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	Module Learning Outcomes 
(from module syllabus)

	
Upon the successful completion of this module, the student should be able to demonstrate the ability to:
· Assess the development of marketing in creating value in a social context
· Identify relevant stakeholders and assess their impact on the marketing activities of the organisation.
· Critically understand marketing processes, concepts and techniques and their application and use. including the role of the marketing mix, the marketing environment, marketing ethics








	
TASK DESCRIPTION




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.  


Your work should be presented in essay style of 2,500 words (+/- 10% acceptable).  Within your work you should discuss a range of theory, drawing from the work discussed within the module as well as your own additional research.








	GUIDANCE FOR STUDENTS IN THE COMPLETION OF TASKS



NOTE: The guidance offered below is linked to the five generic assessment criteria overleaf.

1. Engagement with Literature Skills
Your work must be informed and supported by scholarly material that is relevant to and focused on the task(s) set.    You should provide evidence that you have accessed an appropriate range of sources, which may be academic, governmental and industrial; these sources may include academic journal articles, textbooks, current news articles, organisational documents, and websites.  You should consider the credibility of your sources; academic journals are normally highly credible sources while websites require careful consideration/selection and should be used sparingly.   Any sources you use should be current and up-to-date, mostly published within the last five years or so, though seminal/important works in the field may be older.  You must provide evidence of your research/own reading throughout your work, using a suitable referencing system, including in-text citations in the main body of your work and a reference list at the end of your work. 



2. Knowledge and Understanding Skills
At level 5, you should be able to demonstrate: sound knowledge and critical understanding of the well-established concepts and principles of the subject area and the way in which those principles have developed; knowledge of the main methods of enquiry in the discipline.  Knowledge relates to the facts, information and skills you have acquired through your learning.  You demonstrate your understanding by interpreting the meaning of the facts and information (knowledge). This means that you need to select and include in your work the concepts, techniques, models, theories, etc. appropriate to the task(s) set.  You should be able to explain the theories, concepts, etc. meaningfully to show your understanding.  Your mark/grade will also depend upon the extent to which you demonstrate your knowledge and understanding. 



3. Cognitive and Intellectual Skills
You should be able to critically analyse information, and propose solutions to problems arising from that analysis, including the critical evaluation of the appropriateness of different approaches to solving problems. Your work must contain evidence of logical, analytical thinking, evaluation and synthesis. For example, to examine and break information down into parts, make inferences, compile, compare and contrast information.  This means not just describing what! But also justifying: Why? How? When? Who? Where? At what cost? At all times, you must provide justification/evidence for your arguments and judgements.  Evidence that you have reflected upon the ideas of others within the subject area is crucial to you providing a reasoned and informed debate within your work.  Furthermore, you should provide evidence that you are able to make sound judgements and convincing arguments using data and concepts, with an understanding of the limits of knowledge, and how this influences analyses and interpretations. Sound, valid conclusions are necessary and must be derived from the content of your work.   Where relevant, alternative solutions and recommendations may be proposed.



4. Practical Skills
At level 5, you should be able to use/deploy a range of established techniques within the discipline, and apply underlying concepts and principles outside the context in which they were first studied, including, where appropriate, the application of those principles in an employment context. You should be able to demonstrate how the subject-related concepts and ideas relate to real world situations and/or a particular context.  How do they work in practice?  You will deploy models, methods, techniques, and/or theories, in that context, to assess current situations, perhaps to formulate plans or solutions to solve problems, or to create artefacts, some of which may be creative.  This is likely to involve, for instance, the use of real world artefacts, examples and cases, the application of a model within an organisation and/or benchmarking one theory or organisation against others based on stated criteria.  You should show awareness of the limitations of concepts and theories when applied in particular contexts.



5. Transferable Skills for Life and Professional Practice 
Your work must provide evidence of the qualities and transferable skills necessary for employment requiring the exercise of personal responsibility and decision-making.  This includes demonstrating: professional development to advance existing skills and acquire new competences that will enable you to assume significant responsibility within organisations; that you can initiate and complete tasks and procedures, whether individually and/or collaboratively; that you can use appropriate media to effectively communicate information, arguments and analysis in a variety of forms to specialist and non-specialist audiences; fluency of expression; clarity and effectiveness in presentation and organisation. Work should be coherent and well-structured in presentation and organisation.








	
     STUDENT FEEDBACK FORM



This section details the extent to which the assessment criteria are demonstrated by you, which in turn determines your mark. The marks available for each category of skill are shown. Lecturers will use the space provided to comment on the achievement of the task(s), including those areas in which you have performed well and areas that would benefit from development/improvement.
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	Generic Assessment Criteria 
	Marks available
	Marks 
awarded

	1. Engagement with Literature Skills
.
	30
	

	





	
	

	
	
	

	2. Knowledge and Understanding Skills

	25
	

	





	
	

	
	
	

	3. Cognitive and Intellectual Skills

	25
	

	





	
	

	
	
	

	4. Practical Application Skills

	10
	

	





	
	

	
	
	

	5. Transferable Skills for Life and Professional Practice

	10
	

	



	
	

	
	
	



	Assessment Mark (Assessment marks are subject to ratification at the Exam Board.  These comments and marks are to give feedback on module work and are for guidance only until they are confirmed. )
	Late Submission Penalties (tick if appropriate)
	%

	
	Up to 1 week late (40% Max)
	
	

	
	Over 1 week late (0%)
	
	









	GENERIC ASSESSMENT CRITERIA



	Level 5

	In accordance with the Framework for Higher Education Qualifications, at the end of Level 5 students will be expected to have developed sound knowledge and critical understanding of the well-established concepts and principles in their field of study, and of the way in which those principles have developed.  They will have learned to apply those concepts and principles more widely outside the context in which they were first studied, including, where appropriate, the application of those principles in an employment context. They will have knowledge of the main methods of enquiry in the subject area, and ability to evaluate critically different approaches to problem solving. They will possess an understanding of the limits of their knowledge, and how this influences their analyses and interpretations.  They will be able to use a range of established techniques to initiate and undertake critical analysis of information, and to propose solutions to problems arising from that analysis. They will be able to effectively communicate information, arguments and analysis in a variety of forms to specialist and non-specialist audiences, and deploy key techniques of the discipline effectively. They will be able to undertake further training, develop existing skills and acquire new competences that will enable them to assume significant responsibility within organisations.  They will have the qualities and transferable skills necessary for employment requiring the exercise of personal responsibility and decision-making.



	Level 5
	FAIL
	MARGINAL FAIL
	SATISFACTORY
(3rd / Pass)
	GOOD
(2.2 / Pass)
	VERY GOOD
(2.1 / Merit)
	EXCELLENT
(1st / Distinction)
	EXCEPTIONAL
(1st / Distinction)

	Category
	0-29%
	30-39%
	40-49%
	50-59%
	60-69%
	70-84%
	85-100%

	Engagement with literature (including reading, referencing,
academic conventions and
academic honesty) 
	Little or no evidence of reading and/or reliance on inappropriate sources.
Views and findings mostly unsupported and non-authoritative.
Referencing conventions used incoherently or largely absent.
	Poor engagement with essential reading. No evidence of wider reading. Reliance on inappropriate sources, and/or indiscriminate use of sources. Heavily reliant on information gained through class contact. Inconsistent and weak use of referencing.
	Engagement with a limited range of mostly relevant and credible sources. Some omissions and minor errors.
Referencing conventions evident though not always applied accurately or consistently.
	Engagement with an appropriate range of literature, including sources retrieved independently. Some over-reliance on texts. Referencing may show minor inaccuracies or inconsistencies.
	Engagement with a wide range of literature, including sources retrieved independently.
Selection of relevant and credible sources.  Very good use of referencing, with no/very few inaccuracies or inconsistencies.
	Engagement with an extensive range of relevant and credible literature. Consistently accurate application of referencing. 
	Exceptional engagement with an extensive range of relevant and credible literature. High-level referencing skills consistently applied.

	Knowledge and understanding (Sound knowledge and critical understanding of the well-established concepts and principles in their field of study; knowledge of the main methods of enquiry in the discipline.) 
	Major gaps in knowledge with unsatisfactory, uncritical understanding of the subject matter. Much irrelevant material.  Substantial inaccuracies. Significantly flawed understanding of the main methods of enquiry in the discipline.
	Fragmentary knowledge, with only superficial critical understanding. Some significant inaccuracies and/or irrelevant material.  Incomplete or partially flawed understanding of the main methods of enquiry in the discipline.
	Limited but adequate knowledge and critical understanding of the well-established concepts and principles within the subject area, with a few gaps in the selection of material. A narrow critical understanding of the main methods of enquiry. 
	Knowledge is reasonably detailed and accurate. A good critical understanding of the well-established concepts and principles and the main methods of enquiry, with minor gaps in the selection of material.
	Knowledge is reasonably extensive.  Exhibits very competent critical understanding of the well-established concepts and principles of the subject and the main methods of enquiry.  Breadth and depth of knowledge.
	Excellent, detailed knowledge and highly critical understanding of the well-established concepts and principles of the subject and the main methods of enquiry. 
	Exceptionally detailed knowledge and outstanding critical understanding of the well-established concepts and principles of the subject and the main methods of enquiry. May go beyond established theories.

	Cognitive and intellectual skills 
(Critical evaluation and analysis of concepts and principles; argument and judgement; the limits of their knowledge, and how this influences their analyses and interpretations.) 
	Wholly or almost wholly descriptive work. Little or no critical evaluation and analysis of concepts and principles.
Failure to develop arguments, leading to illogical or invalid judgements. Unsubstantiated generalisations or opinion, made without use of any credible evidence.

	Largely descriptive work, with superficial use of critical evaluation and analysis of concepts and principles. Weak development of arguments and judgements. Information accepted uncritically, uses generalised statements made with scant evidence and unsubstantiated opinions. Ideas sometimes illogical and contradictory.
	Limited attempt at critical evaluation and analysis of concepts and principles, tending towards description.
Some evidence to support arguments and judgements but these may be underdeveloped, with a little inconsistency / mis-interpretation or failure to fully recognise limits of knowledge.


	Some critical evaluation and analysis of concepts and principles, though descriptive in parts. 
An emerging awareness the limits of their knowledge and ability to use evidence to support the argument though with some tendency to assert/state opinion rather than argue on the basis of reason and evidence.
Mostly valid arguments and logical judgements. 
	Sound critical evaluation and analysis of concepts. Is selective in the range of evidence used and synthesises rather than describes. Ability to devise arguments that show awareness of different stances, and use evidence convincingly, to support appropriate and valid judgements. 
	Excellent critical evaluation and analysis of concepts and principles leading to logical, evidence-based, reasoned arguments and judgements. Explicit recognition of other stances and a strong awareness of the limits of their knowledge.
A capacity for independent thought and ability to ‘see beyond the question’, suggesting some grasp of the broader field and wider concepts.
	Outstanding critical evaluation and analysis of concepts and principles.  Uses evidence exceptionally well to connect ideas, and support highly logical and persuasive, arguments and judgements. Evidence of independent thought and ability to ‘see beyond the question’, suggesting a clear grasp of the broader field and wider concepts. Perceptive recognition of the limits of their knowledge, and how this influences their analyses and interpretations.

	Practical skills
(Apply underlying concepts and principles more widely outside the context in which they were first studied; use a range of established techniques; propose solutions to problems arising from analysis.)
	Limited or no use of established methods, materials, tools and/or techniques.
Little or no appreciation of the context of the application.
Limited understanding of the application of theory to practice or making appropriate links between the two.
Very weak problem-solving skills outside the context in which they were first studied. 
	Rudimentary application of established methods, materials, tools and/or techniques but without consideration and competence. Flawed appreciation of the context of the application.
Weak understanding of the application of theory to practice, with only occasional evidence of making appropriate links between the two. Weak problem-solving skills outside the context in which they were first studied. 


	An adequate awareness and mostly appropriate application of established methods, materials, tools and/or techniques.
Basic appreciation of the context of the application. Theoretical knowledge and understanding applied in practice, but not always making logical links between the two.
Can identify problems and propose basic solutions outside the context in which they were first studied. 
	A good and appropriate application of established methods, materials, tools and/or techniques.
Clear appreciation of the context of the application. Mainly consistent, accurate and logical application of theory to practice, making appropriate links between the two.
Can identify problems and propose mostly appropriate solutions outside the context in which they were first studied.
	A very good application of a range of established methods, materials, tools and/or techniques.
Very good consideration of the context of the application, with perceptive insights. Consistent, accurate and logical application of theory to practice, making appropriate links between the two. Can identify problems and propose appropriate solutions outside the context in which they were first studied.
Evidence of some creativity. 
	An advanced application of a range of established methods, materials, tools and/or techniques.
The context of the application is well considered, and insightful.
Consistent, accurate and logical application of theory to practice, making well-developed links between the two. Can identify problems and propose excellent, creative solutions outside the context in which they were first studied. 
	Exceptional levels of application and deployment skills using established methods, materials, tools and/or techniques.  Consistent, accurate and logical application of theory to practice, making highly developed links between the two. Can identify routine and non-routine problems and propose quite sophisticated, creative solutions outside the context in which they were first studied. 

	Transferable skills for life and professional practice
(Effectively communicate in a variety of forms
to specialist and non-specialist audiences;  the qualities and transferable skills necessary for employment requiring the exercise of personal responsibility and decision-making.)
	Communication medium is inappropriate or misapplied.
Work is poorly structured, disorganised and/or confusingly expressed. Very weak use of language and/or very inappropriate style. Failure to work effectively as part of a group. Little or no evidence of the skills for employment requiring the exercise of personal responsibility and decision-making.


	Communication medium is poorly designed and/or not suitable for the audience. 
Work is poorly presented in a disjointed manner. It is loosely, and at times incoherently, structured, with information and ideas often poorly expressed. Weak use of language and/or inappropriate style. Flawed approach to group work, meeting only partial obligations to others. Limited evidence of the skills for employment requiring the exercise of personal responsibility and decision-making.
	Can communicate in a suitable medium for the audience but with some room for improvement. 
Mostly ordered presentation and structure in which relevant ideas / concepts are reasonably expressed. Work may lack coherence in places. Can work as part of a group, meeting most obligations to others but perhaps with limited involvement in group activities.
Demonstrates the basic skills for employment requiring the exercise of personal responsibility and decision-making, with some areas of minor weakness.
	Can communicate effectively in a suitable medium for the audience, but may have minor errors.
Mostly coherent, organised work, in a suitable structure and is for the most part clearly expressed. Can work effectively independently and/or as part of a team, with clear contribution to group activities. 
Demonstrates the skills for employment requiring the exercise of personal responsibility and decision-making, with some areas of strength and some of minor weakness.
	Can communicate well, confidently and consistently in a suitable medium for the audience.
Work is coherent, fluent, well-structured and organised. Can work very well autonomously and/or as part of a team, with very good contribution to group activities. 
Demonstrates very good skills for employment requiring the exercise of personal responsibility and decision-making, with just occasional minor weakness.
	Can communicate professionally confidently and consistently in a suitable medium for the audience.
Work is coherent, very fluent and is presented proficiently. Can work autonomously with initiative. Where relevant can work professionally within a team, showing leadership skills as appropriate, and meeting obligations. Demonstrates excellent skills for employment requiring the exercise of personal responsibility and decision-making and an appetite for further development.

	Can communicate with an exceptionally high level of professionalism, highly suitable for the audience. 
Work is exceptionally coherent, very fluent and is presented professionally. Can work exceptionally well within a team, showing leadership skills. Demonstrates exceptional skills for employment requiring the exercise of personal responsibility and decision-making and an appetite for further development.





















Ethics of Marketing


Introduction  
 
In 2012, Laczniak described marketing ethics as the systematic study of marketing decisions, behaviours and organisations and the ways in which they are influenced by moral standards. The decisions that are made in marketing a product or service can determine whether it is a good marketing decision or a bad decision.  
This essay will investigate the ethics of marketing decisions and the effect it has on the product, service and the company who is running the advertisement. Adverts of differing products will also be considered with the complaints they received varying from ‘misleading’ to ‘irresponsible’. The recommendations will be looked at together with any necessary amendments. Four theories of marketing ethics will also be identified together with corresponding examples.  Finally this essay will consider how marketing has changed as a result of the massive changes in society over the last fifty years and the insidious effects of subliminal advertising. 
 
 
Advertising in the United Kingdom  
 
Marketing for business and the ethical beliefs of the general public can affect the marketing of a product or service, the public perception of a business and the overall sales of the product or service being marketed. If the marketing of a product is insensitive to the public then the business or company with said product can face a significant backlash to the advertising. The Advertising Standards Authority (ASA) which was founded in 1962 regulates advertising within the United Kingdom (UK) and covers a multitude of different mediums in which advertising can be broadcast such as television, radio and online (ASA, 2021).  
 
 
Examples of adverts which have received complaints in the UK include: 
· In 2005 a Kentucky Fried Chicken (KFC) advert received 1,671 complaints relating to its Zinger Crunch Salad in which people were singing with their mouths full; even though there were concerns that children would be taught bad manners from the advert, it was not actually banned.  It remains the most complained about television advert in the UK (ASA, 2021).  
· A Ryanair advert in October 2016 was deemed misleading due to it stating in its advert “Fly from £19.99” and at the end of the advert “Summer 2017 on sale now” however for the actual sale being offered, the booking had to be made by 10/11/16 and travel had to happen by 25/03/2017. The advert received one complaint with the person complaining of being misled that the flights in question would take place during the Summer of 2017 (ASA, 2021). Following this, the advert was not to be shown in the form that was broadcast as it was deemed to be misleading. Ryanair was told to guarantee that any future advertisement was to be concise and clear to make sure that future adverts were not misleading to customers and the public.  
· In 2018 an advert for Aldi was found to be irresponsible after it had received one complaint due to the nature of the advert which referenced the 1999 film ‘The Sixth Sense’ which was rated a UK certificate fifteen and not suitable for anyone under that age. Additionally, the advert was advertising alcohol but was not scheduled to air during times of programmes which would appeal to people under the age of eighteen and was deemed acceptable for the characters to feature with the alcohol in the advert. The reasoning as to why the advertisement was then deemed inappropriate was due to the character in the advert (Kevin the Carrot) who appealed to young children.  Kevin was a soft toy being sold during the Christmas period and marketed towards the younger population. Another reason was that the theme of the advertisement was Christmas and the ending of the advert being funny due to Kevin being scared by another character who dresses as a ghost (ASA, 2021).  
 
Upon reflection, Aldi admitted that the use of the word ‘spirits’ in the context of Christmas could be misleading for the younger population, as the tone of the advert was reminiscent of a child’s story which would inevitably resonate with a younger audience. Deeming that this advert was irresponsible, the advert was then not allowed to appear again in that form and future alcohol advertisements from Aldi must not appeal strongly to anyone under the age of eighteen (ASA, 2021). Advertising alcohol to children under the age of eighteen can lead to the use of alcohol in these age groups which is a public health issue (Padon et al., 2018). Changing the times at which alcohol is advertised can have an effect on who sees the advertising and by having a time restriction on when alcohol can be advertised it can limit who sees it (Ross et al., 2013). In the Netherlands, time restrictions were introduced in 2009 and it was found that such restrictions effectively decreased alcohol advertising exposure for young children.  However, there was an increase in exposure for teenagers (Ross et al., 2013). The time restrictions for both nine and ten pm showed there was an increase in exposure of alcohol to teenagers, but an eleven pm time restriction left the exposure unchanged (Ross et al., 2013). This shows that although a time restriction on alcohol advertisements can have an effect on who sees them, it does not completely eliminate the chance that they may be seen by an inappropriate audience. So, companies need to be aware that choice of time slot is crucial to ensure that an advert is primarily seen by its intended audience only.  
Adverts can offend people for many different reasons such as influencing people of a young age, being misleading and being irresponsible. Multi-National Companies (MNCs) now need to be careful about how they advertise their products and services to ensure that they do not offend anyone whether it is their faith, ethnicity, sexuality or disability among any other reasons.  

Theories of Ethics  

In 2019, Laczniak and Murphy presented four types of normative ethical theories which are duty based ethics, contract based ethics, consequentialism and virtue ethics. Consequentialism is a theory that the outcome of a marketing decision will determine if it is unethical or ethical. A marketing decision which results in a larger number of good consequences such as high sales of the product or service advertised, increased market share in any or all groups of customers and increased value of the company is ethical (Laczniak & Murphy, 2019). Any marketing decisions that cause a higher number of bad effects over good effects such as poor reception to a product or service, poor sales of the product or an advertisement campaign which has a backlash due to it causing offence to one or more groups of people is regarded as unethical.  
The main model of consequentialism is utilitarianism with the two parts of it being act and rule. An example of a company which may follow the act aspect of utilitarianism is Facebook.  When it received criticisms, it made changes to its privacy policy as a result (Laczniak & Murphy, 2019), with particular regard to the misuse of information from Cambridge Analytica where Facebook had access to eighty-seven million users personally identifiable information (Isaak & Hanna, 2018).  
Companies which follow rule utilitarianism have now started to reconsider their policies on hiring into their company for example by considering more applicants from minority groups and females (Laczniak & Murphy, 2019). By doing this it can allow the company to grow through the types of employees they have whether they are from a different gender, ethnic background, religion, sexuality or have a disability. This can allow any future marketing decisions to be shaped in that it will not have a negative effect on certain groups and allow for no negative feedback on the advertisement which has been produced.  
Duty based ethics theory says that ethical decision making must be determined through motivations and intentions and not from consequences of decisions (Laczniak & Murphy, 2019). Contract based ethics has both legal and philosophical foundations; one of the most well-known advocates of it was John Rawls who promoted the principles of justice and liberty which never should be broken. He also presented the thought experiment called ‘the veil of ignorance’ in which fair-minded individuals unaware of their place in society would establish rules of morality (Laczniak & Murphy, 2019).  
The fourth theory is ethics of virtue in which the emphasis is not placed on the choice made but the person who has made the choice, for example, the manager, with the person and the character of that person being the most crucial part (Laczniak & Murphy, 2019). Businesses which use ethics of virtue include General Electric (GE), Nestle and TAFE Tractors and Farm Equipment Ltd. A key issue for GE is environmental sustainability and this has been the case for the previous one hundred and thirty years and is becoming ever more so (Kannel, 2012). The Ecomagination Program aims towards developing new product efficiencies and technologies which can improve the company’s environmental impact. General Electric’s current focus is to match the increasing demand for renewable energy with it currently having approximately five thousand employees globally (Kannel, 2012). By placing a focus on environmental sustainability, General Electric made it on to Ethisphere’s world’s most ethical company in 2011 as well as being ranked sixth on Interbrand’s best global brands and twenty forth on the list of best global green brands while being a member of the Dow Jones Industrial average index (Kannel, 2012).  
Tractors and Farm Equipment Ltd (TAFE) is the second largest manufacturer of tractors in India in terms of sales with150000 tractors being sold and third largest manufacturer across the world (Tripathy & Sarangi, 2017). The business is based on fair and ethical practices and promotes social responsibilities such as community development, healthcare, farming and agriculture together with their core principles which promote their code of conduct, oversees their vision and backs the strategy of the corporate structure (Tripathy & Sarangi, 2017). 
 
Nestle’s core value of commitment goes back more than one hundred and fifty years to when the founder Henri Nestlé invented a milk for children who were unable to be breastfeed (Tripathy & Sarangi, 2017; Nestle, 2021). Nestlé states that its business is built on a comprehensive leadership style together with management principles which allow it to proactively compete and engage with the external environment. This allows Nestle to benefit both its shareholders and society as a whole (Nestle, 2011). 
However, Nestle has come under fire recently due to the infant formula controversy which caused the deaths of infants in third world countries due to the use of its product as when a mother would switch over to Nestlé’s powdered milk formula they would then stop producing their own milk for their child and then would have to carry on using the formula sold by Nestle (Boyd, 2012). When the mothers were told about the formula it was on maternity wards and they would be given free samples by a sales person who would be dressed as a medical professional who would state to the mothers that the formula was better than breast milk for their child and persuade them to start using it (Boyd, 2012). When this happened it could lead to three possibilities, firstly that the infants could die which include the child not receiving the crucial antibodies they needed which are found in breast milk and therefore unprotected against illnesses; secondly that water used in the formula by mothers was not sterilised due to a lack of resources or ignorance and thirdly, that the price of purchasing the formula was so high, mothers would dilute the formula for each feed to make it last longer thereby causing malnutrition (Boyd, 2012). 
 
Tuncay Zayer & Coleman (2015) state that advertising for different genders must not repeat old fashioned roles of men and women otherwise they risk continuing these ideals where the priority of the consumer’s welfare is not their main concern. The organisations and people involved in advertising must be the stimulus for these changes to ensure that others follow suit and create a society where men and women are regarded equally both inside and outside advertising. By doing this with regard to gender, organisations can expand and ensure that other ethnic backgrounds, religion, sexuality or those with a disability are equally represented in advertisements to educate and not cause any offence to the groups to which they belong. Adverts are everywhere now and it can be very difficult to avoid them and their influence whether it is obvious or more subliminal. Subliminal messaging can affect choices which people make in their everyday lives as Hsu and Chen (2020) found when an emoji was used in conjunction with hotel information and their selection would be affected by the emoji. Advertisers and companies can use subliminal messaging in both their advertisements and products to persuade the public to unwittingly purchase their products over a competitor’s.  
 
Conclusion 
 
Clearly companies need to have a responsibility for how, where and when they advertise. Akbar and Karim (2011) argue that advertisers have a duty of care and need to operate within a strict code of conduct - this is particularly true in the case of children and those with diminished responsibility. Akbar and Karim (2011) state that advertisements containing unethical content may disrupt the fabric of society itself.  Times have clearly changed and what was once acceptable is no longer so and care must be taken not to offend on grounds of race, gender, age, ethnicity, sexuality and disability etc. The power of subliminal advertising cannot be ignored and its morality is questionable. 
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