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Introduction
The essay aims to discuss the relevance of ethics within marketing decisions for contemporary business. The document will discuss the different ethical issues businesses need to consider within a marketing context. The essay will also analyse how involved ethics is within marketing decisions for contemporary business. Moreover, the document aims to answer the question: Should ethics be involved in the marketing decision-making process? 

Investopedia describes marketing as ‘the activities a company undertakes to promote the buying or selling of a product or service’. (Investopedia, 2020)

Whereas the Chartered Institute of Marketing ‘CIM’ defines marketing as:
“The management process responsible for identifying, anticipating and satisfying customer requirements profitably”. (CIM, 2015)
Liu (2017) argues that marketing is difficult to define because of a constant change in business trends and technological advancement. Therefore, the definition of marketing will continue to evolve. 

Baines (2014) explains that most theorists present the development of marketing as a four-stage sequence. The four main periods are:

· Production period (1890s-1920s).
This era occurred after the industrial revolution. During this time, products were mass-produced and manufactured at a low cost. Throughout this era, there was little competition among businesses. Therefore, the range of products was limited, and consumers had limited choices. 

· Sales period- (1920s-1950s).
The sales era is characterised by increased competition among businesses and a saturated market. Consequently, businesses invested capital into market research and advertising to help increase sales. Businesses believed they could sell any product or service if they marketed it aggressively. 

· Marketing period- (1950s-1980s).
During this period, most businesses began to group all marketing activities and created one marketing department within an organisation. Furthermore, marketing departments began to emphasise the importance of satisfying customer needs and placed customer interests at the heart of strategic planning. 

· Societal marketing period- (1980s-present).
Since this era began, there has been a stronger focus on social and ethical concerns within marketing. The societal marketing concept argues that businesses should consider the long-term interests of society and use their resources to make a positive change within local communities.

As marketing has evolved, there has been an apparent change in direction. At the beginning of the marketing story, businesses focussed on increasing sales revenue and maximising profits. In contrast, businesses now have a customer-centric view when making marketing decisions.
An article published by Forbes explains how customer experience is the future of marketing. (Forbes, 2015). In today's society, customers are very demanding and expect excellent customer service when interacting with businesses. Therefore, businesses that create an exceptional customer experience are likely to build a strong brand image and attract new consumers.

The Oxford Dictionary defines ethics as ‘moral principles that control or influence a person’s behaviour’. (Oxford Learners Dictionaries, n/a). However, ethics is a broad area of study, and different cultures define ethics differently. Marketing ethics is concerned with how businesses behave when identifying, anticipating, and satisfying customer requirements. (Baines, 2014). 

Main body 
Consumers view on ethics within marketing. 
Before discussing the relevance of ethics within marketing, it is essential to identify whether consumers value ethical consideration during the decision-making process. 
Accenture Strategy conducted a global survey of 30,000 respondents across 35 countries.
The findings revealed that 62% of consumers expect businesses to take a stand on issues such as sustainability and fair employment practices. (Accenture Strategy, 2018) The report also shows data gathered from consumers living in the ‘UK’. The infographic reveals that approximately 65% of respondents expect greater transparency from businesses on several ethical issues, such as animal testing and supply chain responsibility. 
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(Accenture Strategy, 2018)

These findings demonstrate significant changes in how businesses are perceived within society. Schaverien (2018) explains that businesses are scrutinised more than ever before due to advances in technology. Most consumers now have access to social media platforms and can readily express their concerns regarding unethical marketing practices. The findings show a growing trend in the number of consumers that are more aware and passionate about ethical issues related to marketing activities. Furthermore, the research presents an opportunity for businesses. Organisations that implement ethical marketing practices are likely to strengthen customer relationships and attract new consumers. 


Ethics within marketing. 
Ethics within marketing is a controversial topic and often divides opinions among consumers and businesses. Ethics is a contentious issue because it is subjective by nature. How an individual perceives ethics will depend on their personal beliefs and cultural background. (Baines, 2014)
However, some ethical principles are universally accepted, and in many countries, laws are in place to restrict marketing activities. 

Several pieces of legislation have been passed in the United Kingdom 'UK’ to ensure businesses behave appropriately when marketing products and services. For example, the 2008 ‘Consumer Protection from Unfair Trading Regulations’ prohibits specific marketing practices. (UK Government, 2008). Some of the marketing activities prohibited include aggressive sales techniques, deceptive messaging, and the advertising of unsafe products. (Business Companion, 2020). 

However, businesses can still operate within the parameters of the law and participate in marketing that may be deemed unethical. Businesses are often conflicted between acting ethically and maximising profits for shareholders. (Marketing Schools, 2018). Moreover, unethical advertising can be an effective technique for raising brand awareness. 

For example, in 2014, the bookmaker Paddy Power launched a controversial promotional campaign regarding the murder trial of Olympic athlete Oscar Pistorius. The bookmaker offered customers a money-back guarantee on bets if the athlete was found not guilty of murder. (BBC, 2014). The marketing stunt caused tremendous backlash and was the most complained-about advertisement of 2014. (Guardian, 2014). However, data from ‘YouGov’s BrandIndex’ revealed Paddy Powers brand awareness increased from 3.8 points to 13.2 during the same period. (Marketing Week, 2014). On the other hand, Paddy Powers brand is not liked among consumers and data shows the bookmaker has a popularity score of 21%. (YouGov, 2021).
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This example highlights how unethical marketing can be used as an effective tool for gaining widespread attention. Although, the case study suggests it can be challenging for businesses to develop long-term customer relationships with unethical marketing strategies. 

                                                                       
Ethical areas to consider
There are several ethical issues that cover all areas of the marketing mix. Some of the key areas that require ethical consideration when making marketing decisions include advertising, sustainability, and targeting. 

Advertising
Ethical advertising encompasses several key elements. The core principles of ethical advertising are honesty and integrity. (Keenability, 2019). Businesses should never exaggerate the capabilities of a product or service. Also, advertisements should have no hidden agendas, and marketing decisions need to focus on providing consumers with accurate information. 

Businesses often create deceptive or misleading advertisements to stand out from competitors and appeal to consumers. However, knowingly advertising false claims is immoral and can have negative long-term consequences for a business. For instance, the brand ‘5-hour Energy’ created an advertisement in 2014 promoting a new energy drink. The advertisement stated that the business had created a beverage that was more effective than caffeine at increasing energy levels. The advert also claimed that doctors had recommended the product. However, all of the claims were proved to be false, and the business was fined an estimated $4.6 million. (Fox News, 2017). The example exemplifies the importance of ethical consideration when creating advertisements. 

Sustainability
As previously discussed, consumers have become more aware of the environment and businesses' impact on society. Governments worldwide have responded to concerns regarding environmental change and have introduced regulations demanding more sustainable practices within business. Sustainability is an essential business strategy for achieving long-term growth and retaining consumers.
Sustainable marketing is the promotion of environmentally responsible products, services, and business practices. (Smart Insight, 2019). Businesses that implement sustainable practices can communicate this through marketing and enhance their brand image. This is an effective way in appealing to consumers that value environmentally friendly practices.

IKEA is an example of a business that considers sustainability within its marketing strategy. IKEA has outlined several sustainability goals throughout its marketing mix to help the business become more environmentally and socially responsible. (IKEA, 2021). One area where IKEA has focussed its efforts is on production. The business has introduced a product range labelled 'more sustainable'. All products within the range are made from renewable or recycled material. This is an effective form of sustainable marketing because consumers often feel less guilty when purchasing products that do not harm the environment. Also, IKEA uses its website to promote its ethical practices. The website explains how the business has readjusted its operations to become more socially responsible. 
This is an effective form of marketing as it allows consumers to see the changes that IKEA has implemented and strengthens the customer relationship. 

Targeting
Targeting is an effective marketing technique used by many businesses. Targeting enables businesses to market products and services that are tailored to a consumer’s specific interests and shopping habits. Businesses achieve this by gathering customer data and building consumer profiles. The consumer profile often includes vast amounts of information such as age demographic, geographic location, and personal interests. Once a business has created a consumer profile, it can create unique advertisements that meet the needs of a specific target market. (Lau, 2021).  
Targeting is a powerful tool for engaging consumers and producing marketing content that is personalised to individual needs. 

However, despite its effectiveness at promoting products and services, targeting raises many ethical issues. Targeting is a controversial area because consumers are often unaware of how their data is being gathered and stored. Targeted adverts can be extremely intrusive and immoral if businesses are not transparent about how consumer data is used for marketing purposes. 
In 2019, Facebook was fined $5 billion from the Federal Trade Commission for mishandling consumer data. (Insider, 2019). Over 87 million Facebook users had their data breached, and Cambridge Analytica obtained personal information from the social media platform. The personal data was used for targeted adverts for several political campaigns. The data breach caused widespread distrust and raised many concerns regarding how other businesses store and use data. 
This case study is evidence of how consumer information can be used to manipulate and deceive large populations. 

On the other hand, personal data shared openly and transparently can benefit both businesses and consumers. 
‘XYO’ is an innovative business that aims to provide consumers with total control over their data. ‘XYO’ operates on a network that enables users to provide personal data such as location and shopping habits. The user then sells their data back to the network, and the information can then be distributed to businesses for marketing purposes. (XYO, 2020).
This system ensures greater transparency and incentivises consumers to share their information openly. 

Tasil has created an infographic that depicts how businesses can ensure ethical targeting. Businesses need to consider each of these five areas during the marketing process to ensure their targeting methods are ethical. Failure to comply with each of these areas may lead to customer distrust and negatively impact future growth. 
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(Tasil, 2021).

Should ethics be involved within the decision-making process?
Thus far, the essay has looked at ethical issues that businesses need to consider during the marketing process. Also, the document has discussed to what extent businesses ought to consider ethics when promoting products or services.
It is now important to ask whether ethics should be involved when making marketing decisions. 

One could argue that businesses that operate within the confinements of the law are entitled to market their products or services however they desire. The primary objective of a business is to generate a profit, and it is reasonable to suggest that ethics should not hinder the main purpose of a business. 
Economist Milton Friedman supports this view and proposes that the only social responsibility of a business is to increase its profits for shareholders so long as it does not deceive or defraud consumers. (Friedman, 1970). 
Friedman’s viewpoint argues that it is not appropriate for businesses to spend shareholders capital on ethical causes. The economist suggests that executives within a business are often not capable of tackling complex social issues and instead should focus their efforts on maximising returns for shareholders. 

By contrast, some would suggest that Friedman’s viewpoint on business ethics is no longer applicable in society. Businesses today are under greater pressure from stakeholders to incorporate ethical considerations throughout the decision-making process.  

There has also been a sharp increase in the number of investment funds that assess a business’s viability based on their environmental, social and governance credentials ‘ESG’. 
In 2019 the number of conventional investment funds that considered 'ESG' factors rose from 81 to 564 in just one year. (Forbes, 2020). This statistic reinforces the point that businesses that do not consider ethics within marketing decisions may miss out on future investments. 

Conclusion
In conclusion, there is reasonable evidence to suggest the importance of ethics within marketing decisions for businesses. 

Firstly, the essay analysed data that shows a growing trend in consumer attitudes toward businesses and their social responsibility. The findings reveal that many consumers expect businesses to behave ethically throughout the marketing mix. Therefore, businesses should continually seek to invest in practices that will improve their ethical credentials. Organisations that are committed to socially responsible practices will gain a competitive advantage and appeal to consumers who share similar beliefs.

Secondly, the essay discussed some of the key ethical issues surrounding marketing decisions. When creating advertisements, it is wise for businesses to remain honest when describing a product or service. Businesses that make false claims or mislead consumers will likely face prosecution or receive negative publicity. Businesses that tarnish their reputation by using unethical advertising may find it hard to regain consumers' trust.

Sustainability is another area that requires careful consideration during the marketing process. As discussed, there is a growing trend in investors seeking businesses that meet ‘ESG’ criteria. This trend indicates that businesses that do not implement sustainable practices may find it difficult to attract future investment. 

The document then discussed the relevance of ethics when using targeting advertising. As mentioned, targeting is a powerful tool for businesses and will likely play a major role in advertising for the foreseeable future. However, it is vital that businesses handle personal data appropriately and provide consumers with full disclosure about how their information is handled. Businesses that are not transparent about personal data may find it challenging to retain customers. More consumers are demanding greater control over their data, and businesses that fail to meet this need may find it hard to achieve long-term growth. 

Overall, ethics is incredibly relevant to marketing decisions. Businesses that consider ethics throughout the marketing mix will likely attract new customers and gain a greater market share. 
On the other hand, some businesses have marketing strategies that rely on practices that may be deemed unethical. For instance, Paddy Power relies on advertisements that are often controversial but incredibly effective at generating brand awareness. Also, the betting industry is inherently unethical in some cultures, so it is difficult for businesses like Paddy Power to implement ethically responsible practices. 

However, businesses that ignore ethics during the decision-making process will find it more challenging to gain a greater market share because of growing demands from society for businesses to become more ethically responsible. 
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