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Introduction
In this assessment, I will talk about the value of ethics in today's marketing sector and how it affects many people in several ways. It will go over marketing theories, ideas, and methods as well as how marketing can generate value that can be used to solve social issues. Key ethical issues will be considered as we critically analyse marketing processes, concepts, and tactics using examples from the business world and academic theory.


What is Marketing?

According to (Cyberclick, 2022) Marketing is the practise of attracting prospective customers or consumers to your products and services. Marketing entails conducting research, advertising, selling, and distributing. 
(Twin, 2022) mentions, there are four keys to consider when looking into marketing, they are, the four P’s. The Four Ps are the critical factors that must be carefully studied and strategically applied in order to successfully advertise a product or service. 
(Summer, 2021) stated, Neil Borden popularised the marketing mix in the 1950s. However, E. Jerome McCarthy modified Neil Borden's concept of 4ps marketing in the 1960s. According to McCarthy the 4Ps, which stand for, product, pricing, promotion, and place, are the first determinant factors accessible to design a marketing plan. Additionally, he highlighted how these components' relative weights changed over time, with the product staying the most difficult to change. 







What is Ethical Marketing?

(MasterClass, 2022) stated, Ethical marketing is a promotional strategy that emphasises a company's values, honesty, transparency, responsibility, or respect to fair trade guidelines. These businesses convey their ethical principles in marketing materials in order to reach target consumers who share similar values. 

(Atchison, 2019) Reported that 73% of millennial consumers, are prepared to pay more for sustainable products and services. A growing number of customers are making investments in companies they believe make moral, socially conscious judgments that do not put anyone in danger or leave them in the dark about what they are purchasing. What is affordable and practical is less important in the purchasing process than what is ethical and long-lasting. 
If they believe a corporation has not been held accountable, 75% of consumers may engage in some type of negative action. This could occur on a social, environmental, or political level. If a business employs misinformation and manipulated facts to market a product, it is most likely unethical.
(Gov.uk, 2021) outlined two advertising codes of conduct, and they apply to both CAP broadcast and CAP non-broadcast advertising. Advertising Standards Authority (ASA) enforce the rules. 
The majority of ethical concerns relating to the law, civic responsibility, and equal opportunity are covered by ASA & CAP for consumers. Their regulations cover topics like political, privacy, accuracy and honesty, injury and offence, and product placement and scheduling. They also address issues like advertising to children.






Sustainability - Toms Shoes
As previously said, millennials prefer to support businesses with a social purpose. (Name, 2022) Stated Toms shoes has taken the cause marketing to the next level. Toms shoes used the cause approach to establish a "one for one" idea structure in which the brand would gift a pair of shoes for every sale to impoverished children. This concept not only increases the popularity and profits of Toms shoes, but it also leaves consumers with a positive view of the Toms brand. 
So far, 75 million pairs of shoes have been donated, and the market value of a company has recently been valued at $625 million.

(TOMS, 2022) mentioned they have produced a design with the planet in mind. The design name is Earthwise. To be declared as Earthwise, at least a portion of the product's key elements must incorporate more sustainable resources, and at a minimum proportion. Some of the recyclable material they use are;
· 100% Organic cotton
· Recycled cotton
· Eco fibre
· Lyocell fibre
· Eco EVA
· OrthoLite insole
· Recycled Strobel board
Since its founding 11 years ago by Blake Mycoskie, Toms has expanded both its line of products and its involvement to social change.
· Purchase sunglasses which are made from mineral glass lenses and bioplastic frames, and the company will provide an eye exam and vision care to a person in a developing country. 
· If you purchase a bag of coffee, the organization will provide clean water to those who need it for a week.
Tom’s shoes display incredibly good ethics surrounding sustainability by using recyclable material and make us aware of the causes surrounding the company. TOMS Shoes depends upon donations for their marketing efforts in order to stand out in the competitive shoe industry. 
Gender Stereotypes

A stereotype is a widely held, simplified, and fundamentalist view of a certain people. Based on sex, gender identity, race and ethnicity, nationality, age, economic status, and language, among other factors, groups are frequently stereotyped.
According to (Crittenden)  Gender stereotyping happens across a wide range of services and products and therefore can begin as early with the first toy children get as infants. Gendered children's toys are one of the most well-known examples of research that has made headlines in the 21st century. This research contends that stereotyping has an impact on how a toy is viewed and who is intended to buy it. Boys' toys were regarded as violent, aggressive, competitive, exciting, and hazardous in contrast to girls' toys, which were frequently associated with physical attractiveness, nurturing, and domestic skills. Unfortunately, gender stereotyping is not just in toys. It follows you into adulthood.

Pink tax
(Gender Inequality, 2022) has stated consumer goods offered and advertised to women are occasionally more expensive than equivalent goods marketed to men. 
Personal care products are one of the sectors where gender-based price differences are most obvious. These include products that are sold to both men and women, such as soaps, lotions, razors, and deodorants. Personal care items targeted to women are 13% more expensive than identical items marketed to males.
(Victoria, n.d.) Stated, although times have changed, stereotypes in advertisement have not. Men are often portrayed as strong, autonomous, and present in professional situations in advertisements for food, drink, electronics, automobiles, finance, and insurance products. Women are shown as stay-at-home spouses, mothers, and partners, and therefore relate to furniture, cleaning, beauty, and fashion products.

According to (CAP, n.d.) certain gender stereotypes can negatively influence how people believe we should appear and behave. This can have negative effects on both them and society as a whole by lowering their self-esteem, limiting their ambitions, and making it difficult for them to advance in key areas of their life both personally and professionally.
The most important ethical factor that marketers should consider when choosing advertising campaigns is if the campaign could damage or anger numerous of people. Children should also be taken into account due to bad stereotypes may limit children's and young people's chances, ambitions, and choices.


Use of misleading Images
A duty as a business owner is to make sure that business promises and performance are consistent. Using photos that do not even accurately portray your goods is regarded as unethical advertising and therefore can result in significant issues for your brand.

Olay Definity 
(Sweney, 2009) mentioned, more than 700 people complained about the advertisement's changing image via an anti- airbrushing web campaign that Jo Swinson set up, As stated on the advert “Olay is my secret to brighter-looking eyes. “Because younger-looking eyes never go out of fashion ... reduces the look of wrinkles and dark circles for brighter, younger-looking eyes” 
[image: Twiggy advert which airbrushed wrinkles out to sell eye cream was 'misleading']According to (Sweney, 2009) Swinson has filed a complaint with the Advertising Standards Authority ASA, claiming that the advertising was not only dishonest, but also socially damaging, as it may have a severe impact on how people view their own bodies.Cockcroft 2009


As (Smith, 2009) from ASA report, Any advertisement that employs such a strategy in a deceptive or reckless manner must be removed, The ASA upheld that the advertisement was probably going to mislead people about how the product would work. However, they did not think the advertisement was socially irresponsible since it affected people's impressions of their bodies negatively. The Advertising Codes mandate that advertisers have supporting documentation for any claims they make.

[image: A close-up of a burger

Description automatically generated with medium confidence]Mac Donalds
According to (Jager, 2014) Mc Donald’s has openly admitted that their posters do not look like the real product. They stated that they put time and effort into their burger for advertisement like we do when we have a family photo. They also insist that the burgers shown in the advert is the same size as they ones they cook.Jager, C 2014

(Growcoot, 2022) mentions, the company is being sued by a guy from New York who claims that false advertising caused him to believe that the burgers were cooked when they weren't. The marketing image appears to be at least 15% larger.
People frequently return even if the image is quite different from the actual burger that we received. McDonald's is relaxing and stress-free since you always know what to expect, according to (Staff, 2015). Their burgers are of the same high calibre no matter where you go.







Social Media influencers
 (Geyser, 2022) Stated, the importance of social media has quickly increase over the past ten years. More than 3.4 billion individuals, or 45% of the world's population, actively use social media. These consumers frequently resort to social media gurus for advice while making decisions.
(Hallett, 2021) mentions, Asa investigated Skinny Tan Ltd and Tanologist Tan to see if filters had been added to videos posted by influencers. They were prohibited from using filters because they "misleadingly inflated the effect the product was capable of producing." It determined that the advertisements in both cases were likely to mislead consumers.

(Sweney, 2017) states that Louise Ferguson and Kate Cotton, the founders of Skinny Tan Ltd., had a business opportunity with Kelly Hoppen and Piers Linney of Dragons Den. There claims was to making women "look smaller" and "instantly toned," Skinny Tan Limited asserts that their lotion may conceal cellulite and make it appear more visibly smooth and less noticeable. They asserted that their product was the most popular in the UK.
Not only did they advertised there claims but they filtered there produced to look like the perfect woman. 
(Gibbons, 2021) stated Cinzia Baylis-Zullo and Elly Norris who are both social influencers which have over 370,000 followers, used an app to filter there image for Tanologist Tan, according to Ms Zullo she only used the filter to add freckles. They Were advised by ASA to not apply any beauty filters. 

[image: body confidence influencer video editing apps](Savin, 2020) stated, Emily Clarkson, pictured on the left, is speaking out about the harm that filters may cause. Emily stated that not only is there face-altering procedures, but there are also stomach-slimming and tan-boosting methods that can be performed at home and are not just for specialists.Clarkson (n.d)


There are other voices in addition to Emily Clarkson that are speaking up. (Hallett, 2021) mentions In July 2020, Sasha Pallari launched the hashtag campaign #filterdrop in the hopes of promoting more authentic skin on Instagram. A hot topic that has drawn the attention of MPs as well as celebrities and social media influencers is the use of filters on social media.
According to (Lancaster, n.d.) A legal decision against Instagram influencers who employ image-altering filters while receiving payment to advertise cosmetic items was recently made public by the UK's advertising authority.
The ASA concluded that social media advertisements with filters that could inflate the effects of the product being offered to the audience were deceptive, and that brands and influencers found in violation of this judgement in the future would be withdrawn and both parties penalized. 
According to (Rivas, 2022) Beauty filters on social networking sites are known for emphasising beauty characteristics such as lighter eyes, a smaller nose, and flushed cheeks. Others fully alter the face by eliminating all pores, enlarging the lips, and altering the appearance of the eyes.
People can develop an obsession with replicating their filtered selves in real life and start to expect themselves to look like that, which makes them miserable, anxious, lonely, and unsatisfied. 
This is an unethical method of advertising to the consumers, in addition to altering the appearance of their products, they are also making many of their customers experience mental health issues related to their appearance.

Conclusion
Over time, the structure of marketing has changed. We no longer live in a time when new developments could only be viewed in newspapers or on television; instead, we now inhabit a world where the digital era has taken over and technology has advanced significantly. Social media is the primary way we think today.
Advertising is under a lot of pressure to get things right due to the diversity of people, regulatory requirements, political pressures, and societal expectations. Businesses must demonstrate their ability to be trustworthy, dependable, and sustainable.
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