Social and Ethical Marketing – Assessment 1  
Introduction
Marketing has been a valuable tool for businesses since the 18th century. Over the last two centuries there has been a great increase in the level of marketing undertaken by businesses due to increasingly saturated markets. From the early twentieth century to the late 1940s, the commercial world became increasingly competitive. The requirement to grow sales through the use of marketing methods has become a necessary aspect of being competitive. The capacity to create a brand and promote it effectively has increased in value (Hardy, 2016). 
In the current day the topic of ethics within marketing is a greatly contentious issue within society. Companies and organisations have begun to change the methods in which they advertise their products to modernize and keep up with changes to the patterns of behaviour amongst consumers, as well as the challenges the world has had to face within the current pandemic. Marketers were left to speculate as to how to apply marketing methods to attract new customers during the chaos of the pandemic. 80% of digital marketers made more changes to their strategy in 2020 than in previous years according to a study from Outlier (Byrnes, 2021). This has caused discussions into the ethics that companies are adopting as a guide to their marketing strategies and the techniques they are using. 
What is marketing? 
Marketing is an essential practise within business in order for companies to expand. It is the process by which a corporation promotes the purchase or sale of a product or service. Advertising, selling, and delivering things to consumers or other businesses are all examples of marketing. As a discipline, marketing encompasses all of a company's efforts to attract customers and sustain connections with them. Working with potential or previous clients is also a component of the job (Twin, 2020). Marketing allows a business to engage its target audience and broaden their customer base. Examples of marketing are ingrained into the lives of consumers through television adverts or newspaper articles among others. This has taken place throughout the centuries in many different forms. 
What are ethics?
There are a number of different ways in which ethics can be defined. Ethics is a set of moral principles at its most basic level. They have an impact on how people make choices and live their lives. Ethics, often known as moral philosophy, is concerned with what is beneficial for individuals and society. How to live a good life, our rights and obligations, the language of right and wrong, and what is good and bad are all topics covered by ethics. Religions, philosophies, and cultures have all influenced our understanding of ethics. They inject emotion into discussions about abortion, human rights, and professional ethics (BBC). Within society, one person’s perception of ethics can be entirely different to another’s. This can lead to disagreements on what is ethical and what is not. An example of this within businesses is that certain companies taking different approaches to ethics within their advertising and marketing. 
Main Body
Marketing throughout the years
With the introduction of marketing in the 1860s, it allowed businesses to promote the goods that they were manufacturing to larger audiences. In the past this would not have been possible, and goods had to be traded on a more local level. Thanks to the development of new technologies and techniques in textiles, iron production, and other sectors, goods that were once carefully fashioned by hand began to be mass-produced in factories in large quantities (History editors, 2021). This contributed to the growth of the industrial revolution. There were several ethical issues that were created as a result of this. One of these issues is the employment of children in dangerous conditions. Companies would advertise jobs for young children within large bustling factories or in the mines. Poor families would send children into busier cities to earn money for food and other essentials. The children would work long hours in bad working conditions potentially causing health problems. The average age at which children began employment in early 19th-century Britain was 10, but this varied greatly between regions. Children began working in factories at the age of eight and a half. Most of these young workers started as piecers, fixing thread breaks at spinning machines. Some began as scavengers, crawling beneath the machinery to clean it of filth, dust, and other debris. In the mines children helped miners by guarding trap doors, gathering coals from the pit mouth, and carrying picks. But all youngsters had the same difficulties, labouring for little pay, dirty, dangerous work, and long hours (Griffin, 2014). During the current day this is seen as an unethical practise however during this time it was necessary for children to work in order to provide. This provides an insight into how ethics can change with advancements in society. The businesses at the time did not consider the ethics of their marketing and business methods as it was not a matter the people of the time concerned themselves with. 
The style of marketing in changed in the early 20th century. With the focus of companies changing on being able to sell the abundance of goods that they had produced during the industrial revolution. The marketing heavily promoted the price of the products in order to beat the competition. Competition was vast during the Sales era. Businesses found it difficult to sell their mass-produced goods. It became increasingly difficult for businesses to offer things to customers. This is the era in which we see the modern concept of marketing arise. To sell things, companies had to aggressively promote their offerings and persuade consumers (The Triangle Marketing Club, 2016). 
The main ethical issues with this style of marketing lay within the advertising of the products. Companies created huge numbers of advertisements using television, newspapers and billboard to market their products. These would often include the perception of both men and women at the time, often these would include stereotypes or views that can be seen as sexist and misogynistic. Although at the time these ideals were not seen as sexist, in the current day they are outdated and are seen as unethical. When contemporary businesses create advertisements which are seen to be stereotypical, they are regularly forced to backtrack. An example of this is the 2021 International Women’s Day tweet from Burger King. Through social media channels, Burger King tweeted “women belong in the kitchen” followed by several posts regarding increasing the number of women in the chef industry. 
In response to the controversy, Burger King first defended its multi-tweeting technique, claiming it was meant to raise awareness of gender disparity in the restaurant industry. With the fury raging, Burger King changed its mind, deleted the offending tweet and apologising for the offence. “We hear you and we’re sorry” (Glenday, 2021). Although Burger King apologised for the tweet it is clear that the initial tweet was designed to create publicity. This questions the ethics of the company as, although they were attempting to raise awareness for a good cause, they used controversial methods to do so. 
In the present day, the style of marketing has vastly changed. Contemporary businesses have taken advantage of the increasing technology to market and sell their products. They have utilised the popularity of social media as easy ways to advertise their company to an almost unlimited number of potential clients. Businesses can purchase slots on Facebook, Instagram and Twitter among others where their advertisements will show on the timelines of users, whether they follow the page or not. The ethics of this can be questioned as it can be seen as forcing marketing upon people’s private pages. However, contemporary businesses feel as though it is an essential form of marketing. This shown in the level of investment social media companies spend on social media advertising. In 2019, social media advertising in the UK cost 3.59 billion pounds, or 23% of total digital ad spend. That year, search advertising was the most popular digital ad format in the UK (Statista Research Development, 2021). 
Another form of marketing within the social space is the use of social media influencers. These influencers are paid by companies to create videos or photos. Businesses select influencers with a large following in order to promote a specific brand or product, often being paid large sums of money to do so. This type of marketing has been heavily scrutinised as being unethical. Influencers have been found to be misleading their followers by not disclosing that their advert was sponsored by the brand they were representing. After a spot check of posts uncovered numerous violations of advertising laws, the UK advertising authority has warned social media influencers that they risk being branded and shamed. Last September, the Advertising Standards Authority (ASA) monitored the Instagram accounts of 122 UK-based influencers for three weeks, assessing almost 24,000 posts to see if they were following laws that require them to declare when their posts are advertisements. While roughly a quarter of the posts were advertisements, only 35% of them were clearly labelled as such (Sweney, UK social media influencers warned over ad rules breaches, 2021). This practise can be deemed unethical as influencers were seen to be deceiving their following. The bias that the influencers would show towards the brand or product they are representing is hidden from their audience. 


Online customer tracking. 
One of the most controversial ways in which contemporary businesses use marketing is by personalising adverts and presenting them to people they are aware that have an interest in their products. This is achieved through the tracking of what people search online through smart phones or computers. Companies use a product that a customer has searched for online, then provide that customer with adverts for the specific product across multiple apps or websites across the internet. While this is effective marketing for contemporary businesses, there are ethical issues that have arisen from the use of this method. Some people argue that it is an invasion of privacy and feel uneasy with the idea that they are being tracked online. This has led to the largest technology companies to change their policies in order to combat the online tracking. Apple Inc. and Google Inc. are each taking steps to effectively kill the software that marketers use to track your online activity and customise adverts to you. The changes are upending how businesses have reached audiences and generated money from ads since the internet's infancy. Before tracking users' activities on other applications and websites, Apple will require apps running on its devices to obtain customer authorization (Bergen, 2021). Whilst some have questioned the ethics of contemporary businesses using online search history to personalize adverts, others have argued for the benefits. Stating that the convenience and personalisation that it provides is beneficial. It limits the number of meaningless adverts on a person’s timeline and offers products that are more relevant. Whilst there are clear ethical issues within this example, for contemporary businesses these issues appear not to be relevant. The process of marketing directly to customers with an existing interest in their products provided great benefits and its loss will prove detrimental. 
Examples of differing ethical approaches
Ideally, all contemporary businesses would have consistency in their views on their ethics and ethical approaches. However even in the modern day this is not the case. Many businesses have different views on the way they should market their business, with some electing to tackle important ethical issues while others attempt to see how close to crossing the line they can go. 
Nike are a good example of a contemporary business who place a strong relevance on ethics. The American sportswear company has decided to take a stand against a number of ethical issues that the world faces in the modern day, for example, women’s rights and anti-racism. Arguably the most high profile example is with the support of American Football star Colin Kaepernick’s protest against police brutality in the USA. The star took the knee during the national anthem causing mass outrage. While Kaepernick was dropped by numerous sponsors, Nike stood by their athlete. Despite the criticism, Nike chose him as one of the faces of the company's 30th anniversary advertising campaign. Nike faced demonstrations and boycott threats in the aftermath of the decision, but it also received widespread praise for its stance, and an increase in sales plainly suggested that the consumer was repaying Nike's support for Kaepernick (Duarte, 2020). This shows that Nike value their moral and ethical standpoint over sales number. While support of Kaepernick did result in higher sales numbers eventually, Nike would have been unaware that this would be the case. Nike also maintained their support throughout the severe backlash where it would have been easier to withdraw. This also shows that ethics is extremely relevant within Nike’s marketing. 
However, this is not the approach that all contemporary businesses adopt. Paddy Power is renowned for their controversial and sometimes insensitive marketing campaigns. The Irish betting company have created numerous advertising campaigns which have been seen as controversial. The highest profile example being the 2014 murder trial for Oscar Pistorious. Paddy Power offered customers who bet on the outcome money back if the Paralympian was found not guilty. The advert was eventually removed from circulation. After a flood of protests, the advertising watchdog has forced Paddy Power to delete its controversial advert. The Advertising Standards Authority has received 5,200 complaints over the advertisement campaign making it the most complained-about campaign ever. (Sweney, 2014). This shows the relevance of ethics to Paddy Power, with the company making light of a serious public event with the intention of creating controversy. Paddy Power has continued in more recent years with several adverts that have seen a large number of complaints to the Advertising Standards Authority. This shows that they do not appear interested in taking a more ethically aware approach to their marketing, suggesting again that the relevance of ethics to Paddy Power is low. 
Casumo
While Paddy Power’s marketing shows little concern for ethics, the company do take an ethical approach to problem gambling, advertising responsible gambling at every opportunity. This is not the case for every company. Casumo are an exclusively online sports betting company. Casumo have been at the centre of controversy on numerous occasions due to their marketing. In 2019, Casumo were reported to the ASA as they were found to be advertising specifically towards problem gamblers. The Advertising Standards Authority validated a complaint over an advertisement paid for by Casumo, a company that has already paid £5.85 million in penalties for failing to protect problem gamblers. According to the advertising regulator, the complainant searched for "How to unsubscribe from all gambling," only to find an advertisement for the Casumo app (Davies, 2019). With a history of bad marketing practises, Casumo has shown that they do not value ethics. They are specifically targeting problem gamblers in order to bring in custom. Due to the repeated number of violations it indicates that Casumo do not take ethics in to account. Another case against Casumo saw accusations that a gambling addict was allowed to spend up to £125,000 on her accounts. The accuser states that Casumo did not correctly prevent her from making multiple large deposits into her account. After gambling with nine credit cards, the 42-year-old lady, who used to work as an accountant, has sought professional help. Her losses include a £54,000 overnight binge at a period when the gambling website allowed her to put wagers totalling more than £380,000 in a single session (Williams, 2019). 
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