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Introduction

The relevance of ethics within marketing decisions for contemporary businesses is essential for gaining customer trust and the credibility of the business's brand. 
This essay reflects how some businesses conduct their marketing by targeting and observing customers by monitoring their behaviour in a questionably unethical and somewhat corrupt manner. 
 
What is Marketing?
 
Marketing within a business is generally a term used to describe how companies attempt to increase sales of a product or raise awareness of their brand in general. Marketing is usually done today by advertising a product in such a way as to make it desirable to an individual. These techniques encourage the interest of the product in general and within targeted groups of individuals, which can be done in an ethical or unethical way. For long term business success, businesses should always act ethically to gain the trust of their customer.
It's about communicating with customers to build a long-lasting loyal relationship by focusing on their customers' needs. (Faudree, M, 2016).
 
The relationship between a business and a customer can be strengthened through successful ethical marketing. Companies rely on their ability to convince consumers that the products they are selling are the best! Marketing can be done through advertising, promotions, newspaper adverts, and now, social media; these platforms have proven to help marketers understand their consumer's needs. 

Marketing is key to business success regardless of its size. (Brenner, M 2019). 
 
Building a business brand is just as important as selling products or services. Branding is what initially attracts the customer to become interested.  
Marketing gives direction to a business for its future goals because they understand what their customers want, then companies tailor these ideas into their products to increase success in the future and overcome any objectives they may face through the continued development of both product and marketing techniques. (Entrepreneur handbook, 2021).
 
What is Ethics?
 
Ethics is a structure of moral concepts and how it affects people in making decisions. It's about what is suitable for people and the community. It is about the way a person behaves and the values they follow, it is about being truthful, fair, and honest. 
Ethics covers living a good life, the rights and responsibilities, and moral choices in what is good or bad. Ethics have a system of ethical principles. (BBC).                               
 
Marketing and Ethics
 
The critical role ethics plays in marketing can be the difference between a successful or unsuccessful business. For example, if the marketing for a product has noted incorrect information such as pricing or false advertisement and suggests it can achieve something it can't, this is unethical marketing. Although unethical marketing can succeed at the beginning, it can cause damage to a business's reputation in the long run. Customers will distrust the brand, and the company will suffer from the lack of positive feedback. Being a marketeer will make marketing a product even harder if the unethical procedure is applied. 
The role of ethics in leadership means that there is no right and wrong answer to define ethics; what could be frowned upon in some countries may be the correct way for other countries. Building ethics into the company's culture and values are one of the easiest ways to promote ethical marketing, with most companies living by these morals consistently.
An example of a company that don't follow ethical morals is a well-known fast-food restaurant McDonald's. They advertise their meals in perfect light; however, the burgers appear nothing like the advertising billboards in real life.
 
There are five examples of marketing in an ethical way. 
· Advertising transparently by showing a clear image of precisely what the product is and can do. 
· Protecting customers personal information.
· Committing to a sustainable way of good practice and supporting social causes. 
· Prioritising human rights by responding to customer feedback in a correct positive way.
· Protecting consumers' rights and concerns and maximising benefits by benefiting as many people     yet causing no harm or offence.
 
Making customers happy by having a positive experience is the main aim. (Woolfe, S. 2019).
 
According to Joan Harrington, the Director of Social Sector Ethics, implementing ethics within organisations comes from leadership, which is crucial. Leadership must set an example and follow all aspects applying them to all parts of the business, including training for employees on how to make ethical decisions based on not what is right but how to behave. The role of ethics in marketing is the marketeers' responsibility to market internally and externally honestly and accurately, adhering to the principles of ethical marketing. External marketing is all about being truthfully honest to customers and not exaggerating a product, for example, what the product can do. Ethical marketing also means treating workers fairly, using sustainable materials and supporting environmental and social causes. Marketing in this manner is more critical now than ever before; it takes more effort to get new customers than retain long-lasting customers. The customers' loyalty to a business's brand is crucial for its success, according to Hubspot, Forsey commented that people don't trust companies and over 80% of people only trust the advice given by family members and friends, 60% don't trust advertisements and over 70% distrust sponsored ads on social media platforms. (Forsey, C. 2020).  
 
Unethical Ways of Marketing. 
 
An example of unethical marketing was a advert for a multinational French food product Activia. In 2006, the Activa yoghurt was selling nationwide, and in 2007 the dairy drink Danactive was introduced. The company Dannon, which owns these products, had a lawsuit filed against them for 45 million, the reason for the case was that the company had made claims that had not been scientifically proven and claimed they had unique bacterial ingredients in their products. They stated that they were scientifically and clinically proven to help the digestive system and boost the immune system and for this reason they managed to sell their products at a 30% higher value than other similar products. Again, this is unethical marketing because the advertising promised something that hasn't been tested and proven. In 2010, 45 million was paid to consumers from Dannon for damages under the class action settlement. The investigation into the product started two years prior when a Los Angeles caterer Trish Wiener viewed the advert and decided to purchase the yoghurt after suffering from stomach problems. After trying and testing, he commented that there was no change in his digestive system and the product simply did not work.                                                        
Dannon sold thousands of these products from false advertising, earning a considerable amount of profit after tricking responsible, health-conscious individuals. Dannon denies all claims and stands by their products and advertising claiming they hadn’t done anything wrong. In a statement issued by Dannon.settlement.com, Dannon commented that they settled the lawsuit to avoid cost and distraction of litigation with labelling and advertisements corrected with the products now being remarketed accurately instead of giving the impression it's a treatment or medical cure. (Mcmullen, T. 2010). 
Along with the fine, up to 100 Dollars was issued for each consumer to claim back as a compensation payment. 
 
Below I discuss an example of a business that follows the ethical principles of marketing.
 
Chobani yoghurt, introduced in 2008 by Chobani founder Hamadi Ulukaya is branded as Americas number 1 yoghurt as a post-workout snack, offering protein and low calories with zero sugar. The product is a creamy plant-based milk yoghurt that is fair trade certified in the USA. Chobani supports farming and only uses the milk from cows that are not treated with rBST (a genetically engineered hormone injected into cows); they advertise their brand as access for all, a champion of diversity, inclusion, and belonging. It's part of their ethos, policies, and voice that their aim is to nourish more people with better food and make the world a healthier place with an attitude of better nutrition, results in a healthier lifestyle. All Ingredients they use are also non – GMO and all components are natural. The Chibani team also has a volunteer group that donates and supports charities that they feel are important. (Chobani).
In 2020 the private company owned 1.5 billion in annual revenue. (Weber, J.2020). 
This figure shows that following ethical ways of marketing is the best way forward for a successful long-term business.
  
Targeting – Marketing to the Vulnerable and Children. 
 
Marketing to children has always been a problem and a debate between parents and marketers, but the issue is more difficult in this digital era. Commercials are now on social media sites and television channels advertising to children the latest upcoming toy or gadget, this, in turn, causes conflict and pressure on parents to make a purchase. 
Advertising to children has promoted superficiality and materialism. Children are targeted because they are inexperienced and have a lack of understanding of the marketer's techniques. In addition, gender stereotyping is caused by advertising, for example, blue for boys and pink for girls. Boys to play with boys' toys and girls to play with girls' toys.
 
Taylor Holland published an article in 2019, saying that parents are now explaining to their children material things are not necessary and what matters most is people. 
Not only are children targeted, but marketers are also known for targeting venerable adults by offering gifts or get rich schemes. Unfortunately, older people don't understand today's marketing strategies, and some may be tricked into buying products or services they don't need causing some individuals to compulsive buy. In addition, there are social media platforms with "celebrities" now influencing and earning a living by advertising products or services; this often puts pressure on young and vulnerable people to feel they need to look a certain way. 
Take betting for an example; betting companies taunt their players to keep betting or encourage new starters to play by offering free money, and free "betting spins," resulting in people with an addictive behaviour to end up in debt or with serious mental health issues.                                           


The elderly are often targeted too, by junk mail advertising, phone calls, and door to door salespeople. Marketers target the venerable, knowing there is a very high chance these more senior people may live alone and be lonely. According to an article by truth in advertising (2014), scammers see older customers accessing retirement funds and believe they are an easy target to approach in an unethical marketing manner. 
The FTC reported that between 2008 and 2012, fraud complaints from the over 60s age range in America had increased from 10% to 26%. 
A report from BBC News said HSBC had been fined £40 million from miss-selling to their elderly customers with watchdog also serving a £10.5 million fine. There was a total amount of £29.3 million of compensation for the people who had been affected. HSBC became under fire when they sold investment bonds to the elderly who needed care treatment. Some of the 2,485 NHFA customers were advised to invest in order to afford their care costs. This resulted in 87% of those customers being mis sold unsuitable investments which inflicted the largest retail fine ever from the FSA. (BBC News,2011).
 
Along with penalties companies could face for breaking the law, the advertising standards authority do ban specific adverts from showing offensive or inappropriate behaviour. The younger generation can also be sensitive to scary or unsuitable images, which could potentially mentally affect their wellbeing; therefore, the law states advertisements must not contain anything that could result in mental, physical, or moral harm to a child. (ASA)
 
Targeting - How ethical is it to monitor behaviour?
 
Marketers target their consumer's behaviour by tracking their online activities; by doing this, advertisers can reach bigger audiences on a broader platform across the world. A Forbes magazine stated that Steve Minichini, from Target cast, the president of interactive marketing for media, commented in a marketing and advertising magazine that behavioural targeting is growing and people are increasing their spending. He also said the online social media accounts google and Facebook have started to leak personal data and the activity of their users. (Hof, R. 2011).
Monitoring behaviour and marketing in this way is a concern, and it's an invasion of privacy; people cannot trust the internet because there are data and privacy concerns regarding personal information. (Thomas, K. Nov, 2020).  

For example, Booking.com has proved to be intrusive in its marketing strategies by promoting ads on all social media platforms. I have searched for a holiday and hotel through booking.com and I felt their marketing strategy was to keep offering persuasive deals including discounts until I purchased the service. However, within days, other adverts for different holiday packages started to appear on all my social media sites. I felt this was very intrusive and rather annoying. 
An article from BBC news in 2019 commented that these holiday booking sites had been engaging with miss-selling discount claims, hidden charges and pressuring selling techniques. According to watchdog, "only one room left on the site" was an example of peer pressuring customers to purchase and, in some cases, increasing prices for this reason. Booking.com has yet to change the way of marketing and is still in the process of flouting the rules, although they have agreed to work closely with the competition and market authority.  
                      
Most consumers do not or would not opt into this way of marketing, they feel it is not beneficial. Still, suppose a consumer visits a business's web page, they are then choosing to interact with the marketeer directly; this is then deemed different because the customer is looking for a product and not being peer pressured into purchasing through advertising or promotional deals.
Therefore, when a customer chooses to opt into receive marketing, there is then no ethical issue. (Traders, A. 2011).

Conclusion

I feel my research has shown how intrusive the marketing of some businesses can be in the real world. It has shown the true ability of these organisations when manipulation of consumers and their vulnerability is in question. It has been proven that many marketers advertise in whichever way they wish without worrying if its offensive or inappropriate and are known to target specific groups of people in a misleading manner to increase their sales. Although businesses can make a huge profit from unethical ways of marketing at first, in the long run it will not reap the rewards that can be achieved from honest and ethical techniques. I feel creating an ethical business with true morals as a foundation will result in a more sustainable success for a company. 
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