Social and Ethical Marketing

Introduction
What is marketing?
Organisations and companies use marketing in their process to gain potential clients or customers by getting them interested in their products and services. The marketing used to do this includes researching, promoting, selling and distributing their products and services. (Cyberclick, 2021)
What is Ethics?
Ethics can be described as a method of moral principles that affects how people make decisions every day and how people lead their lives. Its attention is placed on what is good or bad and right or wrong for people and for society and can also be called moral philosophy. (Singer, 2021)
What is Ethical Marketing?
Ethical marketing is a process used by organisations and companies to help them to create, communicate and deliver value to their customers, products and services to enable them to satisfy individual and organisational objectives while also managing customer relationships to benefit the company and their stakeholders. (Eagle and Dahl, 2015)
Ethical VS Unethical Marketing
Ethical marketing means any claims that a company makes to gain potential costumers has to be honest and genuine. When mutual trust is built between a company and a customer, loyalty is developed which keeps customers coming back for more but also telling other people they know about the business which can again turn into more potential customers.
On the other hand, unethical marketing is when customers are misled about products or services which can lead to loss of reputation for the company or even worse, destroy the company’s brand completely. Unethical marketing is not always easy to spot and subtle ways to deceive existing and potential customers can be just as misleading. Some unethical marketing practices and campaigns are used more common than others such as; misleading advertising, contacting people when consent has not been given to do so, inciting controversy, emotional exploitation. (Tama - Rutigliano, 2019)
In this essay I will discuss how relevant the use of ethics is within marketing decisions for businesses by using academic theory and relevant industry examples to support my discussion and analysis.

Deception, unfairness and misrepresentation
Deception is sometimes used when companies advertise their products or services by making false or misleading statements in their advertising (Findlaw, 2016). The Federal Trade Commission Act (FCA) took over regulations of Claims management companies (CMCs) on April 1st 2019 and stated that unfair advertising is when “it causes or is likely to cause significant injury to a consumer which a consumer could not justifiably avoid and the benefit to consumers is not outweighed.” (FCA, 2019).
An example of deception and misleading advertising is the company ‘Kellogg’, Kellogg released a TV advert in 2010 stating that their Rice Krispies cereal “improved a child’s immunity because it contains 25% Daily Value of Antioxidants and Nutrients including Vitamins A, B, C and E”. The Federal Trade Commission (FDC) stepped in and instructed Kellogg to stop all the advertising where these claims were made as the FDC said the claims were unconfirmed assumptions that could not be relied on. The case was eventually settled in 2011 when Kellogg accepted responsibility and paid out $2.5 million to consumers that were affected and also donated Kellogg products to charity worth another $2.5 million (Federal Trade Commission, 2010).
The company was in trouble again when the company falsely claimed that their ‘Frosted Mini Wheats’ cereal was clinically shown to improve children’s attentiveness, memory and other cognitive functions and advertised that a child’s focus could be improved, if they ate the cereal, by nearly 20%. However, the results of the clinical study that Kellogg referred to in their advertising, showed that only about half the children who ate the cereal showed any improvement and only 1 in 9 of the children improved by 20% or more, meaning these claims made by Kellogg are false and misleading. The advert ran from January 2009 to October 2009 and anyone who consumed the cereal during this time was able to claim back $5 per box with a cap of $15 per customer (Federal Trade Commission, 2009).
Discrimination in advertising
Using discrimination in advertising is not just unethical but is also offensive. Discrimination can be described as unjust or biased treatment of people based on different categories especially things such as age, race, sexuality, disability and gender. When discrimination is used in a companies advertises, the company sometimes may not realise themselves how unethical it is but it can still be very harmful to the company and its reputation. It doesn’t just cause offensive to consumers, it can also cause legal issues, public relations issues and sponsorship issues (Thompson, 2019).
An example of the use of discrimination in advertising is the company, Dove. In October of 2017, Dove released an advert on its Facebook page showing a black woman turning into a white woman after using Dove’s body lotion. The ad was removed by Facebook but shared online by many other people who had something to say about it. A makeup artist, Naomi Blake also known as Naythemua, shared the post asking if people would be offended if the advert was reversed and it was the white woman turning into a black woman, she then goes onto answer her own question saying “Nope, we wouldn’t and that’s the whole point. What does America tell black people? That we are judged by the colour of our skin and that includes what is considered beautiful in this country.” (Slawson, 2017)
That wasn’t the first time that Dove has been branded as racist because they also did a before and after advert in 2011 showing another transition of a black woman to a white woman after using Dove’s body wash. At the time of the advert Dove put out a statement saying “All three women are intended to demonstrate the ‘after’ product benefit. We do not condone any activity or imagery that intentionally insults any audience.” (Moss, 2011)
Advertising to children
Advertising to children is not necessarily a bad thing as that is genuinely how children’s toys and games are sold, but is it right? Advertisements to children used to only been seen on TV during the breaks of children’s programmes but nowadays many children have access to other devices, such as smartphones and social media, this means they are more than likely being marketed to just as much as adults. Most children are unsupervised while using devices and social media meaning that neither the child or the parents know that this marketing and advertising is going on (CSP Online, 2016).
Companies market to kids because they are the most naive and vulnerable but advertising to children can promote materialism. Children seeing things such as toys and games on their screen and other children having fun with them will make them want the same things which in turn can have a negative affect on the parents making them feel like they have to spend more money to make their children happy, this sometimes being money that the parents do not have. Suzanna Opree did a study of 8- to 11-year-olds from the Netherlands which discovers that children who are exposed to television advertising are more affected by casual materialism. The researchers for the study said “A greater desire for advertised products came from children who were frequently exposed to television advertising than children who were not as exposed to the advertising. This means children became more materialistic when they had a greater desire for products that were advertised to them.” (Jacobs, 2013)
It can also be seen as unethical to advertise to children when the advertising is gender specific. For example, adverts and toys are usually made either for girls or for boys but hardly ever both and the same thing happens with aisles in shops. Most adverts for boys will be blue and the toys will be themed around violence or cars. However, adverts for girls will mostly be pink and include toys such as dolls, princesses and makeup kits. This type of advertising already creates an image in a child’s mind of what they should be and what they should like by stereotyping between the genders (Rhoads, 2013).
It is not just toys and games adverts that are targeted to children, another problematic marketing category aimed at children is junk food. Junk food is associated with increased weight and obesity in children which in turn sparks health concerns. Children are mostly protected from the harmful effects of TV advertising however, most adverts that children see are not specifically targeted to them and the adverts are typically shown during family programmes and reality shows, on billboards and bus shelters and around sports fields where children play sports and families watch. In 2007 a rule was brought in to ban the advertising of junk food in and around children’s TV programmes in the UK but this doesn’t stop children watching these advertisements as children were still able to see high levels of advertising for junk food due to adult airtime accounting for nearly 70% of children’s viewing (Tatlow-Golden et al., 2018).
Advertising controversial products
One of the biggest reasons that people purchase products and services is to enable a positive change and enhancement in their lifestyles. People base what products and services they buy on a number of factors including the images and messages that are portrayed through the advertising, how much the product or service costs and any past experiences with similar products or services either through the same company or a competitor. However, many products and services appear to be controversial through advertising depending on how it is advertised, the companies target audiences, the times the advertising is done and the companies and products themselves (Sheehan, 2004).
The first example of controversial advertising is gambling. In 2019 an online casino named ‘Casumo’ had been forced to remove an advert that offered free spins and bonuses to people when they searched on Google how to stop themselves from gambling. A complaint about an advert, that was paid for by Casumo, was supported by the Advertising Standards Authority (ASA) even though the online casino company had already in the past how to pay out penalties of £5.85 million for failures in systems designed to protect consumers who have a gambling problem. The ASA said the consumer Googled ‘How to unsubscribe from all gambling,’ only to be shown an advert for the Casumo app with the heading “Welcome bonus to new players Casumo 100% and 20 free spins” and also invited people to create an account and play in the same advert. The Gambling Commission forced Casumo, along with three other online casino companies, to pay £14 million in penalties within the space of a year over the company failing to design systems to prevent money laundering and protect people who have a problem with gambling (Davies, 2019).
Another example of controversial advertising is both alcohol and tobacco which usually are included in the same category. In 2003 the World Health Organisation received a report from the International Center for Alcohol Policy stating that there is no evidence that links the advertising of alcohol with the drinking patterns and alcohol abuse among young people. However, the Organisation for Economic Co-operation and Development did another study that reported that bans on alcohol advertising could help with reductions in alcohol consumption ("Tobacco and Alcohol Branding: Ethical or Unethical?", 2017).
One company that has had numerous adverts upheld by the ASA, including seven Instagram posts and a website post, due to controversial advertising around alcohol is AU Vodka in April 2021. The Instagram posts and website post that were advertised by the brand were banned for mainly encouraging excessive drinking but for also linking the consumption of alcohol with driving and for featuring a rapper, Aitch, who is under the age of 25 ("ASA Ruling on Au Vodka Ltd", 2021).
It is a different situation for the advertising of tobacco products because in 1965 television advertising for tobacco products was banned, under the Television Act 1964. This ban was again reinforced by the EU directive in the 1980s. However, when advertising for tobacco products was allowed there were seen to be quite a lot of them. An example is a cigarette company called ‘Lucky Strike’ who launched a marketing campaign in 1928 which tells consumers that they can lose weight if they “Reach for a Lucky instead of a sweet” and claiming to be a healthier brand of cigarettes than other companies. These adverts were aimed at both men and women but women featured more in the advertisements due to the fact that it was women who cared more about keeping a “slender figure” than men, which is what the adverts claimed the Lucky Strike cigarettes could do (Smith, 2018). Nowadays, it is not illegal to sell products containing tobacco but it is illegal to advertise these products. In May 2016 it was made illegal for retailers to sell cigarettes in branded packaging and following a ruling from MPs in March 2015 all tobacco products should be sold in colourless, standardised packaging that has to be covered with big health warnings ("Tobacco Advertising", n.d.).

Conclusion
Ethical marketing refers to a company’s responsibility to make sure all of their marketing material complies to core ethic principles which includes promoting fairness, honesty and empathy both internally and externally. It is vitally important that companies do not alter the truth or simply lie about their products and services (including the cost, how well it functions, the release date or current customers etc.) to try and generate new customers. However, it is just as important to maintain the companies ethics internal as it is externally by treating workers fairly, using sustainable materials and supporting any social or environmental causes that are important to your brand (Forsey, 2020).
To conclude, I think ethics is very relevant and also very important within marketing decisions for contemporary business. It is important because it shows not only consumers but any business partners and other businesses that your company practices fairness, equality, honesty and empathy. Companies putting the needs and wants of consumers first is great but the company needs to have the right ethics in order to gain the consumers in the first place. The have to be able to market their products or services well by not only considering how to advertise their products and services but by also taking into consideration their target audience, the timing of their marketing, the location of their marketing and the price of the marketing whether it be via radio, magazine, television or social media the advertising should be ethically appropriate in order to reach the right target market, expand sales as much as possible and gain more customers at the same time.
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