on morals. (Shewan, 2020) explains how millennial consumers are now 92% more likely to buy a product from a company if they are operating ethically. Consumers now expect all organisations to operate ethically. For organisations to operate ethically, it means meeting multiple different requirements or expectations. An easy way of displaying the expectations are the ten principles of Fair Trade. 
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(World Fair Trade Organisation, 2019)
In all aspects of marketing there are potential ethical issues. (Lumen Learning, n.d.), whether it be in deciding the pricing of a product, the actual promotion or even deciding where to sell a product there are potential ethical issues. Below it is highlighted the variance of different marketing decisions and how there is some relevance to ethics in each.  
Ethics and Advertising 
In the promotion or advertising of a product or services there are different potential issues in terms of ethics. (Rana, 2021) states that an ethical advertising campaign is one that doesn’t lie, backed by evidence, not deceptive, doesn’t make false claims and is fair. There are certain regulations set out by governing bodies on advertising, however, an organisation can still complete some of the unethical actions, businesses can still act legally and unethically. It is up to a business to decide how far they break or cross the ethical line or code.
Adverts may use ‘puffery’ or exaggerate the claims or benefits of a product, (Fuchs, 2020). They may make unrealistic claims or make a claim which is of opinion. It is technically not breaking a law in false advertising as it is to the opinion of the buyer or the buyer making an inference which is incorrect. Many of these advertising campaigns are not displaying false or incorrect information, instead they are displaying information which influences the customers to feel or think in a certain way which encourages sales. A business is making the decision to unethically influence a customer but protect themselves by remaining legal.   
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(Zakharchenko, 2021) shows “Puffery” in the image, The top one what is advertised and the bottom what is sold. Technically the same product, the same ingredients, cooked in the same way. A customer is essentially being promised one item and being sold another. The quality is not going to be the same. When making this marketing decision businesses such as McDonalds in the image above are giving ethics very little relevance. They are trying to deceive the customer.  
These businesses in their marketing have decided what relevance they are showing ethics, very little. This is either purposefully, or by accident. Accidently in hoping that each and every product will look like the image or then purposefully. Purposefully in order to simply increase sales. Few customers will willingly purchase the second product. Businesses know that by acting ethically and advertising the second image, they are going to struggle to make sales. In their marketing decisions, they have chosen sales or income over ethics. (Wroblewski, 2021).
A business must though show ethics relevance, else they could face a range of different issues. The business will establish a reputation, the media will treat them poorly and they will be found out for all their ethical shortcomings. The consumer confidence in the business is going to decrease. Customers are not going to spend money or operate with an organisation known for lying and deceiving customers. (Wroblewski, 2021).
When making marketing decisions in terms of advertising there are a range of other elements which businesses must take into consideration. A business must now make considerations on their use of stereotypes such as ages, genders and races. When they advertise products businesses must be careful not to cross the ethical line and incorporate any stereotypes. (Bailey, 2018). 
A business which did not take these considerations into place is H&M. The image below highlights the advertising campaign created by H&M. The campaign is highly unethical, it has been created in extremely poor taste. Racism is a massive issue which recently has been highlighted in the media massively. The ethical issues concerning discrimination and working towards abolishing racism were possibly not considered relevant in the decision making for this campaign. In their marketing the business either made the decision to make this advert knowing the mass publicity they would receive or simply made an oversight. (Blanchard, 2019)
The advert made international news stories. The publicity though was all extremely negative. The company had created a story of themselves being racist. Having a black child in a monkey jumper and then a white child in a jungle expert jumper. The marketing decision did lead to possibly the largest amount of promotion the business had ever received. The promotion was all though extremely negative, the business built a brand of being racist. In their marketing decision H&M made the decision to show little relevance to ethics, to ignore or accidently ignore this huge topic was extremely unethical. (West, 2021)
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(LaMarco, 2018) All the considerations which must be made with ethics and marketing, all have purpose and varying levels of relevance. A business must decide when making these decisions the level of relevance. Whether breaking the ethics is worth it for the business. Whether the ethical issue holds enough relevance to impact their marketing decisions. (LaMarco, 2018), by deciding to unethically market their products, a business is essentially making a marketing decision. They are by being unethical, showing little relevance to ethics. They are allowing themselves to be publicised negatively, reducing their customer base and make themselves susceptible to being investigated. They may not be breaking laws and be found guilty, they will though again generate negative press and impacting the customers feeling and confidence.  
Unethical adverts do get banned and the cost of creating the advert lost. This means that there is great financial loss from creating unethical advertising. When making marketing decisions on what to advertise and how to advertise, ethics is highly relevant due to how much it can cost a business.(Beckett, 2021) states how in 2019 campaigns would range from £63,000 to £8,000,000. Ethics have relevance as of their need to be seen to be worthwhile and cost effective. Werber, C. (2021), Volkswagen have had an advert banned as of their use of gender stereotyping. In their advert they had women completing tasks such as cleaning and babysitting whilst the men were astronauts and athletes. Women felt as if the organisation was assigning them to restricted roles. Volkswagen had invested a huge amount into the advert, it was all wasted though due to the unethicalness causing the advert to be banned. In not giving relevance to ethics it caused a huge financial loss.   
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(Pearson, 2019).
Targeting.
 In the technological world today, the privacy of the customer is now being breached in order to complete a more effective marketing campaign, to target specific products to specific consumers. (Dun&Bradstreet, 2021), there are many different forms of targeted marketing, each with a different level of ethical relevance. Customer relationship management is considered ethically correct. A business spends time with their customers and develops an understanding of what they want. Ethics would still hold relevance in this form of targeting. Although not essentially invading privacy, a business would still need to be ethical in what, how and how they store what they ask. For some ethically it will be incorrect to use information to prey on specific customers, to others it will be ethically correct as it will be saving the customers time and effort. 
(WingAlpha, 2020) other forms of targeted marketing include marketing automation platforms, data management platforms and customer data platforms. Digital data is used to create a profile on a consumer. There are then targeted products aimed at these customers from this information. However, as WingAlpha, 2020, explains this information can often be found in quite an unethical way. By listening through a device or following searches in different platforms. If a business in their marketing is going to use these techniques, then there are several different ethical issues which hold extremely high relevance. They have basically got to decide whether they are going to invade the personal space, privacy and in some form homes of their consumers. 
(Vernon, 2015) Facebook have specialised algorithms for this purpose. When someone makes a search they store the information and then use it to target specific products to the specific person. If someone searched for a car, for the next few days they would see cars on their timeline and marketplace. Instead of having products which they do not want, they have the products they have already been searching for. Facebook have made the decision in their marketing to search for what their customers are looking for and target the products, groups or pages to them. 
If businesses decide to incorporate this into their marketing, then ethics holds huge importance. Not everyone will want businesses storing their information. (business.com Member, 2020) states 72% of consumers don’t trust companies to store their information. Ethically a huge proportion of the consumer base think it is wrong to use this tool as part of their marketing. When making their decision, ethics held little relevance to Facebook. They went against ¾ of the customers. Businesses when making marketing decision must decide whether they are going to consider the ethics of the customers or in this case ignore them.  
(business.com Member, 2020) Almost half the consumers said they are more likely to purchase a product through direct marketing. For some customers and businesses they see it as ethical to use targeted marketing. To make it easier for the customers to access and find products. The ethical relevance for these customers will be in the storage and safety of their information and how the business decides to store and manage the information. Amazon through targeted marketing increased their sales quarter by quarter by over 29%. This shows how customers are more likely to purchase products and possibly find it easier to buy products through targeted marketing. Amazon have shown the relevance to ethics in aiding their customers but oppositely shown little in their invasion of privacy. 
(Davies, 2021) It’s ethically incorrect to target the weakest in society, to target those who are most desperate to use a product or service and many of whom have little control over doing so. Davies, (2021) betting companies are placing their stores in the poorest parts of the country. The gambling businesses have looked at which demographic are likely to gamble the largest amounts and decided to target them, they have not looked at possibly why they are likely to gamble larger amounts or the consequences it has for them. When making marketing decisions on where to sell their services and product, most gambling businesses hold ethics with little relevance. They clearly consider ethics with little importance, they ignore the ethical aspect and directly target those which are most vulnerable in order to increase their profit margins.  
(University of Bristol, 2021) states how during lockdown online gambling increased massively. This shows the gambling businesses’ ignorance or arrogance of ethics. When people were at their most vulnerable they made the marketing decision to invest heavily in their online services. When people were feeling lonely, depressed or bored, the gambling businesses made the marketing decision to increase the quality and range of online services and develop advertising campaigns to promote these. The relevance of ethics in these decisions is almost non-existent. They haven't considered potentially making an addict relapse or creating a new one. They have preyed on the vulnerable to maximise their income.  
Other Areas.
 In each aspect of the marketing process there is some relevance of ethics and morals. Whether it be in the research and targeting, in the advertising or then the other range of possible areas. The sustainability of the product and the marketing campaign, the labour used in producing the products and campaign or even in the budget of a campaign. 
(Lewis, 2018) pre-pandemic John Lewis, on their Christmas marketing campaign alone, would spend over £7million. Many would see this as being unethical, there are other ways in which the income could be spent and it be considered much more ethically correct. They could increase the wages of staff, increase the quality of products, working conditions, donate to a charity or in order to be seen ethical by the customer reduce prices. In this decision, the relevance of ethics could be argued to be to be quite low. (Lewis, 2018) does however state that the representative from John Lewis does explain the motivation behind the campaign. John Lewis often will have a social message behind their campaign, it will not be based upon their products directly. John Lewis argue that they are using their funds and platform to create and drive change. The relevance of ethics in their marketing decision for John Lewis could be argued to be quite high. As they say, they are trying to better society, the massive cost though is the ethical issue. 
There is then decisions based on sustainability and how a business is operating. How they are completing their marketing, how they are offering their services or products, how they are manufacturing and the way in which they decide to complete tasks. Whether this is ethically correct. Are they sustainable and treating their staff fairly. (NatWest, 2021), state how they are now offering paperless banking. They made the marketing decision that in the services they offer, they would stop wasting paper. They could instead offer the exact same, if not a better service via online. They have also moved their information leaflets online. In these two marketing decisions, ethics held a high relevance. They could see the ethical issues wasting paper and the impact on the environment. In their decision-making ethics was highly relevant. 
Ethically this could be seen as incorrect, many elderly can’t access or struggle to access online banking. They may struggle to use the services and access the information. When making this decision NatWest considered the ethics in terms of the environment with great importance, the relevance of ethics in terms of the elderly or those who struggle with technology may not have had the same consideration for their vital service. 
Summary 
When making marketing decisions it’s vital for businesses to consider ethics. In all marketing decisions ethics hold great importance. As consumers we now hold ethics with much greater value. We now see the value of a product or organisation based on how ethical they are, rather than simply the price. We are moving to becoming a more social society rather than an economic one. We want to see ethical organisations creating ethical products instead of unethical organisations creating cheap products. It is vital to consider the potential ethics and how the consumers are going to be impacted or feel. The relevance of ethics is only increasing as the culture of society changes. We as a consumer market no longer simply care about the product but instead the process, who has been impacted and how they were impacted. (Lewis, 2019)
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