
Discuss the relevance of ethics within marketing decisions for contemporary business. You should use suitable academic theory and relevant industry examples to support your discussion and analysis.

Introduction
Ethics play a massive role in any marketing decision a business undertakes. This is due to marketing playing a large role in the buying or selling of a business’s products or services. Marketing is any activity in which a business partakes in to help promote their products or services (A.Twin, 2020)  Hence the more ethical a business is with its marketing the more likely it is to develop a positive customer relationship. Therefore, ethics is very relevant for contemporary businesses. Ethics is essentially a system of moral principles which affect people’s decisions and their lives (BBC, 2014). Throughout time there has been seven eras of marketing, the first being the simple trade era which was preindustrial revolution, where everything was handmade and limited. We are now in what is called the social/mobile marketing era which began in 2010. In this era businesses are focused on connecting with their clients in real time and due to the change in technology, working on being able to connect with their clients 24/7 (M. Faudree 2016).

What is ethical in modern day marketing?
It is hard to define what is ethical in the modern day because ethics is such a personal choice. What may seem ethical to one person may seem completely unethical to another person. There are codes and rules out there for companies to follow which the advertising standards authorities (ASA) have put in place. However, these rules can’t please everyone’s needs. This is because ethics is such a personal choice, not everyone’s morals are the same so unfortunately. It is impossible for companies to meet everyone’s marketing needs and wants. An example of controversial ethics are the collection of data and invasion of privacy by companies such as google and Facebook. These companies rely on tracking customers web history to try and produce returns to their sites. This could be seen to be controversial to some users (M. Goodyer 2015). Some people may be totally fine with this, but others think it’s an invasion of their privacy. A survey took place within 11 countries and of the 11,000 people that took part in it, they found that 68% of them would use a ‘Do not Track’ button if they could, and only 14% of people said they thought companies were honest about their use of data (G. Cross, 2013). 
	
Deception
Deception in adverts may help a company increase sales through not being completely truthful but not exactly lying to its customers. Is this ethical and should it be something a business should consider? Although ethics is such a diverse topic because people’s opinions are so varied, there are a few things a business can do in marketing to help. For example, being transparent in marketing and not deceiving customers will help a business in the long run. Word of mouth is essential for contemporary businesses, so by deceiving their customers in an advert they could produce more damage than good. For example, people using the product and leaving bad reviews because it had false claims on the advert. An example of a business which used false advertisement to deceive their customers is Volkswagen, in 2015 it was exposed that they had been cheating their emissions tests on diesel cars in the US. The company ended up with a $61 billion fine for violating the clean air act, after launching a campaign to promote their clean diesel vehicles when in fact the vehicles were not as clean as they had claimed (W. Heilpern 2016). 
	Another company guilty of misleading and deceiving customers is New Balance. In 2011 they claimed that their trainers could help users to burn more calories, they claimed to use hidden technology to help activate certain areas of the body. The brand misled its customers and ended up paying $2.3 million in settlement for its claims (W. Heilpern, 2016). This deception clearly was unethical as they were making false claims to customers, and it could be argued that they used the campaign to target a more vulnerable sector of the public. By misleading users and leading them to believe that the trainers would help them to lose weight, this campaign was clearly aimed at those with insecurities about their weight. Leaving the question is it ethical to target vulnerable people and did New Balance even consider ethics before launching this advert?

Ethical issues in advertising
Advertising plays a massive role in customer relationships within a company. Unethical advertisement could damage their relationship with their customers and could be very detrimental to a company or could also work the other way and develop these relationships. Advertising is the main way of marketing for companies and getting their products known to the public, to increase sales of their products or services. Thus, meaning that ethics must be considered when advertising making it an extremely relevant factor in decision making for any company. There are four main issues for companies to consider when advertising, the first being issues with gender dynamics. Change has been made with this issue, lots of companies are trying to change their images and move away from objectifying women in adverts. The next issue is playing the truth, lots of companies are guilty of this, not so much lying but just skirting around the truth rather than being totally honest with customers. Another issue is health claims and benefits, lots of companies advertising vitamins and weight loss products have a legal obligation to provide proof for any claims in which they make in advertising campaigns. One of the other main issues is promoting social equality, more and more companies are trying to make their cliental more diverse by using a diverse range of people in their advertisement to appeal to ethically minded customers (V. Bailey, 2018).
An example of a company which attempted to make their advertising more diverse is Dove, and in the attempt to become more diverse they ended up doing the opposite. First in 2011 they created an advert which contained three women with the black women stood as the before photo and the white woman stood as the after photo with the Catch phrase “visibly more beautiful skin”. Then in 2017 they aired a three second video in which a black woman removes her top to reveal a white woman which many viewed as them implying white is more beautiful and desirable (K. Taylor 2017). Dove’s response to the back lash in 2017 was that the advert had missed the mark which doubled the outrage of customers, they then followed up with a more apologetic response explaining to customers what they were trying to achieve (A. Thorson 2017). In trying to make their product more diverse they created themselves an ethical mess essentially, with people boycotting the product due to the poor execution of the advert. With a company trying to diversify their product they need to ensure they consider all ethics before launching a marketing campaign. Although there may be no intention to come across as racist, it is difficult to create an advert without offending or discriminating against another race or religion.
The International Chamber of Commerce Commission (ICC) encourage advertisers to follow their consolidated code by a series of self-regulating organisers (SRO’s) who give advice to companies before an ad is published. Within the ICC code there is a concern on advertising to children. One of the main concerns of this is marketing adult products to children (V. Bailey, 2018). In 1991 there was a study to analyse three- to six-year-olds ability to recognise branding, twelve brands were shown of which two were for adults which included logos for cigarette companies. The brands which the children identified best were for Disney and camel cigarettes which had a cartoon image on. This proving that children will remember a brand if it resonates with them, making it easy for companies to prey on them and build brand recognition early on. Since this study governments have put in place rules and regulations against advertising tobacco to children with carton images on (B. Allen 2017).
However, marketing to children isn’t all bad if it is done ethically, advertising could encourage positive behaviour in children because they’re easily influenced. An example of a company which has changed with the times to try and prove that old brands can change and become more positive is Mattel’s barbie dolls. They have moved on from the thin barbie that everyone knows and now have a diverse range of dolls, with different ethnicities and all sizes. Marketing this sort of thing to children could have positive impacts, instead of focusing on sales they are aiming to empower children and be more inclusive, which can have a positive impact on the way a child may view others (T. Holland 2019). In this instance we could argue that maybe marketing to children is beneficial and can teach valuable lessons and instil good morals and behaviours.


Targeting customers
Targeting costumers is an extremely controversial topic, some people think its clever and helpful, but others don’t agree with it. A company which took targeting customers too far was Casumo the online casino. When people googled how to quit gambling or reduce their gambling habits bonuses for Casumo appeared (R. Davies 2019). This is what makes the topic so controversial, when companies such as Casumo abuse their ability to target vulnerable customers it does make you question the ethics of it all. Another point to take into consideration is how comfortable you are with being ‘watched’ and having adverts which are specifically tailored for you and fed to you based on your previous search history. Are these adverts helpful or is it a step to far? For the companies it is hugely beneficial because they’re only advertising to potential customers and not wasting their time and adverts on people who are less likely to be interested.
Many studies have been undertaken to try and find out people’s views on targeted adverts, the network security firm RSA found that only 17% of internet users in both Europe and the US thought it was ethical for their online activities to be tracked for the purposes of companies targeting their adverts. Only 25% thought it was ethical for newsfeeds to be tailored based on their search history (R. Benes 2019). When people are aware that their data is being collected and used for targeted advertising, they are uncomfortable with the practice and disagree with it, but when we are not directly informed there is less of an issue. A study by New Media Age found that 81% of British customers would rather opt out of and online advertisement if the company was to collect data on their online behaviour (K. Goworek 2021). Although targeted advertising is powerful and helpful for businesses and customers, a business should be careful to consider the ethics around it. 
Another ethical consideration a contemporary business needs to consider is targeting vulnerable people by essentially only advertising at certain times of the day. When it is most likely vulnerable people who will be the ones to see the adverts. Companies will monitor behaviour and collect data to find when the best time to market their product to the public is. For example, a study from PHD marketing firm has recommended that brands should use certain times of the day and week to prey on women when they are feeling most insecure about their bodies. They do this to essentially sell their beauty products or any other products which may appeal to them when they are in this emotional state (R. Rosen, 2013). Although this kind of targeted advertising may up the sales for companies it seems very unethical to be preying on customers when they are feeling most vulnerable. A company which has been involved in this sort of behaviour is Facebook. Facebook is guilty of helping its advertisers pinpoint when its users are emotionally vulnerable to enable the use of targeted adverts so that the adverts are shown to costumers at essentially prime time. A report was discovered and within this report it was allegedly explained that Facebook could analyse posts and the interactions with the posts by its users, to help them to determine when people were in certain emotional states. This was to help advertisers know when to target their adverts and who to target them too (M. Smith 2017). This really does make you question the ethics of both Facebook and the advertisers who use this information for their gain. Therefore, ethics are very relevant to contemporary businesses. Due to customer relationships being built with trust, preying on your users would not be seen as ethical and would make customers feel uncomfortable and untrusting if they were aware of it when it was happening.

Controversial advertisement
Some companies use controversy to their advantage, it gets people talking about the company and although it may be in a negative way their company is still getting a lot of publicity. So, in this respect ethics is also quite relevant when making a marketing decision because the company may consider ethics to try and make the marketing method unethical so the brand sparks conversation. A company which is known for its controversial adverts is Paddy Power, one of their most controversial adverts included an image of Jesus and his disciples at the last supper gambling. The advert was branded as vulgarity at its worst, but Paddy Power were pleased with the extra coverage it gained from the uproar (J. O’Sullivan 2017). Although their advert was extremely unethical and offensive this marketing strategy worked well in their favour. 
	Another company which used controversy in its favour was Gillette, they released a controversial advert which seemed to go viral whether the customers loved it or not. It defiantly got its name out there with more than 30 million views. The advert had nothing to do with shaving and concerned itself with challenging stereotypes and toxic masculinity. Although it had its fair share of hate it was successful in appealing to a wider audience including women and millennials, this could be down to the incorporation of social responsibility (D. Patel 2019). Gillette was clever in this advert as although there was hate it aimed to show that the brand is about more than just sales. Ethics were clearly very relevant in this marketing campaign and the company took this into consideration when creating it. Thus, proving the point that ethics is clearly relevant in any marketing decision made by a contemporary business. 

Conclusion 
After looking at all the research and studies I think that ethics has massive relevance in any marketing decision a contemporary business makes. If their marketing is unethical their customer base will be very limited. A marketing campaign should aim to diversify a business but if it misses this mark, clearly it can have a massive impact on how a customer feels towards this business and could even result in customer boycotting the brand. 
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