


The relevance of ethics within marketing decisions for  contemporary business.


Introduction
This essay will look at the importance of ethics in marketing for contemporary businesses. It will define marketing ethics and how it should be applied to marketing to have a beneficial impact. It will include examples of businesses that have had a positive or negative effect as a result of advertising. It will also look at ethics and sustainability in marketing, as well as the advantages of incorporating environmentally friendly practises into a corporation. It will also include genderisation and marketing to children, as well as what advertisements may have an influence on.

Marketing Ethics
What is Ethics? Ethics is as Markkula Center for applied ethics mentions, can be defined to establish rules of right and wrong that outline what people should do. These rules are generally expressed in terms of rights, responsibilities, societal benefits, justice, or certain virtues (2010). 
Marketing Ethics is crucial as if it is applied correctly, it can do wonders for a business, as Bhasin, H, mentions because trust, faith, and integrity are the fundamental qualities that consumers seek in brands when making purchases of  goods and services that a company provides, the importance of marketing ethics helps the company satisfy these fundamental human needs and wants. Additionally, when a business is able to meet the fundamental requirements and desires of its clients, it will reap long-term rewards including client loyalty, brand and product trust, and word-of-mouth advertising that will bring in new clients (2018). Companies today are concerned with maintaining a positive public image since consumers pay close attention to it. Therefore, as Alva mentions any unethical behaviour in a contemporary business is undesirable because it will cause them to lose customers, damage their brand, and marketing effectiveness and damaging their reputation (2020). Ethics in marketing decisions are critical for contemporary businesses because as Breakenridge, D, mentions if they are not effectively applied and reinforced, they can have a detrimental effect on the company's reputation and customer base. To achieve customers' trust, marketers must prioritise ethics by adopting and reinforcing ethical marketing processes that ensure staff make decisions that benefit both the organisation and the customers (2019). As a result, marketers will need to research ethics, its significance to them and the general public, as well as how to incorporate ethical concepts into their current workflow. They must understand what they are offering, who their target market is, and how to develop bonds with clients. According to  Kranz, K marketers must adapt their  strategies to the wants and desires of their consumers, as they cannot disregard the position of their customers. Customers should be provided all of the information they need to make an informed decision, and marketing should also do what is right for individuals (n.d.). It is determined by how marketers execute advertising whether it will deliver positive or negative values to the target customer.
	

Ethics & Sustainability in Marketing
Sustainability must be considered while implementing ethics in marketing as according to Marketing Network sustainable marketing heavily depends on ethics. Every contact point should be taken into account while developing a campaign to see how it impacts the customer, the environment, and the community, especially the one created around the brand (n.d.). For instance, when marketing a brand, marketers must consider the best and most environmentally friendly way to reach all target audiences. Will it be through television advertising, the internet, or by mailing out thousands of leaflets? However, when sending out leaflets, marketers must consider the bigger picture and determine whether the leaflet can be recycled. Marketers need to consider if the content on the leaflet will effectively convey the message being made about the product or whether it will just be thrown away. According to Totempool a quality product is no longer sufficient to win over customers. Customers sought for goods that were both of high quality and compatible with their morals. 62% of consumers expect marketers to support the environmental principles they consider important. Consumers seek for businesses that support sustainability in today's economic landscape. It has become a commonplace to buy goods and services from businesses that have an objective (n.d.). Marketing should be environmentally friendly as it can benefit the business, consumers, and the environment. According to Jack Ryan although marketing has a reputation for being wasteful and unfriendly to the environment, there are numerous strategies to promote companies in an eco-friendly manner such as: 
· Using recycled materials into marketing materials. This involves utilizing recycled materials in promotional goods as well as recycled paper for printing and recycled plastic for product packaging.
· Reducing paper waste
· Using Digital Marketing methods such as social media, online advertising, and email marketing.
·  Educate staff and consumers about eco-friendly practises. and encourage them to use them in their day to day lives (n.d.)
Businesses that embrace eco-friendly methods can minimise their carbon footprint, demonstrate their commitment to sustainability, and increase consumer interest in their goods and services. For example, the company Patagonia, has according to Patagonia promised to donate 1% of their sales since 1985 to the protection and rehabilitation of the environment. Over 89 million dollars have been given to domestic and foreign grassroots environmental organisations that are making a difference in their local areas through monetary and in-kind grants and furthermore established a non-profit company to inspire other companies to follow suit (n.d.). This enhances the reputation of a business that recognises the value of the environment.

Ethical & Unethical Behaviour in Marketing 
Unethical behaviour in marketing can cause repercussions as it did with Volkswagen with its allegations of cheating emissions tests and deceiving customers. As The Federal Trade mentions using a deceptive marketing strategy, Volkswagen promoted its purportedly "clean diesel" VWs and Audis by stating that they were low-emission, ecologically friendly, satisfied emissions requirements, and would have a high resale value, but that was not the case as this was later found out to be misleading as Volkswagen was accused of fitting its 2.0 litre diesel vehicles with illegal software that detects when the vehicle is being tested for compliance with EPA or California emissions standards and only activates full emissions controls during that testing process, The programme disables several pollution control systems while driving normally, significantly boosting emissions. It's referred to as a "defeat device." When this is used, automobiles may produce dangerous NOx up to 40 times more than they would under typical on-road driving circumstances while still meeting emissions requirements in the lab. Volkswagen were required to pay out $4.7 billion to reduce pollution and make investments to support the development of zero-emission vehicle technology  and $10 billion to buyback, terminate leases on, or modify affected 2.0-liter vehicles and compensate consumers (2016). This is unethical behaviour of a company marketing their product, through doing this has cost them a lot of money, bad publicity and damaging the atmosphere, but the company still continues to trade to this day while other car companies such as Volvo as According to Volvo they were recognised in 2019 by the Ethisphere Institute as one of the World’s Most Ethical Company for the third year running. The Ethisphere Institute is a pioneer in developing and defining the norms of moral corporate conduct. Volvo previously took part in the Ethisphere Institute poll as part of their efforts to continuously improve (n.d.). As Volvo Cars mention A Compliance & Ethics programme has been formed by Volvo Cars to support the company's commitment to ethical business practises and to prevent and manage a variety of legal and ethical concerns. The "Our Code - How we Act" code of conduct and the "Code of Conduct for Business Partners" code of conduct, both based on international conventions and standards, outline the standards that employees and business partners are expected to uphold when working for or conducting business with Volvo Cars (2019). This is a company that wants ethics imbedded in their company so they can have a positive image whilst marketing their products and services.

Genderisation in Marketing
“Pink Tax” can also be reviewed as unethical behaviour, Pink Tax is where women have to pay more for their products than men have to, considering majority of women also get paid less than men. According to World Economic Forum 800 gender-specific items from over 100 manufacturers were examined in a federal research conducted in the US. According to the study, comparable personal care items for males were typically 13% cheaper than those marketed at women (2022). However, there was a little plus with the tampon tax being eliminated as according to Gov.uk Vat was eliminated from all sanitary goods in the UK on January 1, 2021, along with a rollout of free sanitary products in schools, colleges, and hospitals to make them more accessible and affordable for women (2021). This is a moral beginning, particularly by offering free sanitary products at schools and colleges as  according to Gov.uk by introducing the period product scheme It gives anybody with periods access to tampons, pads, and more through their school or college, for instance, if they are unable to purchase period products, forget to bring them in, or have suddenly started their period and with it a rise of purchases for environmentally friendly sanitary products. (2022). Even shower gel is genderised; women's shower gels are advertised in feminine colours, while men's shower gels are often advertised in darker colours. This causes households to purchase both items even when they both accomplish the same outcome. Having products that are gender neutral could have a positive effective on marketing strategies as according to Prokopets, E, a McKinsey survey found that 38% of customers from earlier generations and 48% of Gen Z consumers favour brands that don't categorise their items by gender (2022). According to Phvntom, after receiving feedback from a gender non-conforming customer, the subscription beauty brand Birchbox, altered the name of their product BirchboxMan to Birchbox Grooming in order be more diverse. This realisation made them realise there were restrictions on who may purchase its goods because of the word "man" in its brand name (2022). Since Birchbox is taking into consideration potential consumer feedback, enforcing these modifications will be a positive outcome, and the company will be respected for its moral values in doing so. It demonstrates their appreciation of consumer input and their willingness to go that extra mile to prove it.


Marketing to Children
Targeting Customers is another form of unethical behaviour in marketing, this can be in the form of advertising towards children. Marketers have created a variety of methods and ways to influence children's minds and encourage them to bug their parents, which leads to undermining their parental authority. As Guillaume, E mentions Children today are exposed to a wide variety of marketing for both edible and non-edible products. Every year, there are more than 40 million child-targeted advertisements broadcast in the United States alone, 16 million of which promote fast food and other sugary drinks (2018). Advertising to children is unethical as it can cause conflict between a child and the parent and according to Gangala, S by employing young, attractive, slender women to advertise cosmetics and portray what a healthy body looks like can make kids self-conscious about their appearance and foster a negative body image that may result in eating disorders (2022). Children need to witness effective body marketing that deters them from what has been previously advertised. Children need to see people of all shapes and sizes being advertised in order to develop a positive self-image and understand that it is alright for them to be who they are rather than who they should be. This will show them what is genuine and boost their self-esteem. Companies like Dove have created The Dove Self – Esteem Project which according to Dove In the United Kingdom and Ireland, 9 out of every 10 girls with poor self-esteem jeopardise their health by not seeing a doctor or skipping meals (n.d.). According to Dove their aim is to assist parents, mentors, teachers, and young leaders worldwide in delivering self-esteem education. It is their goal to guarantee that young people grow up with a healthy relationship with their appearance and to assist them in reaching their full potential (Dove, n.d.). Dove's objective is morally good and can benefit children. Their knowledge may alert other marketers to any problematic body image or aspirations, hence reducing stereotypes.












Conclusion
To conclude, ethics is critical in today's contemporary business environment, particularly when marketing products and services. Any breach of ethical norms might jeopardise any customer-company relationship and have a negative impact on the business if marketing techniques are not implemented appropriately and ethically. Misleading marketing products and services can lead to penalties such as large fines. However, if ethics is taken into consideration, it has the potential to benefit the business. Marketers are looking for more positive outcomes to promote their products and brands ensuring they are captivating their target audience in an ethical manner and relying on customer feedback to ensure they are upholding their values. Marketers are also ensuring the correct process that takes into consideration the environment as more and more customers now want to see business advertising their support for the environment and what they are doing for sustainability. Consumers now want transparency; they are now more aware of ethical matters and seek quality and morals. Advertising can cause impacts on consumers especially the younger generation, but where there is a negative outcome, a positive outcome does arise to help resolve situations
There will always be positives and negatives with marketing but overall, many marketers are taking into consideration ethical values of what customers want and need.
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