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How can organisations use marketing as a positive and productive business strategy whilst maintaining the dignity of their business’s ethos? 
Marketing is seen to be a crucial part of any organisation and is ultimately how products are sold. Although being ethically minded is not a legal requirement, organisations should be aware of the fact that even with ethics in mind, ethical issues will still arise from time to time and not everyone will agree on the message being sent, the methods in which the message is being sent or steps taken before delivering the message. This is especially relevant in the 21st century where customers are very much in tune with their consumer power and are comfortable with knowing they are making or breaking a business if they choose to be a customer or even how they speak of them. This essay will discuss the marketing concept, ethics and how the two correlates. Moral dilemmas will be explored and how an organisation moves forward from them. To give a clear understanding of the relevance ethics has within marketing, this essay will discuss some ethical issues that contemporary businesses face, examples of unethical marketing will be examined and where practices have been questioned. Codes of ethics will be looked at and how they act as a lifeline for an effective business strategy. 
Marketing could be defined briefly as ‘satisfying needs or wants’. In business terms, (Kotler, 1931) describes marketing as “the homework that you do to hit the mark that satisfies the needs of the target market exactly” and, that marketing is “meeting needs profitably”. (Kotler, 2003).
The marketing concept consisted of several segments that together created an innovative way of going from short term customer interaction and quick sales to long term, customer loyalty and repeat purchases. The idea that the product was the most important factor to an organisation’s profits changed and the emphasis was largely shifted to the customer and their needs at the present and the future. (Frederick E. Webster, 2001). This transition occurred in the mid 1950’s, after the war, incomes changed and customers purchasing choices became more personally selective. Smith, 1776 may have foreseen the power of studying the customer in order to best suit their next purchase when he stated in 1776 that “the needs of producers should be considered only with regard to meeting the needs of consumer” which, presumable was contrary to popular belief in the then business world. (Smith, 1776).
To have an effective business strategy, putting the marketing concept in place and making market research a priority allows businesses to answers the questions that need answering in order to produce the products or services a customer wants, being able to produce them in the time scale that a customer still wants them and more importantly within this concept is producing a product of value that pleases the customer enough for them to want to come back to your organisation time and time again, ultimately, attaining longevity. The objective for many organisations today is ‘customer satisfaction’, this prevents failings within departments and potentially passing the buck as it is now a company-wide responsibility. (Internet Centre for Management and Business Administration, 2020). 
Direction can be given in the form of a Code of Ethics which could be used as guidelines by organisations to help them navigate forward with conduct in mind for the organisation itself and its employees throughout business dealing, whether it be inside of the organisation or externally. A code of ethics gives clear instruction for staff on moral principles and how they should be applied to their work, it allows stakeholders to see value in the organisation and portrays a positive, respectable image for the organisation. The code gives a firm signal to customers or suppliers of the organisation’s standards, values and expectations of conduct. Once the code of ethics is realistic and clearly laid out, allowing for input from staff and an area for questions, concerns or complaints, these operating principles are believed to help 21st century businesses to connect effectively with their customers and on a wider scale be successful. (Database, 2002). 
Ethics are used to identify right and wrong behaviour. This moral philosophy allows us to decide if we feel the need to defend or appose attitudes and actions alike. 
In todays world, ethics are mostly divided into three subject compartments: Metaethics, Normative Ethics and Applied Ethics. 
Metaethics delve into where our moral principles derived from and what they stand for. This could be encouragement from a religious upbringing or more of a political influence. As our life experiences can change our perceptions, metaethics could be seen as a fluid subject area and a positive factor in progression and on the flip side could easily lead to conflict. In terms of business, the metaethics could be likened to the first hurdle we come up against before finding a mutually agreed upon direction.  
Normative Ethics provide the practicality of drawing a line of moral considerations thus allowing ideas to move forward. Normative ethics may include, highlighting your moral views such as, what you believe to be positive or good behaviour, rules and regulations, the importance of complying to them and negative effects of ignorance towards them. 
Applied Ethics cover a far more sensitive but vitally important topic of conversation. The controversial issues that can affect people all over the world require thorough examination. These are topics that would include, animal rights, abortion, nuclear war, environmental concerns. 
These three subject matters are the make-up of ethics that help to tackle controversial issues. (Fieser, 2020).
Organisations have a duty to be socially responsible and to integrate ethics into every stage of their business strategy. Ethically pleasing everyone would be a grand challenge as moral principles are so varied amongst customers and within the organisation. To help organisations maintain appropriate standards when marketing, the Advertising Standards Authority’s (ASA) Broadcast and Non-broadcast Codes have a set criterion for marketers to adhere to. Following these rules ensures that marketers are advertising legally, with decency and are honest and truthful. (ASA, 2020).
When making marketing decisions, the role of ethics undoubtedly comes into play, this may be purposefully done by an organisation or the ethics may be called to question by any of the company’s stakeholders. Ethical considerations should be given attention to such as the use of ‘Sweatshops’. This is a term used for factories that treat their staff to poor conditions and have them working for long hours with very little wage at the end of it. Along with sweatshops there is also the issue of forced labour. Organisations have a duty to conduct business with other ethically minded companies, what happens when you trust the wrong company? Tesco had such a dilemma when Peter Humphreys brought a forced labour situation to light involving Tesco’s charity Christmas cards. Humphreys was notified when a plea for help came inside of one of Tesco’s Christmas cards ready by a little girl in 2019. The little girl raised the alarm to her father who initially thought it was a joke but then followed through with the request from the author asking for the message to be passed on to Peter Humphreys who was an ex prisoner of Quinqpu Jail where the forced labour was being carried out. The message read ‘We are foreign prisoners in Shanghai Quinqpu prison, China. Forced to work against our will. Please notify human rights organisation.’.  Tesco swiftly withdrew the Christmas cards and halted production in China after the claims were brought to their attention. (Siddique, 2019).
Another ethical consideration could be advertising controversial products. Good Morning Britain (GMB), an ITV breakfast programme has been live since 2014 with familiar faces as the presenting cast giving a wholesome feel and creating an element of nostalgia for the audience, representing values. Every day they advertise competitions with a very energetic performance of what could be yours which is usually vast amounts of money with a luxurious car included. It is often suggested that money could change the potential winner’s life, which would maybe trigger enough emotion for the customer to enter the competition. Once a customer enters the competition, one option is through online entry on the ITV website, they then have the option to enter several times more, at a cost each time. (Win, 2020). Emails are then sent to the customers to remind or allow for the convenience of checking their results through the online account that would have been created upon the first entry. If the customer hasn’t won but has entered competitions with them previously, they are credited with free entries for future competitions. Customers that may have addictive personalities or impulsive traits could be misled with the idea of changing their life as although increasing the amount of money a person has could realistically change their life it may only change it for a short while if the person has poor money management skills which could be more likely if they get satisfaction from gambling.  This could be looked at not only as unethical in the form of promoting gambling and encouraging gambling but also targeting vulnerable people. Contemporary businesses that do not see the relevance of ethics within their business strategy may fall short of the mark in terms of building their brand, customer loyalty and financial growth. Acknowledgment of the power that your message can have is key, as people, we hold value in other people’s words. This could be where the moral dilemma lies, organisations that have built there brand and that have maintained trusting customers are still businesses that are looking to grow and introducing a new product or a new method of promoting a product may be seen as taking advantage of the customers trust in the organisation. Does GMB care about the moral principles that lie beneath this product or are they ‘just covering their backs’ to avoid backlash? The government doesn’t set a good example as they themselves promote gambling by advertise state lotteries. 
Targeted Marketing is when organisations observe online behaviour and customer interests, allowing them to promote products personally tailored to the customer. This could be viewed as a convenient and time efficient approach to marketing that not only saves the organisation time and money and the environment will have less damage from unbought products but also the customers is saved time and is more satisfied with their purchase. The customer must agree to letting the organisation follow their online movement and have consent to send promotional content and to give the customer the option to opt out of receiving such information or have their data recorded. (Marketing and Advertising , 2020). Cookies are an example of how this is done. Cookies are an online method of recognising a device, collecting information about a customer’s preferences and choices they made have made in the past on the device in order to best suit how they market to them in the future. The Information Commissioner’s Office website explains this and the steps needed for compliance with using them. Customers should be told cookies are on the website, explain what they are, and they must get the customers consent for using them. It must be repeated every time the person uses the website. (Cookies and similar technologies, 2020). Organisations use e-receipts to reach customers on a one to one basis also. Upon making a purchase instore, the customer is asked for their email address in order for the shop to send them their receipt to cut down their paper usage, if the customer obliges they then ask if it is okay to send offers and promotions to the provided email address and sometimes the question is not asked but nevertheless these promotional emails still arrive. Is this negligence from the staff member taking the data at the time or ignorance from the marketing department? 
The era of marketing we are merging into looks to have an emphasis on providing an experience for the customer which would trigger emotion and then influence their opinion, allowing them to become evangelists. Evangelism is spreading the word, be it good or bad. When a fair opinion is offered by a customer it allows potential stakeholders to make informed decisions on how they deal with the organisation. When a customer behaves unethically or undesirably by provided false review or exaggerating, it gives a false representation of the organisation and can have a negative effect. This would be unfair to the organisation in question. Incorrect reviews are also unfair to new customers and trust them and then have an unexpected experience. TripAdvisor found themselves tangled in the middle of one of these webs in 2011 after having complaints from two hotel chains that felt TripAdvisor’s reviews from travellers were not honest or trustworthy and a complaint by Kwikchex who an online investigations organisation is. These complaints were followed through with an investigation that led TripAdvisor being forced to remove the slogan they used in the UK from ‘reviews you can trust’ to ‘reviews from our community’.  (Sweney, 2011). (Rulings, 2012). 
In conclusion, the relevance of ethics within marketing is prevalent and needs constant attention. Ethics should be grounded into every aspect of the business strategy so as not to arrive at an undesired location they cannot return from.  Ethics should begin at the organisations heart, amongst its leaders and employees so it can resonate through to their marketing. Awareness of how advertising and then further promoting controversial products could lead to unhealthy or addictive behaviour should be paid more heed by organisations and should act with integrity. Adhering to codes of ethics and codes of conduct allow organisations to market with confidence. It will provide comfort to the organisation when using targeted marketing methods knowing that they are being considerate of their customers whilst trying to meet the customer’s needs. Organisations should approach their supplier partnerships with caution and use their code of ethics to make clear their standards to avoid any involvement in unfair practices such as forced labour. Lastly, fairness for all stakeholders is vital and misleading or inaccurate wording in advertising should be avoided which would prevent other businesses or customers from having unpleasant experiences or unfair reviews. 
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