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Introduction 

This paper will discuss the relevance of ethics within marketing decisions for contemporary business. It will examine the need for ethics and using examples of industry it will demonstrate its relevance in the world of business.
Marketing ethics operate around ethical standards and marketing principles. These standards show how marketing should be conducted to be acceptable to the audience it is trying to reach. This ethical practice is vital to any business and so it is imperative that it is understood and followed by all marketing companies. (Shivani, 2021)

What is Marketing 

Research suggests that “marketing’’ is a process where a business buys and sells a product or service. Its primary function is to discover what the needs and desires of the customer are and whether it is possible to sell it at a price which also results in a profit for the business. The company can then go ahead and produce and sell it. (Nordqvist, 2016)
The company would work to a basic marketing mix of Product, Place, price and promotion. The price would be influenced by costs of production and other direct and indirect costs. The product refers to the actually service or item being marketed. The place being the point of sale such as the location in which the product is marketed and lastly the promotion. The promotion is the way in which the item is marketed. By using the correct  marketing strategies a business can produce a successful sale.
This marketing mix needs to work in harmony with each other and involves extensive research to ensure that each factor compliments the other.

Marketing was previously organised by strategic planning, where the product was manufactured and then customers were marketed in a way which encouraged them to realise that they needed the item or service. So, marketing equalled selling. 
Post war more businesses sprung up and therefore the competition increased, this meant that businesses were fighting for their custom. They realised that it was better in the long term to serve the needs of the customer rather than try and sell an already manufactured product. This demonstrated the need to keep up with current trends and influences to keep a sustainable business.
The importance of the customer is highlighted by Peter Drucker, he  concurs and suggests ‘A business is what a customer observes it to be’ (Fuller, 2015). ‘He further stated that underpinning all workers and management practices should be a focus on customer needs’. (Webster Jr., 2008).
 
The introduction of better technology and the growing demands of the customer resulted in the digital transformation where the new marketing aids, were social media, search engines, optimization and various other media platform. The customer began to demand to see as well as hear about new products.
This digital era has required a great deal of investment by businesses, with research costs and the necessity to hire the right people to do the best job.

The use of Marketing technology or ‘Martech” as it is better known involves the gathering of data and using that to develop a selling database of customers. Although this can be done in an ethical way, there are instances where the information is sold and can become nuisance selling. This doesn’t mean that the practice is illegal but it could be regarded as unethical.

What is Marketing ethics
 
Marketing ethics are basically the moral principles of a business. They are the guidelines to which a business must operate and are underpinned by fairness and honesty. The main emphasis of this code of ethics is to understand the buyer and be mindful of not stereotyping or targeting the vulnerable or offending in any way.

The importance of ethical marketing is that the needs of the customer are met. This needs to be done in a way which enables the business to portray an image of operating as a transparent, ethical business which in turn will result in the support of its clients and workforce. (https://www.facebook.com/marketing91, 2018)
The business would improve its credible image by depicting themselves as a genuine brand who operates with integrity and is trustworthy. This will make the business more attractive to buyers and to people who will want to work for them, enabling them to have a loyal, strong, diverse workforce.
Other businesses who would recognise and adhere to the same business principles would be encouraged to form  partnerships. It would also promote better financial partners.
A consumer study actioned by ‘Purity’ in 2022 suggested that 82% of consumers were interested in the way a brand behaves, it was keen to show that implementing sustainable strategies and supporting fair trade was especially important to them. (Bond, 2022a)


This ethical marketing hasn’t always been followed and there are some shocking examples of previous advertising that could and very often did cause offence or affected a person’s wellbeing.

In a research paper  conducted by Saffer & Chaloupka, 2000, it was suggested that the advertising of tobacco could result in an increase in tobacco sales. The dangers of cigarette smoking and its definite link to lung cancer and various other health problems were highlighted (Cole & Fiore, 2014) and so this type of advertising was deemed unethical.
 A tobacco advertising ban brought into effect in February 2003, prohibited the advertising of tobacco on sports venues, billboards and merchandise to name but a few (Harris, 2006).
This resulted in a downfall in cigarette sales and so protecting the health of would be smokers.

The exploitation of  children has been highlighted as a major criticism of unethical marketing. 
Garde et al., 2018 suggests that the advertising of ‘junk’ food to children is adding to the obesity crisis in children. They further state that children as young as three years of age are able to recognise ‘junk’ food logos rather than any healthier food brands. The World Health Organisation has been calling for a restriction of advertisements targeting children since 2010,but now feels that the trend has moved to social platforms. This is especially worrying from an ethical point of view as not only do these platforms hold data on individuals but they also have data on preferences and age groups too. (Garde et al., 2018b)

 
The gender inequality that has been shown in the marketing of products on television, internet and social media has been regarded as unethical by the advertising standards authority. The marketing, depicting a male looking unfavourable to carrying out a female role, would be classed as unethical. They perceived that gender stereotyping could be harmful to children and adults by restricting their choices and limiting their opportunities for the unequal gender outcomes.
(Advertising Standards Authority | Committee of Advertising Practice, 2019)
Research suggests that businesses who are mindful in how they demonstrate gender equality in their marketing campaigns are more likely to have a stronger  loyal customer base. (O’Brien, 2019)
There are many types of marketing used today, some are older forms which have been adapted to the new digital style and some are new methods of getting the consumers attention to product or service.
Influencer marketing
A style of marketing that was previously used but is now being modified to work in the digital age is ‘influencer marketing’, this form of marketing involves using an “influencer” to market the product. An influencer can be described as a person who promotes a product or service to their followers on Instagram, Facebook or You Tube. They basically have a large following and are used by businesses to promote their products to their faithful followers.
This form of marketing is useful to the seller as it reaches people who they might not usually be attracted to their selling sites. A blogger who regularly blogs about their day to day make up routines could be asked to promote a new product and be paid for doing this.
The blogger is reaching a target audience that is attractive to the business manufacturer. (Council, 2018)

The ethical considerations for this type of marketing are that the influencer is a business spokesperson and with that comes responsibility to market the product in an ethical way, failure to do that can not only result in damaging the business reputation and credibility but could also incur fines for breaching ethical codes of practice. It is therefore essential for businesses to be hands on with the influencers content on their platforms.

Affiliated marketing

Affiliated marketing is where a third party will promote another company’s product for a commission. 
Amazon has made this type of marketing very popular by introducing an ‘affiliate marketing program’,where bloggers would write reviews on a product and receive advertising fees when a purchase is made.
There are possible ethical drawbacks to this form of marketing, as a whole the practice is genuine and can lead to good sales but there are also pitfalls. There is an opportunity for fraud here where affiliates can place orders for items with fake names. Secondly they could leave themselves vulnerable to theft.
However the positive aspect of this form of marketing is that it gives the business an access to broader audience and is a low cost form of advertising.(Patel, 2015)

Virtue Signalling

Today’s consumers are interested in not only a product they may wish to buy but also the journey it has made before it reaches the selling platform. The awareness of ethical ways of sourcing these items are important to the customer, from the actual manufacture, the working conditions of the staff, to the business stand on sustainability. These are all factors which today’s consumers use to decide on a purchase. 

This is where businesses use ‘Virtue Signalling’ in their marketing tactics. It is telling the consumer that it is a virtuous company by announcing its beliefs with a view to let others see how virtuous they are and perhaps they would in turn want to work with or purchase from them. (skyhigh admin, 2021b) .
The ethical tones here sound great but whether the business does act upon their announcements to donate a percentage to charity for example or not remain to be seen.




Evangelist marketing

Reed, 2022, suggests that evangelist marketing is a ‘word of mouth’ procedure. The consumer is so delighted with a product that they need to tell all their friends about it. This has been deemed to be a very successful method of marketing on social media platforms. Alex Goldfayn agrees and states that this method of marketing allows other people to raise brand awareness and sell the products themselves without the business doing anything. (Goldfayn, 2012)
The ethical problem here could be that the onus is totally on the ‘evangelist’ to promote the product. This would need to be done in an ethical way to minimise any false claims that may be given about an item. The positive outlook is that the more ‘evangelists’ that are telling the story the more the story is being widely told, resulting in more brand advertising and more sales.

Experiential marketing

This form of ‘live marketing’ enables the consumer to ‘experience’ the product. Experiential marketing allows the consumer to take part in a live trial of the product. Its aims to create a connection between the consumer and the brand by providing a memorable experience. ‘Infiniti’, a company specialising in luxury cars, led a campaign to raise their brand by producing an elaborate digital campaign which directed prospective buyers to a pop-up event in a shopping mall where they could experience the newest Infiniti QX50 and were encouraged to visit local dealers. The campaign was then followed up with influencer marketing on line.
This type of marketing is good from an ethical prospective because the consumer is able to 
see and try out the product first hand. (Kuligowski, 2022).

Christmas Marketing

Christmas is the time of year when sales of products should be at its highest. This is also a time when unethical selling can be at its highest. Children looking at Christmas advertising campaigns can be easily exploited to want a certain toy, and this in turn can push parents to try and buy that present for them to make them happy for Christmas.
The Bank of England states that at Christmas, spending in December is up by over five hundred pounds per household.
It leads to the question Can Christmas selling be ethical?

Big firms have now taken an ethical stance by using their Christmas marketing to also help charities. John Lewis advertisement last year working with ‘age concern’ showed an elderly man alone on the moon. This prompted an influx of volunteers for ‘age concern’.  

A previous years advertisement showing ‘The bear and the hare’ resulted in an increase of sales by 10.7% on the previous year , for the company, equating to sales of over 100.4 million in the same week the year before. It also inadvertently advertised the soundtrack which went to second place in the ‘I-tunes’ chart for that Christmas. (Parsons, 2013).
Parsons, 2013 further stated that the advertisement was a success but believed they had failed to see how it could have increased sales further by selling ‘Bear and Hare’ merchandise in store.

Conclusion 

This paper has looked at the ethical considerations around marketing decisions. It has shown how different marketing strategies operate and the ethical implications of such approaches. It has shown using academic theory and industrial examples that no matter which marketing approach is used for whatever product or service it must keep ethics at its forefront. This in turn will keep the consumer wanting to buy from the business. The consumer of today demands honesty and trustworthy practices and whether a company operates with this in mind or not will ultimately decide the success of that business. The business must also be proactive in the everchanging demands of the consumer and also by the continuous ethical restraints that may be required to keep marketing within the boundaries of the law.
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