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Introduction
This essay will explore the relevance of ethics within marketing decisions for contemporary business by first exploring the term marketing, its scope, and how its focus has changed along with its effectiveness, reach and capabilities. There will be exploration of the term ethics with relevant examples and how the meaning of this term has come to be and is interpreted by different groups. There will be exploration of the relationship between marketing and ethics, how the social ethical narrative may have changed as the directives of business and its understanding relating to marketing evolved, and discussion on the relevance of ethics in marketing for business, how ethical marketing decisions can impact the success of businesses, followed by a conclusion based on the outlined information found as above. 

Marketing
According to Blythe marketing is the interaction between business and customer (2019) and although an exact date is unknown, is widely believed to have its origins in an era when households began exchanging goods. One dictionary definition defines marketing as “the process or technique of promoting, selling, and distributing a product or service” (Merrian-Webster, n.d.) and is also defined by Kotler as an organisations creative, productive and profitable marketplace relationship (1991) when describing social marketing. Of the many definitions available is can be derived that marketing is the interaction between two parties for a beneficial exchange of goods of services, until the 1950’s when the term was re recognised, in terms of business, at around the beginning of the “‘golden age of consumerism’” according to History Crunch (History Crunch, n.d.) although this website’s agendas may be skewed as appears financially driven by advertising. McCarthy also defines marketing during this era to have 4 main principles, or the 4p’s: Product, Price, Place and Promotion (1960), this reflects the approach at the time to be product driven but there is no doubt that technology has played a significant role to change this, for the increase in communication mediums has vastly increased the reach and scope of marketing abilities, and of consumer choice. As technologies change over time, so do marketing principles, decisions, and approaches, such as the modern tailored advertising using, as Marketing-schools tells us, strategic analytical marketing through computing (2020) 

Ethics
The words ethics can be traced back many iterations, among them the Greek word ethos (n.d.) but it is widely viewed that Plato’s metaethics, in his analysis of Socrates’ works defined ethos as virtues allowing decisions that would hold up against the scrutiny of others (c 375BC) This tells also us that others would also have to have the same belief in virtues in order to define something as right or wrong, but is not the only interpretation, as this is re-defined with different groups. Christians define ethics as wright or wrong under GOD’s law (n.d.), which suggests that certainly religious groups at least have a different understanding of the boundaries of ethics as laid out by their texts, and although the boundaries have changed, it can be derived that the general meaning of the term ethics would remain the same. 
Ethical decision making can be broken down further, as McConnell tells us that as ethics are theoretical and morals actions, and quotes Rescher’s morality definition to explain that the end justifies the means and should be understood in social context (1994). This tells us that moral actions depend on the nature of the situation, the objectives, ethics or boundaries of the person or persons. An example of this is the infamous situational choice of the trolley problem, first introduced by Foot where she gave examples of choice to sacrifice for the greater good, surely taking 1 man’s life is justified over taking 5 railway workers lives? (1965) This is however limited in scope as the deeper the situation is explored, the more complicated these ethical decisions become, not unlike Alice in Wonderlands metaphorical rabbit hole (2010); questions are raised over whether these decisions’ ethical value remain if the 1 man was a paediatrician? What then if among the 5 railway workers was a convicted murderer?  This suggest that ethical decisions are held are in the eye of the beholder, and that 1 person’s ethics may differ to another’s depending on, according to Rosenthal, their situational ethics (2022) or explained another way, bound beliefs, occupation, rigour, and situational insight to make a moral decision. This also tells us that an ethical decision to meet a moral goal can be justified if the moral outcome outweighs the ethical costs.
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	Foot’s ethical tram dilemma (n.d.)

Marketing ethics
This term describes the ethics of marketing and, as per the above, suggest that to market successfully requires a relationship or knowledge of the values and ethics of the customer and have values and ethics which hold up to their scrutiny to some degree. As above it is evident that different groups can identify with alternative sets of principles which may change over time or through demographics. A country’s law often intervenes and generates laws to tackle unethical means of marketing and advertising, the UK’s for example can be found on the GOV.uk website under marketing and advertising law (n.d.) and covers a wide range of areas. A successful example of this would be “The Tobacco Advertising and Promotion Act 2002” (Advertising Standards Agency, n.d.) which successfully banned tobacco advertising despite its earlier association with ill health effects. This also brings into question how the manufacturers appeared ethically before this ban, knowing the health impact but continuing to market these products to make a profit and knowing that they would continue to sell products based on the addictions of the users, you can only assume the stigma caused based on the marketing downfall visible, or not, in shops around the UK.
A poor example of this would be that of gun controls in the USA, where many banks in Columbine continued to offer a free rifle when a new account was opened, even to adolescents, immediately and presently after the Columbine school shootings, as highlighted by the film Bowling for Columbine (Moore, 2002) which also brings to fore questions of those banks ethical decisions involving that particular marketing strategy, where they promoted the same type of weapons used in the tragedy as incentives for business, showing a clear disconnect with the change to social values of the town. 

Current & Future Marketing methods
With the capability of marketing shifting over time along with technical advancements, so to has its focus, with such technology available to allow 24/7 communication, ability to receive items faster than ever before, to research a product or company in unprecedented ways, there appears to be a shift within marketing to consumer led or consumer pressurised marketing. Influencers and evangelical marketing, Joel Matthews tells us, are now an effective and powerful marketing medium (2018) and have created a marketing platform where consumers are in the driving seat regarding market trends, pushing larger retailers toward the “endless aisle strategy” (Display Mode, n.d.) in which they can supply any product or service via 1st,2nd or 3rd party selling. This however presents an anther issue, how to predict a consumer led market. The answer is that is of strategic analytics (Marketing Schools, 2020) which use the computer generated by users’ behaviour on all digital platforms and devices to predict the buying tendencies of that customer. If you search online for cars, you will soon see car adverts pop up online. The ethical question here is does the means justify the end, is it ethical to spy on our behaviour even if we are aware of it, to assist our purchasing. Thacker believes that marketing in this way is at the cost of human dignity (Thacker, 2019) which is in keeping with online experiences in these current times, as if you are being spied on in order be taken advantage of. 

Ethical decisions in marketing
Marketing’s ethical decisions can be double ended as per the previous ethical dilemma of the runaway tram (Foot, 1965), both action and inaction can market to an audience the ethics of a company and in order to share the correct message with our audience, it is vital to deliver the right message in the right mediums in order to secure desired business relations and as a result marketing and ethics in all cases, where choice is present, see below, is linked. 
Businesses essentially exists to provide products or services to customers and if that custom in some form depends on the values of the business, then to market them correctly would be vital. Levin’s business blog notes that as customers are increasingly empowered in today’s digital market, the right to choose has become the focus of customers repeat custom (2022). This suggests that customers will align their purchases with their personal beliefs and impressions of a company, the latter would have been provided by marketing of some iteration. 
An example of poor ethics within marketing decisions made can be seen, in apple’s case, to deliberately deceive the customer into purchasing a new device. These decisions had a direct effect on customer opinion and consumer confidence, as Lass tells us in their online post how Apples iPhone sales and share values dropped significantly because of their ‘software “fix”’ (2019). This is also an example of how marketing can also be indirect, and negative, for it was not apples intent to market the poor ethics of software / battery issues, and that the inferred ethics of a company must be in play throughout every aspect of the decision making, however their survival as a company evidently did not depend on this alone as their products and services continue to be a popular choice, prompting the realisation that negative marketing could be turned into opportunity. 
Marketing in essence provides knowledge and information, which de Bruin sees as a positive linking these attributes to the value of freedom (2022). Although it can be argued that this is interpretation is limited to accurate and wanted information, and there remains a large proportion of advertising offline, therefore generalised, and remains in the eye of the beholder as to whether good or bad also raising a question of relevance, that if the customer benefits from marketing in this way, then does this suggest it is a moral outcome? This would also arguably depend on the marketer’s intentions, for example. Are any advertisements ethical if they are unwanted at the time of viewing, or is it argued that the viewer’s retain choice to mute, change the channel, or switch off the device? But what about the message in which they deliver? Unwanted messages of sexism or stereotypes have thankfully been banned as Perrigo tells us of the ban on “harmful gender stereotypes” advertising (2019) however this then opens the box of gender? Of other stereotypes? Whatever the ethical decisions of today’s stereotypical marketing, this does highlight the need for ethical decisions within marketing to future proof decision making to predict the shifts in social acceptability.

Subconscious ethical alignment
As marketing tendencies have shifted in line with the current rhetoric, social narratives and mediums there is now a need to address these ethical alignments, at least initially, as Wang tells us, with the implementation of psychological communications which influence underlying group affiliations in order to better align a business with customers (2019) this, according to The advertising Don uses our human primitive defence mechanism called the Limbic system, with which we as humans make a subconscious snap decision on the emotional value of a subject (2016), i.e. advertisement, which tells us that marketing can now both subconsciously and consciously drive a company’s ethics, both in line with the current social narrative of their target audiences and to influence them. There is a question here if this is ethical, again this depends on the intent of the marketer, however, as innocent as it may be argued, there remains the question, is unwanted influence or the removal of choice, even if for the ‘greater good’, even subconsciously, ethical? This aligns with above’s view from Thacker about dignity (2019).
Diminished control
There is a group for which ethical marketing is perhaps the most pertinent to adhere to for the benefit of society, and that is those who are unable to make decisions for themselves, or perhaps have diminished control over the decision making. These groups are those of children or with disabilities, including addictions. To tackle the suggestive advertising toward these groups’ laws have been put in place (Gov.uk, n.d.) but there is a question of whether this goes far enough? To tackle gambling addictions for example, Advertising for gambling websites was previously allowed during sports events, which raised the question of ethical targeting practices, for surely this would be a trigger for a betting addict? One of many arguments against was that of The Coalition Against Gambling Ads, who made and still make a very strong case against them (n.d.), however according to Conway it wasn’t until 2018 that various gambling sites came together and voluntarily banned “whilst to whistle” gambling adverts during sports fixtures (2018). This suggests that the decision making for their collective marketing shifted in line with increasing awareness and social narrative, however there is the question of whether this goes far enough for that same ruling also gave exception to horse racing betting, which has been argued from the Remote Gambling Association to Conway of the sports viability without betting (2018) The social ethics of gaining customers this way could no longer hold up to social scrutiny, although it seems that society is accepting of a sport which is wholly encompassed by the issue rather tan losing the sport altogether. We live in a society and country which thankfully has, as above, laws in these subjects which update continuously, and it would be pertinent to assume that this change in the future.

Ethics saturation and negative marketing.
It stands to reason from the above that the ethics marketed by any organisation must, to retain social favour, be saturated through the whole company, for this otherwise would surely involuntarily market unethical behaviour and out of said favour. As an example of this, you may market your business impeccably but if there is one poor ethical decision made, like that of former American energy giant ENRON, who according to Bondarenko, through some creative accounting misled investors into believing their worth was far greater, ultimately leading to Bankruptcy (2001). This unfortunately is not the only source of Negative marketing, as although is now heavily legislated under Law, there is still the opportunity to suggest or imply or even highlight unethical practices of others, so that you can raise your own ethical profile by comparison much like the Coca Cola vs Pepsi advertisements which are now banned, and example can be found here Coke vs Pepsi Banned (Goober8694) which leads to the question of ethical decisions made at the time, were Pepsi in on this? Was it a mutually decided marketing strategy? It could be argued as such, and that ethically if they were both aware, and the result was desired then the overall process was moral.  


Summary
As the above information shows, with a presence of choice unlike any other time in our history of business and marketing, marketing ethics and the decisions surrounding them must be correctly managed to ensure the reputation and the longevity of any company. These decisions must not be taken lightly as even decisions to withhold information may come back to haunt you in the future. The position of marketing management solely focusing on product advertising is now clearly mute and the attention is now of marketing ethics to suit the current social narrative and status quo, which must be wholly encompassing. This together with technology has driven marketing to new highs and lows ethically and the task of navigating this maze, with a balance for longevity, is no longer a simple task. Marketing it seems must not only change in line with social narratives but predict customer purchasing habits and deliver future proof ethical decisions, without effecting the successfulness or profitability of a business. As has been shown, this can be achieved with balance, companies do make unethical decisions in the eyes of some, however it transcribes that if the overall impression and subconscious impressions of their target audience is that of morality, they will retain customers. 
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