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Introduction
Integrating ethics in corporation starts with the exploration of originality and investigation of marketing’s approaches and concept theories. Reviewing history and development, giving note to the business marketing mix. Social marketing, undeveloped countries, understanding how unethical marketing can affect business and marketers whilst ethical processes are praised, which reap long lasting benefits. As well as moral dilemmas in business, corporate social responsibility, and the discovery of messages depicted through advertisement, ending in conclusion.
Ethics
Derived from the Greek Ethos; something like character, defined by Cambridge Dictionary (2020) “of what is morally right and wrong” including religion. It is experienced throughout every aspect of life. Questioning each behaviour with ‘is it right?’ and in some instances being dissatisfied with the outcome because of one's own radical choice, as can be affected by time frames I.e. Something which was right during one period may not in a present one. The social movements with LGBT are creating acceptance for diversity to same sex couples altering people's perceptions, over a hundred years ago the idea was shunned. Ethics is trying to ensure the right approach is taken for the greater good. It can be tested on anyone with many outcomes conflicting moral code an example of where this could be questionable is; a fight breaks out on the street; do you go over and help? If you don’t the possibility is someone could get hurt if it is not stopped, if you do go over you break up the fight, but now you have been hurt whilst doing so, the extent unknown. Now some may choose to stay, and some may choose the leave. Either option isn't necessarily right or wrong but is determined by the individuals' moral code. As hinders to the definition of ethics as it is tailored and experienced different in every person, action, decision (Gupta, 2010, Internet Encyclopaedia of Philosophy, 2020).
Marketing and Ethics
Sloman, Garrat, Guest, Jones (2016) state marketing has no “single accepted definition” but covers tasks these are “establishing the strength of consumer demand in existing parts of the market and new. Developing an attractive and distinct image for the product, informing potential consumers of various features of the product, fostering a desire by consumers for the product and … persuading consumers to buy the product” this is a hardened action plan for marketing with Kotler, Armstrong, Harris, and He (2020) on the other hand describing social marketing as a “Social and managerial process by which individuals and groups obtain what they want and need through creating and exchanging products and values with others.”  This definition expands the idea of marketing into from trying to sell a product but rather an idea/image/value.
Nevett 1982 provides evidence towards the use of written inscriptions on walls, murals and shops signs thus acknowledgement of this concept was perceived as early as the roman era. These still apply themselves today in updated versions; billboards, posters, shops, mobile phones, tv adverts, social media.
Pre 1950’s business adhered to developing, creating, marketing and sale, “focus was on products not consumers.” The idea was to show the consumer the product is needed. After economic evolution consumer habits differed enforcing development of a new focusing on the needs of a targeted audience. Having customer orientation central to operation adjusted this “short-term tactical view … with a long-term strategic orientation” that success for business lies with “long-term customer satisfaction,” not current volume of sales (Rajan, 2016). Narver, and Slaters (1990) adaptation of this covers four areas, customer orientation: understanding of customer's needs, wants, behaviour. Integrated effort: the functionality of marketing must be implemented within all areas of the business. Profit direction: focusing efforts towards value of profit not sales. Competitor orientation; analysing, reviewing, researching the approach of competitors. 
A decade after the concept arose McCarthy 1964 established a marketing mix to encourage organisations to investigate areas to increase marketing instead of a physical purchase but by portraying and/or sending a message distinguishing the 4 P’s. Product: branding, packaging, services, quality and reliability. Pricing: those in relation to competitors, the practices of price discrimination, discount, and adjustment of payment terms for the unit. Place: the products distribution network, location, facilities required, and transportation. Promotion: The type and amount of advertisement, discounts, offers, selling techniques and “other public relations; gimmicks” (Suchen, 2017.  Sloman, At al, 2016.).
When applying ethics in Marketing every aspect of the marketing mix is taken into consideration, employee relationships, transportation/logistics, sales, pricing, advertising, production, market research, channel of distribution, personal selling and labour practices. And splits into two sides the possibility of unethical company actions and undesirable/unethical customer behaviour. It can aspire to achieving short- and long-term goals of the business. Ultimately marketing ethics is the moral principles of an establishment, how they operate and regulate taking into consideration all “stakeholders (customers, employees, suppliers and, local communities).” Values considered highly are honesty, responsibility, fairness, respect, transparency, and citizenship (Rajan, 2016. Parilti, Demirgunes, Ozsacmaci, 2016.). 
As ethics is personal to everyone there are certain areas mindfulness should be applied these cover, age, gender, offending, false advertising. With relation to age it would not be ethical to advertise a funereal service to a person just turned fifty with a leaflet through the door, this service is more sought for the right time, therefore an advert on television time scheduled for early morning tv breaks would be more applicable to show the consumer it is available but not intruding on a personal one-to-one, door-to-door level. Yorkie is a great example for what morals stood then and don’t now as well as gender, roughly a decade ago these chocolate bars had printed front side ‘Not for girls’ nowadays this type of advertising would be distasteful and offending towards women and men. Experience discovered the depths on false advertising, when shown on a box a picture of two children playing draughts which depicts itself to be a solid game board structure outside in the grass, and upon opening the board is flimsy plastic which could not be used outdoors due to risk of weather damaging or blowing away (Shore, 2020).
Unethical marketing attaches itself to characteristics like lying, and exaggeration. Whether the service, product, advertisement is morally right/correct/legit or not, “it's about truth and transparency.” Common factors at play in ethical and unethical marketing are deception; mascara adverts promoting luscious lashes, but the model has fake eyelashes on too, intensifying the cover. Unfairness, misrepresentation, competitiveness, advertising to children: can change perception and radicalise in materialist aspirations, use of stereotypes (boy, girl, hippy, goth, emo), sustainability, corruption, controversial products (gambling, tobacco), bad taste (offensive), and recording consumer behaviours and tailoring advertisements. It could lead to a damaged reputation which aspires to less units sold or a decrease in (instant) popularity like the current cancel cultures (Shore, 2020).
Or even involve scam like tendencies, social organisations like the government hire bodies to tackle takedown of new developing scams, the Advertising Standards Authority considers and caters for adverts and calculates various factors before clarifying whether an advert is deemed safe. The ASA (2020) investigates a marketer's complaints as well as issues that may occur; offensive content, copy right violations, misleading, harm/irresponsibility, and harmfulness. If a company is in breach of these codes, the advert can be pulled from publishment.  A label insight study found that 94% of consumers are likely to be loyal if the brands transparency is integrated. Additionally, 73% of customers would increase payment of said product for such a brand. This study supports the importance of ethics within marketing. A study of 400 marketers (UK and USA) initiated by Marketing Charts showed 62% believe concealment of important information is unethical as well as 56% said “unrealistic or altered images is unethical” Surprisingly the amount isn't higher. (Hyken, 2019). Some unethical approaches are unfair pricing, deceiving packaging, wrongful advertisement. Some organisations may be clueless to the fact their image has been ethically damaged whilst others use this tactic to grab their audience's attention and change behaviour, whether it is morally credible or not. Apple received many complaints in response to working conditions in their facilities to justify their wrongdoing and put right they enforced a report for supplier responsibility progress annually. Oxfam 2013 encouraged consumers, through use of social media, to relay pressure on unethical establishments and since several businesses have rectified their practices. (Rajan, 2016. Parilti, Demirgunes, Ozsacmaci, 2016. Solman Et Al.).
Good ethical structure within business can reap great rewards an example of this was the buy one give one scheme with TOM’S footwear which has now donated over 95 million shoes to those who needed them, this marketing strategy changed in 2019 to the investment of one dollar to every three dollars consumers spent towards humanitarian committees (Stych, 2019, Save the Children, 2020).
Some barriers within marketing; tactic/strategy confusion (short-term long-term), Isolation in the marketing function from operations, confusion between the marketing function and the marketing concept, organisational, lack of in‐depth analysis, concern between process and output, insufficient knowledge and skills, poor systematic approach to marketing planning, failure to prioritise crucial objectives, hostile corporate cultures (McDonald, 2010). 
Ethical issues may also arise in advertisement. Discrediting a rival in an ad, is this fair? An example is the old televised advert concerning the BMW 3 Series that illustrates the brilliant handling through use of donuts then has ‘another’ car from ‘another’ dealership rein act, unfortunately it does not meet to the standards of the BMW, as the shot pans out the Audi logo is left to see. There is competitor competition but, in this case, integral morals were left deflated as it was an unknown attack towards Audis credibility. Did this hurt Audis reputation, or did it effect BMWs when consumers watched based on their moral compass.
Promoting sexual protection to those under the age of 16 is this right? No, but if the need transpires doctor surgeries can provide but it is not advertised to them, to ensure no offence is made. These are the dilemmas a marketing campaign can protrude.
Marketing towards children can also have its boundaries. Most young kids don’t tend to have money so logic is that an advert of grave amazement/thrill and enticement is developed aimed towards the children to encourage word of mouth interest back to the parent whether this be for a birthday, Christmas or the current moment. They are inexperienced and easy prey, the persuasion from children to parent can cause conflict (Shore, 2020).
Social
The existence of this concept believed around the famous 50’s Wiebe question ‘why can't you sell brotherhood and rational thinking like you sell soap?’ Simply due to a brotherhood being a bond and thinking an emotion not a physical object, swaying more to the portrayal of a message to consumers, not a product. National social marketing centre believes “it’s the appliance of marketing … techniques to achieve... behavioural goals for social and/or public good.” This can also be applied in improving health to reduce inequalities (Gupta, 2010). It relates to businesses that consider the greater good as an integral part of their principles these are charities, governments, non-for profits. A global social campaign which is dominating the marketing industry presently is the COVID-19 pandemic. This is a widespread plan to spread awareness and decrease illness/death due to a deadly virus. Information regarding this is accessible wherever twenty-four seven on the government website along with posters, news, radio stations, letters, apps being shown or created on a daily. These are all plausible advertising channels to get the message across. Technological advances are also changing consumer behaviour creating avenues of easier access for an opinion to be heard.  Another early on government initiative is the ‘wear your seat belt’ campaign to alter behavioural change/concepts at mass broadcasted in a heavy heart hitting televised advert (Shore, 2020).
Undeveloped Countries
Privilege and money reap rewards in marketing, business owners living in developing countries may not have televisions to place an advert so may use a local market to advertise. This is where applying the 4 P’s could be beneficial to the company. The product: ensure costs for packaging are at a minimal, limit waste, try and seek a product which is unique to set apart from competitors. Ensure the produce is reliable to increase prolong customer satisfaction to achieve re-sale. Pricing: check out the competition, compare and analysis cost to give the fairest representation and to lower conflicts. Place: in a developing country an office may not be acquired, or specific address obtained therefore the use of internet is highly recommended but if not plausible packed public transport (buses, trains, taxis) with printed posters can be. Promotion: tailoring discounts towards your first-time buyer could increase initial demand and curiosity thus spreading interest. Putnam indicated post 1960’s that developing countries communities have drifted apart leading to increased isolation. He argues that social networks (social capital) have contributed to economical descent in these regions. (Kishtainy, Meadway, Abbot, Wallace, Farndon, Weeks, Kennedy 2015).
Moral Dilemma
Presents an opportunity for a person “to morally grapple” a situation “with at least two courses of action that are incompatible but … nonetheless supported by competing moral reasons.” Ethics presents itself to a dilemma an example of this shown through the ‘train on a track theory’ were either way people will die but would they change the tracks to save three people and kill one, or kill three and save one, most would answer the first but if emotionally connected to the singular individual on the track would they switch tracks to kill one person they care for or three strangers, majority would kill the three strangers. Is this ethical? It presents an ethical paradox requiring impulsive decision making (Salvador, 2019). 
Moral ethical dilemmas that proceed in corporations are can you sell customer information? A partner company could approach wanting exclusivity of data from consumer electronic trails in your organisation. Should you sell? Is your right of movement/use of data allowed in the constitution? 
Should a flawed product be recalled? Telling the public could have minor implication on sales for a short term but long term could show honour, trust and integrability towards quality, brand and reputation. 
Present day pressure is increasing for the application of ethical and sustainable practices in business, these consider, climate change, global warming, deforestation, waste management, production/distribution of food/services, loss of biodiversity, addressing corruption and welfare considerations. Sustainability covers meeting the needs of the present generation without compromising the ability of future generation's needs, holistic tendencies, altering management systems, marketing and philosophy. To enhance efficiency, environment, equity and restoring ecological systems (Shore, 2020).
Corporate Social Responsibility 
The adaptation of codes, standards and principles challenging global social issues. It cares for the impact on purposely targeted societies, and individual decision making in the development of ethical conduct. It's an obligation to its stakeholders and its impact upon society. Covers issues such as plant closures, employee relations, human rights, corporate ethics, community relations and the environment. Wartick, Wood (1998) perhaps considers political and non-economic influences. Extending scrutiny of personal motives along the exercise of power (Moir, 2001).
Seasonal Advertisement
This best describes the Christmas season, how early does promotion start, October? Can it be seen from everywhere? The coke-a-cola vans, chocolate and food adverts. But with the concept of selling a product sometimes major corporations use the platform to send a message of Christmas spirit. Raising awareness of those less fortunate than us, those who are not around anymore, and of joy (Shore, 2020).
Conclusion
Overall ethics is a highly sort after area to consider when marketing, moral principles lie central to the progression of businesses, and consumer behavioural changes. The earliest records of marking date back to the roman era, with many channels still applicable for advertisement. Overtime the theories developed moving towards the philosophy of a customer's wants and needs, not the purchasing of a product. Furthermore, these ideologies evolved into the sending of a message, to raise awareness for a good cause. Social enterprises pay particular attention to these methods, to ensure their message gets across. The responsibilities of a social corporate implement standards and protocols that must be followed as well as delving into moral code, to alter/determine the outcome. Upon investigation organisations also use tactics around Christmas to portray themselves. 
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