Josh Lewis

Joshua Lewis (1805618)
BA Business and Management
Social and ethical Marketing (BMSP5003)
Lecturer: Jessica Shore
Essay:
‘Discuss the relevance of social and ethical marketing issues for contemporary business.’
“Marketing ethics are the moral principles and values that need to be followed during any kind of marketing communication. They are the general set of guidelines which can help companies to decide on their new marketing strategies. But then it depends on one’s own judgement of ‘right’ and ‘wrong’.” (MBA, 2016) If a business makes a claim about their products which they are unable to deliver on then this would be considered unethical behaviour. Marketing ethics encourages honesty within their marketing schemes. Targeting vulnerable audiences and invasion of customer privacy would also be classed as unethical behaviour. 
Although these factors would be considered as behaving unethically, ethics is subject to interpretation and varies from business to business. Some companies may have different views on right and wrong, therefore it would be up to each company to consider their ethics while creating their marketing plan. Usually companies that put ethics as one of their top priorities can create a better trusting relationship with the customers and create a positive business image for themselves. 
Marketing has a huge role within modern day businesses. Companies globally are investing huge sums of money into advertising to compete for market share. In 2019 alone it is estimated that over $550 billion dollars was spent on marketing worldwide. (Guttmann, 2020) while businesses think of new strategies to catch the attention of the consumer it Is important that they consider the social and ethical issues associated to their advertisement. Advertisement can heavily influence people’s attitudes and behaviours; Advertisement does have a profound impact on peoples understanding of life. Therefore, it is important that all advertisements are truthful. 
There are regulations in place in the UK to control marketing and advertising, which all businesses must follow, failing to abide by these laws could lead to prosecution.  All marketing and advertisement must be an accurate description of the product or service it must also be legal, decent, truthful honest and socially responsible. Marketing and advertisement can not encourage illegal, unsafe or anti-social behaviour. Also, the consumer protection from unfair trading regulations means you must not mislead or harass consumers by including false or deceptive message, using aggressive sales techniques or leave out important information. The regulations are enforced by the Advertising Standards Agency (ASA). (Gov.uk, 2020)
Contemporary businesses are increasingly looking for improvements in ethical and social responsibility to stand out and enhance their image, as consumers are becoming increasingly aware of the negative social impacts that some marketing strategies create. Contemporary businesses should not underestimate the relevance of social and ethical marketing in the business environment. In modern day society the importance of ethical business policies has risen drastically, this is due to the globalisation of the economy which expands business competition. 
There are several different strategies businesses can use to determine if their marketing strategies are suitable. Firstly, they should check with the statutory regulation of the country they wish to advertise in as well as the self-regulation imposed on the respected industry.
Secondly, internal procedures can be used to guarantee conformed marketing practices. One strategy is the ‘ETHICS check’ this stands for:
· E – Effect: does this decision harm anyone?
· T – Transparency: does the company mind if the decision is disclosed publicly?
· H – Harmony: With regulations: does this decision conform to statutory and self-regulations?
· I – Interests: Is the decision in the long-term interest?
· C – Consumers: Would consumers consider the decision fair?
· S – Sovereignty: Is the consumers purchasing sovereignty respected? 
(HMP, 2017)
Ethical aspects of Advertising
Advertising to children and advertising controversial products are two of the main ethical aspects of advertising. In the modern day, it is more common for younger children to have access to the TV and internet. It is inevitable that children will be exposed to media advertisement through these sources. It is increasingly important that businesses advertise responsibly especially when ads may be viewed by children. Advertising to children can possibly promote superficiality and materialism in children. Children are inexperienced and are easy targets of advertisement. Marketing directly to children can potentially cause conflicts between them and the parents. (Shore, 2019) One example of a social issue that has been driven through marketing would be child obesity. Children are seeing advertisements for fast food, confectionary and sugary drinks almost daily. When children see these ads, they are unable to recognise the health risk associated with these products. The more they see these types of advertisements they think it is normal to consumer these products regularly. Even if the products advertised are not directly aimed at children it is not possible to hide them from children because of the access they have to media. Therefore, it is important that business consider the social and ethical issues of their ads before realising them. 
There a mixed opinion on the marketing of controversial products. Tobacco, alcohol, gambling and lotteries are among the categories of most concern. The most controversial issues are surrounded by the tobacco industry and arguably it is within this sector where the most changes regarding marketing have been applied. In 2002 the tobacco advertising and promotion act was introduced in the UK. This saw one the biggest change in the marketing industry because it prohibited the advertisement of tobacco and enforced a ban on tobacco sponsorship of international sports. Additionally, since 2015 all tobacco brands advertising and displays of tobacco products at point of sale have also been prohibited. (Ash.org, 2020)
“Tobacco companies argue that they only market their products to influence the purchasing patterns of existing adult smokers, but research shows that tobacco advertising and promotion encourages children to take up smoking. Internal tobacco company documents have also shown that children tend to smoke the most heavily-promoted brands.” (Ash.org, 2020) This demonstrated the relevance of social and ethical marketing issues in contemporary business because it proves first-hand that regardless of who the advertisement is aimed at it creates social change. In this case encouraging children to take up smoking. 
Interestingly, the alcohol industry has not been given the same strict marketing laws seen in the tobacco industry. Although there are no government regulations there are many self-imposed rules on the marketing of alcoholic products. In the UK television ads for alcohol must not feature, imply, condone or encourage irresponsible drinking. (ASA.org, 2017) These self-imposed rules are the reason why the government has not needed to step in and regulate marketing in this industry. They are showing that they can market their products ethically and responsibly. For that reason, the government has not needed to impose the strict rulings seen in the tobacco sector. Marketing ads must still comply with the regulations enforced by the ASA. 
Gambling companies are facing social and ethical issues with their advertisement of gambling. The fear that gambling ads are beginning to influence underage gambling. This is not the only issue; Adults are also ending up in financial difficulties as a result of gambling advertisement. These marketing ads creates the idea that money can be easily won providing false hope. As seen in the alcohol market gambling companies have agreed to introduce their own regulations to combat the influence of underage gambling. Leading companies in the gambling industry have agreed to not to advertise during live sports event including after 9pm if the event started before the watershed. (The Guardian, 2017) It is becoming harder for companies to market the more controversial products because of the difficulty of keeping these ads from influencing children. Although these companies give the perception that they are trying to reduce the bad influences of their products by self-regulating marketing, I believe they enforce these regulations because they are worried that if government regulations were introduced it would be much harder for them to promote their products and services. By using their own regulation, they can create the image that they care about social and ethical issues, but they can also control the marketing at the same time. 
In 2014 a Paddy power ad that encouraged people to bet that Oscar Pistorius would walk free from his murder trial received over 5000 complaints. Paddy power argued that the ad was not offensive but did push the boundaries of regulations. The ASA decided that the ad would cause serious or widespread offence and that paddy power had brought advertising into disrepute. The complaints were upheld and the as was withdraws. (Joseph, 2014) 
Sustainable Marketing
Sustainable marketing is the promotion of environmental and socially responsible products, practices and brand values. (Store, 2016) Businesses are increasing under pressure to use ethical and sustainable practices. Some of the environmental policies that currently effect contemporary businesses are climate change and global warming, deforestation, waste management, food production and distribution and loss of biodiversity. 
Social and environmental issues are very large tasks to tackle, these plans must be implemented for the long term. Consumers understand that these changes cannot happen instantly, but businesses must have clear objectives with set targets to achiever over a longer period. Throughout this period consistency is key, it is important that every aspect of the business is evolving with the same aims. 
Companies are faced with the challenge of meeting the needs of the present generation without compromising the ability of future generations. Although this is a challenging task there are many benefits from good environmental management. The main benefits include new revenue streams, improved product design, greater asset retention, reduced material use, increased worker productivity, enhancing the brand and expanded market share. (Shore, 2019) New and improved products that have less negative impact on the environment would generate greater revenue streams because they would be high in demand. Companies finding ways to reduce waste and reduce the environmental impact will draw more customers because in the modern day these issues are considered by consumers before they buy products. Gaining a greater customer base enables the business to take a greater share in the market. 
Additionally, Businesses now have a greater ethical responsibility they must adapt to new codes, standards and principles to meet the ever-changing challenges of global and social issues. Companies are becoming more socially responsible and continuing to monitor the impact they have on the societies within which it operates.
Along with the positive impacts that are created with the introduction of ethical and environment changes sometimes there are danger which need to be considered. Choosing the wrong social issue for the business to challenge could push customers away, choosing wisely is important. If customers disagree with the issues you challenge you could push them elsewhere, which would lead to losing market share. When the issue has been decided it is important to select the correct initiative to address the related issues. If businesses try to promote the good work, they are doing they need to be careful too brag to much because it might rub off negatively on consumers. While businesses are initiating change, they must present long term goals as well as short term goals. Only presenting short term goals could send the wrong message, long term goals send the message that you are committed to change. 

[bookmark: _GoBack]It is clear to see the relevance of social and ethical marketing, in this day and age where the evolution of technology has granted the younger generation access to media and marketing. Companies are faced with tougher challenges to send the ‘right’ message. Combating social issues through marketing offers businesses the chance to enhance they’re public image. They play an important role in creating positive social and ethical change through marketing. Although businesses are increasingly becoming relied upon to initiate these changes it is not solely their responsibility. The relevance of businesses enforcing sustainability strategies is important for social change. Consumers look up to business and if they see companies setting long term targets to positively effect social change, they are more likely to join the effort to achieve these goals. 
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