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	Abstract: The paper borrows inspiration from three main sources: international marketing research, semiotic theory and communication studies. It explores online marketing for pharmaceutical products related to taboo topics. A qualitative analysis of a German Web site brings out strategies employed to market sensitive products. The three main strategies are analysed on a visual and verbal level. Multicodality, code switching, dynamisation of code and non-sequential data structure are purposefully combined to communicate effectively with the user. It is argued that product marketing via Web sites is a balancing act between globalisation and localisation; global marketing aiming at economies of scale and local marketing at context-sensitive communication - with both depending on each other for their own success.
	
	
	


: The problems of translating fair trade principles into consumer purchase behaviour Author(s): Carolyn Strong Journal: Marketing Intelligence & Planning Year: 1997 Volume: 15 Number: 1 Page: 32 -- p37 DOI: 10.1108/02634509710155642 Publisher: Emerald Abstract: Suggests a number of features which characterize the manifestation of fair trade consumerism. Posits, however, that there are several problems which have hindered the translation of fair trade principles into consumer purchase behaviour. Discusses the issue that ecological marketing incorporates the people aspect of sustainability and the fact that the human component of production, manufacture and use have to be addressed alongside the well documented environmental factors of ozone depletion, global warming, deforestation, acid rain and so forth before sustainable development can be achieved. Addresses the fundamental problem of translating fair trade principles on to consumer purchase behaviour and the barrier of consumer 
	Title: Communicative campaigns to effect anti-slavery and fair trade: The cases of Rugmark and Cafédirect

	Author(s): Pierre McDonagh 

	Journal: European Journal of Marketing 

	Year: 2002 Volume: 36 Number: 5 Page: 642 -- p666 

	DOI: 10.1108/03090560210422925
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: This inquiry examines the challenge for marketers to foster both anti-slavery and fair trade. Analyzes communicative work to enhance both. Describes underlying issues and public misunderstanding; draws on specific themes by illustrating the Anti-Slavery International campaigns to end child labour via the Rugmark label, and the work of a fair trade coffee company, Cafédirect Ltd; and furnishes a link between societal marketing and the emergent theory of sustainable communication to effect anti-slavery and global fair trade. Concludes with a discussion, implications for societal marketing and suggestions for further research.
	
	
	


Title: Relationship marketing as an ethical approach: philosophical and managerial considerations Author(s): Stella G Kavali; Nikolaos X Tzokas; Michael J Saren Journal: Management Decision Year: 1999 Volume: 37 Number: 7 Page: 573 -- p581 DOI: 10.1108/00251749910285746 Publisher: Emerald Abstract: As the thoughts and actions of marketers focus on the philosophy of relationship marketing (RM), the purpose of this paper is to broaden our understanding of the concept for its effect on ethical behaviour in organisations. Whilst there is evidence of strong ethical inputs in the theory formation of RM, there is also a need to separate rhetoric from reality. In this paper we argue that despite the evidence that RM is inherently a concept with strong ethical roots, there is a gap between the theory of RM and its actual practice. Indeed, major changes in values and ethics may be required if RM is to be truly adopted. Otherwise there is a danger of allowing RM's ethical inputs (commitment, trust, etc.) to become axiomatic without being subjected to sufficient critical scrutiny at the practical level. We believe that the RM philosophy is capable not only of contributing genuinely to the strategic discourse of contemporary organisations, but also of playing the role of the social advocate by fostering mechanisms which will generate ethical introspection and promote ethical decision making.
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Title: Marketing ethics: a comparison between services and other marketing professionals Author(s): C.P. Rao; Snusorn Singhapakdi Journal: Journal of Services Marketing Year: 1997 Volume: 11 Number: 6 Page: 409 -- p426 DOI: 10.1108/08876049710187509 Publisher: Emerald Abstract: Discovers that services professionals, because of the nature of their marketing context, generally have more opportunity than other marketing professionals to engage in unethical behavior. Compares services marketing professionals with other marketing professionals on various components of marketing ethics. Finds the results generally indicate that members of the services profession do not differ from members of other marketing professions with respect to the components of ethics investigated.
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	Abstract: This inquiry examines the challenge for marketers to foster both anti-slavery and fair trade. Analyzes communicative work to enhance both. Describes underlying issues and public misunderstanding; draws on specific themes by illustrating the Anti-Slavery International campaigns to end child labour via the Rugmark label, and the work of a fair trade coffee company, Cafédirect Ltd; and furnishes a link between societal marketing and the emergent theory of sustainable communication to effect anti-slavery and global fair trade. Concludes with a discussion, implications for societal marketing and suggestions for further research.
	
	
	


Title: Sensitive Groups and Social Issues: Are You Marketing Correct? Author(s): Bart Macchiette; Abhijit Roy Journal: Journal of Consumer Marketing Year: 1994 Volume: 11 Number: 4 Page: 55 -- p64 DOI: 10.1108/07363769410070890 Publisher: Emerald Abstract: Marketers have become increasingly culpable for their role in societal problems which affect a myriad of sensitive groups. The publicity engendered from this relationship has translated into a new arena of competition, largely based on perceptions of corporate social responsibility. An ethically-based, strategic framework for analyzing social issues and sensitive groups is critical to the development of relationship marketing in the 1990s.
Marketing ethics: is there more to it than the utilitarian approach? Author(s): Jacques Nantel; William A Weeks Journal: European Journal of Marketing Year: 1996 Volume: 30 Number: 5 Page: 9 -- p19 DOI: 10.1108/03090569610118713 Publisher: Emerald Abstract: Of all the management fields, marketing is probably that which seems the most paradoxical when it comes time to consider its ethical aspect. This paradox stems from the fact that the main objective of marketing is to respond to the needs of consumers. Yet these same consumers often take marketing to task out of a concern for certain of its manifestations, such as advertising or pricing. Since they endeavour to satisfy consumers' needs, marketing managers often take it for granted that their actions are ethical. Underlying this position is an essentially utilitarian approach to ethics. Attempts to determine to what extent marketing fulfils the basic principles of the utilitarian ethic. Adopting the position that the utilitarian and the deontological approach - a belief that certain things are inherently good to do (also referred as duty-based ethics) - do not have to be mutually exclusive, proposes a third direction, that is a combination of both of these approaches. Concludes by suggesting the necessity for managers to integrate a deontological dimension in their practices. Keywords:Consumers; Deontology; Ethics; Marketing
Title: Misplaced marketing Imagine the television commercial: "No stems, no seeds that you don't need, Baja Gold's a real smooth weed" Author(s): Herbert Jack Rotfeld Journal: Journal of Consumer Marketing Year: 2001 Volume: 18 Number: 5 Page: 389 -- p391 DOI: 10.1108/EUM0000000005601 Publisher: Emerald Abstract: Discusses issues around marketing and the debate on legality of drugs. Notes that, while there has been a consideration of ways in which drug restrictions could be loosened, there is an underlying fear of the effects of marketing of such products. Looks also at issues surrounding the marketing of such legal products as cigarettes and alcohol, considering the popular "wisdom" that marketing activities cause people to act in a fashion contrary to their own self interets
Title: Baby boomers and busters: an exploratory investigation of attitudes toward marketing, advertising and consumerism Author(s): James A Roberts; Chris Manolis Journal: Journal of Consumer Marketing Year: 2000 Volume: 17 Number: 6 Page: 481 -- p497 DOI: 10.1108/07363760010349911 Publisher: Emerald Abstract: The purpose of the current study was to compare and contrast various marketing- and consumer-related attitudes and behavior across the baby boomer (those born between 1946-1964) and baby buster (those born between 1965-1976) generations. Study results suggest that baby busters, compared with baby boomers, are more favorably predisposed toward marketing and advertising. It was also found that the two generations differ in their understanding of the domain of marketing. These findings have important implications for marketing practitioners and academics alike. Possibly the most significant finding of the present study was the generally elevated levels of compulsive buying found across both generations. Using Faber and O'Guinn's compulsive buying clinical screener, we found that 7 percent of baby boomers and 11 percent of baby busters were classified as compulsive buyers. These are considerably higher than earlier estimates of the incidence of compulsive buying and warrant further investigation.
Title: Going bananas in paradise: from McDonaldisation to Fyffefication Author(s): Stephen Brown Journal: Marketing Intelligence & Planning Year: 2000 Volume: 18 Number: 6 Page: 356 -- p367 Publisher: Emerald Abstract: Just prior to the recent millennial transition, The Observer polled a cross-section of British celebrities about their perceptions of paradise. Most of these were suitably vague - perpetual joy, renewed relationships, blissful state of mind etc. - but the anarchic comedian Mark Thomas archly described Heaven as "smelling of bananas". Off-hand possibly, flippant undoubtedly, yet Thomas's remark is strikingly apt, since bananas are the original "forbidden fruit" of the Garden of Eden. Apples are mere interlopers, latter-day arrivistes that have prospered thanks to the spin-doctoring tactics of the wily Serpent. This paper, therefore, aims to set the record straight by telling a tall banana tale and explaining how bananamarketing is the future of our field.
Title: Marketing, the consumer society and hedonism Author(s): John O'Shaughnessy; Nicholas Jackson O'Shaughnessy Journal: European Journal of Marketing Year: 2002 Volume: 36 Number: 5 Page: 524 -- p547 DOI: 10.1108/03090560210422871 Publisher: Emerald Abstract: Marketing is commonly assumed to be responsible for the consumer society with its hedonistic lifestyle and for undermining other cultures by its materialistic stance. This, for many critics, is the dark side of consumer marketing, undermining its ethical standing. This paper considers the connection between marketing, the consumer society, globalization and the hedonistic lifestyle, and whether marketing is guilty as charged. After all, anything that affects the image of marketing as a profession is important, as this influences both recruitment and social acceptance.
Title: Setting socially responsible marketing objectives: A quality-of-life approach Author(s): M Joseph Sirgy; Dong-Jin Lee Journal: European Journal of Marketing Year: 1996 Volume: 30 Number: 5 Page: 20 -- p34 DOI: 10.1108/03090569610118722 Publisher: Emerald Abstract: Financial- and growth-oriented marketing objectives of traditional marketers have been criticized by marketing ethicists, because these objectives may lead to socially irresponsible marketing practices. Marketing based on the quality-of-life (QOL) concept posits that marketers should strive to enhance consumers' wellbeing without harming other publics or stakeholders. Shows how marketing managers can set marketing objectives based on the QOL concept to guide socially responsible marketing practices. Develops a conceptual framework for setting marketing objectives. The framework shows that marketing managers with a QOL frame of mind should first examine the marketing policies that have been criticized by marketing ethicists. Second, marketing managers should logically drive specific marketing mix objectives based on the QOL concept. Third, general marketing objectives should be deduced from the marketing mix objectives for socially responsible marketing.
Title: An exploratory study of influences on public opinion towards alcohol and tobacco sponsorship of sporting events Author(s): Stephen R McDaniel; Daniel S Mason Journal: Journal of Services Marketing Year: 1999 Volume: 13 Number: 6 Page: 481 -- p500 DOI: 10.1108/08876049910298757 Publisher: Emerald Abstract: The marketing of alcohol and tobacco products and their related public policy implications have become controversial issues worldwide, due mainly to health-related issues. Uses a telephone survey methodology to compare attitudes toward Olympic sponsorship by a leading US brewer with general attitudes toward the use of sports sponsorship to promote tobacco products. Results suggest that respondents have significantly different attitudes towards the two product categories and their use of sponsorship, accepting more readily the use of the Olympics to promote beer. Respondents' self-interest is also found to significantly affect the level of acceptance for the use of sport to promote alcohol or tobacco products, although in slightly different ways. The findings are discussed in relation to previous research, along with their managerial implications.
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	Abstract: Focuses on the marketing mix of McDonald's. Highlights how the company combines internationalisation and globalisation elements according to various fast food markets. Using the effect of strategical and tactical models, the case illustrates the effect of McDonald's on the global environment and how they adapt to local communities. Describes future franchise plans for McDonald's.
	
	
	


Title: The boundaries of strategic corporate social responsibility Author(s): Geoffrey P Lantos Journal: Journal of Consumer Marketing Year: 2001 Volume: 18 Number: 7 Page: 595 -- p630 DOI: 10.1108/07363760110410281 Publisher: Emerald Abstract: Reviews the development of the corporate social responsibility (CSR) concept and its four components: economic, legal, ethical and altruistic duties. Discusses different perspectives on the proper role of business in society, from profit making to community service provider. Suggests that much of the confusion and controversy over CSR stem from a failure to distinguish among ethical, altruistic and strategic forms of CSR. On the basis of a thorough examination of the arguments for and against altruistic CSR, concurs with Milton Friedman that altruistic CSR is not a legitimate role of business. Proposes that ethical CSR, grounded in the concept of ethical duties and responsibilities, is mandatory. Concludes that strategic CSR is good for business and society. Advises that marketing take a lead role in strategic CSR activities. Notes difficulties in CSR practice and offers suggestions for marketers in planning for strategic CSR and for academic researchers in further clarifying the boundaries of strategic CSR.
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	Abstract: Comments on the frequent inappropriateness of marketing education. Also addresses some of the inappropriate methods of marketing schools. Considers that certain schools that are unable to attract top students are tempted to misplace marketing by focusing the attention on a school's "values" other than education, for instance after-school activities, discipline, or teachers' concerns for children's self-esteem. In college education, these benefits might include a sports team's winning record, fraternity or sorority parties and local drinking establishments. Finally, expresses dissatisfaction that many students now view graduation as job certification, not as a mark of education.
	
	
	


Title: Misplaced marketing: The real reason for the real bad advertising Author(s): Herbert Jack Rotfeld Journal: Journal of Consumer Marketing Year: 2002 Volume: 19 Number: 4 Page: 299 -- p301 DOI: 10.1108/07363760210433618 Publisher: Emerald Abstract: Focuses on "bad" advertising commercials and asserts that such advertising is not because of a lack of creativity, entertainment value or money for production. Bad advertising is often because advertising creators fail to focus on potential end customers, and what they need to see and hear.
Title: Moral philosophies of marketing managers: A comparison of American, Australian, and Malaysian cultures Author(s): Kiran Karande; C.P. Rao; Anusorn Singhapakdi Journal: European Journal of Marketing Year: 2002 Volume: 36 Number: 7 Page: 768 -- p791 DOI: 10.1108/03090560210430791 Publisher: Emerald Abstract: A recent article pointed out that "past research has paid relatively little attention to the sources of individuals' moral philosophies from either a conceptual or an empirical standpoint" and investigated the determinants of idealism and relativism among American marketers. A literature review indicates that there is even less theoretical and empirical cross-cultural investigation of moral philosophies. As more and more companies are expanding into foreign markets, problems related to cross-national ethics and social responsibility are becoming increasingly prevalent. Therefore, this study proposes a framework explaining the differences in the idealism and relativism of American, Malaysian, and Australian marketers based on: country differences (cultural differences and differences in economic and legal/political environment); corporate ethical values; and gender and age of the marketer. Results indicate that there are differences in the level of idealism and relativism exhibited by marketers from the three countries. Irrespective of country, corporate ethical values are positively related to the idealism and negatively related to the relativism of marketers. Also, irrespective of country, women are more idealistic than men, and relativism increases with age. Implications are offered and avenues for future research suggested.
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	Abstract: Examines the ethical problems within international purchasing and sales interactions. Bribery is identified as the major problem, though this is only true in North-South trade, and ignores evidence of unethical practices in the interactions between purchasing and sales generally. Business people in the North tend to adopt double standards when criticizing the acceptance of bribery in some cultures, while ignoring the unethical practices in their own cultures. An interaction approach avoids cultural relativism, by seeing gifts and entertaining as a necessary part of the development of personal relationships which characterize successful international business relationships. It seems that a majority of international business transactions take place without the intervention of unethical inducements. Furthermore, the development and introduction of codes of ethics as well as the work of organizations such as Transparency International all suggest the climate is changing to one more supportive of high ethical standards.
	
	
	


Title: How important are ethics and social responsibility? - A multinational study of marketing professionals Author(s): Anusorn Singhapakdi; Kiran Karande; C.P. Rao; Scott J Vitell Journal: European Journal of Marketing Year: 2001 Volume: 35 Number: 1 Page: 133 -- p153 Publisher: Emerald Abstract: States that in the present era of global marketing, as more companies enter international markets, ethical problems are likely to increase. As companies and their managers deal with their counterparts in different countries, there is a need to understand the latter's ethical decision-making processes. Divergence in ethical behavior and attitudes of marketing professionals across cultures can be explained by, among other variables, differences in perceptions regarding the importance of ethics and social responsibility in achieving organizational effectiveness. This study investigates the variation in those perceptions among marketing professionals from Australia, Malaysia, South Africa, and the USA. The variation is explained by country differences (cultural differences, differences in the economic environment, and differences in legal/political environment), organizational ethical climate, and selected demographic characteristics of the marketer (gender and age).
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Relationship marketing as an ethical approach: philosophical and managerial considerations Author(s): Stella G Kavali; Nikolaos X Tzokas; Michael J Saren Journal: Management Decision Year: 1999 Volume: 37 Number: 7 Page: 573 -- p581 DOI: 10.1108/00251749910285746 Publisher: Emerald Abstract: As the thoughts and actions of marketers focus on the philosophy of relationship marketing (RM), the purpose of this paper is to broaden our understanding of the concept for its effect on ethical behaviour in organisations. Whilst there is evidence of strong ethical inputs in the theory formation of RM, there is also a need to separate rhetoric from reality. In this paper we argue that despite the evidence that RM is inherently a concept with strong ethical roots, there is a gap between the theory of RM and its actual practice. Indeed, major changes in values and ethics may be required if RM is to be truly adopted. Otherwise there is a danger of allowing RM's ethical inputs (commitment, trust, etc.) to become axiomatic without being subjected to sufficient critical scrutiny at the practical level. We believe that the RM philosophy is capable not only of contributing genuinely to the strategic discourse of contemporary organisations, but also of playing the role of the social advocate by fostering mechanisms which will generate ethical introspection and promote ethical decision making.
A Review of Marketing Ethics: : An International Perspective Author(s): Bodo Schlegelmilch Journal: International Marketing Review Year: 1999 Volume: 16 Number: 3 Page: 1 -- p7 Publisher: Emerald Keywords:Practice; Ethics; International Marketing Article Type:Review
Title: The relative importance of ethical and environmental screening: implications for the marketing of ethical investment funds Author(s): Bodo B Schlegelmilch Journal: The International Journal of Bank Marketing Year: 1997 Volume: 15 Number: 2 Page: 48 -- p53 DOI: 10.1108/02652329710160457 Publisher: Emerald Abstract: Ethical investment funds are among the fastest growing investment vehicles in the UK. Explores some of the environmental changes leading to the popularity of these funds and briefly reviews some of the screening criteria used to establish ethical portfolios. Based on a sample of 172 investment professionals, analyses the relative importance of ethical and environmental screening compared to the traditional yardsticks of liquidity, return and risk. Discusses implications for the marketing of ethical investment funds and identifies future research directions
A cross-cultural study of consumer perceptions about marketing ethics Author(s): Anusorn Singhapakdi; Mohammed Y.A. Rawwas; Janet K Marta; Mohd Ismail Ahmed Journal: Journal of Consumer Marketing Year: 1999 Volume: 16 Number: 3 Page: 257 -- p272 DOI: 10.1108/07363769910271496 Publisher: Emerald Abstract: Given the ever-increasing globalization of economies, growing numbers of marketing firms are expecting more of their profits to be derived from international sales. Global competition is ferocious; thus, developing long-term partner relationships often becomes a significant competitive advantage. Corporate ethics are of pivotal importance in global business, though globalization also complicates ethical questions, because an individual's culture affects his/her ethical decision making. Failures to account for the effects of differences in consumers' culturally-based ethical values will hinder a marketer's efforts to expand internationally. Compares consumers from Malaysia and the USA in terms of their perceptions of marketing ethics situations, their attitudes toward business and salespeople, and their personal moral philosophies. The survey results reveal some significant differences between the consumers from these two countries.

Marketing ethics: is there more to it than the utilitarian approach? Author(s): Jacques Nantel; William A Weeks Journal: European Journal of Marketing Year: 1996 Volume: 30 Number: 5 Page: 9 -- p19 DOI: 10.1108/03090569610118713 Publisher: Emerald Abstract: Of all the management fields, marketing is probably that which seems the most paradoxical when it comes time to consider its ethical aspect. This paradox stems from the fact that the main objective of marketing is to respond to the needs of consumers. Yet these same consumers often take marketing to task out of a concern for certain of its manifestations, such as advertising or pricing. Since they endeavour to satisfy consumers' needs, marketing managers often take it for granted that their actions are ethical. Underlying this position is an essentially utilitarian approach to ethics. Attempts to determine to what extent marketing fulfils the basic principles of the utilitarian ethic. Adopting the position that the utilitarian and the deontological approach - a belief that certain things are inherently good to do (also referred as duty-based ethics) - do not have to be mutually exclusive, proposes a third direction, that is a combination of both of these approaches. Concludes by suggesting the necessity for managers to integrate a deontological dimension in their practices.

Societal marketing and morality Author(s): Andrew Crane; John Desmond Journal: European Journal of Marketing Year: 2002 Volume: 36 Number: 5 Page: 548 -- p569 DOI: 10.1108/03090560210423014 Publisher: Emerald Abstract: Societal marketing emerged in the early 1970s, promising a more socially responsible and ethical model for marketing. While the societal marketing concept has attracted its adherents and critics, the literature on societal marketing has remained sketchy and underdeveloped, particularly with respect to its underlying (and largely implicit) moral agenda. By making the moral basis of societal marketing more explicit, this article primarily seeks to offer a moral critique of the societal marketing concept. By situating discussion within notions of psychological and ethical egoism, argues that, in moral terms at least, the societal marketing concept is clearly an extension of the marketing concept, rather than a fundamental reconstruction of marketing theory. While acknowledging the use of the societal marketing concept in practice, this use is problematized with respect to a number of critical moral issues. In particular, the question of who should and can decide what is in the public's best interests, and elucidate the moral deficiencies of the rational-instrumental process upon which marketing decisions are frequently rationalised. Suggests that attention should be refocused away from prescribing what "moral" or "societal" marketing should be, and towards developing an understanding of the structures, meanings and discourses which shape and explain marketing and consumption decision making and sustain its positive and negative impacts on society.
Marketing ethics: a comparison between services and other marketing professionals Author(s): C.P. Rao; Snusorn Singhapakdi Journal: Journal of Services Marketing Year: 1997 Volume: 11 Number: 6 Page: 409 -- p426 DOI: 10.1108/08876049710187509 Publisher: Emerald Abstract: Discovers that services professionals, because of the nature of their marketing context, generally have more opportunity than other marketing professionals to engage in unethical behavior. Compares services marketing professionals with other marketing professionals on various components of marketing ethics. Finds the results generally indicate that members of the services profession do not differ from members of other marketing professions with respect to the components of ethics investigated.
Marketing Ethics: : An International Perspective Author(s): Bodo Schlegelmilch Journal: European Journal of Marketing Year: 1999 Volume: 33 Number: 1 Page: 219 -- p220 Publisher: Emerald Keywords:Distribution; Ethics; Marketing Research; Pricing; Product Management; Promotion Article Type:Review
Title: Is gender stereotyping in advertising more prevalent in masculine countries?: A cross-national analysis Author(s): Gaby Odekerken-Schröder; Kristof De Wulf; Natascha Hofstee Journal: International Marketing Review Year: 2002 Volume: 19 Number: 4 Page: 408 -- p419 DOI: 10.1108/02651330210435690 Publisher: Emerald Abstract: The objective of this study is to test whether gender stereotyping in printed advertising is more prevalent in masculine as opposed to feminine countries. We consider this to be important, as advertising is generally more influential than literature in spreading stereotypical ideas, given its high accessibility. Moreover, the way in which sexes are portrayed in advertising affects people's perceptions of gender roles in real life. Using content analysis, we collected empirical data on gender stereotyping of women depicted in 946 printed advertisements from two European countries widely differing in their level of masculinity - the UK and The Netherlands. The results indicate that a country's masculinity index is hardly related to the use of gender stereotyping in printed advertising, potentially implying that other factors underlie the use of gender stereotyping.
Title: Building Cross-Cultural Competence: How to Create Wealth from Conflicting Values Author(s): Charles Hampden- Turner; Fons Trompenaars Journal: International Marketing Review Year: 2002 Volume: 19 Number: 2 Page: 204 -- p206 
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Abstract 

Owners of businesses represent an interesting case in the study of the intersection of personal and corporate philanthropic values. Because individuals who own businesses have the means and the ability to act on philanthropic motivations through the medium of their businesses, it is interesting to explore the extent to which their corporate contributions to nonprofits are philanthropic in nature or instrumentally motivated, as in the instance of cause related marketing. The trade-offs between cause related marketing and corporate support of nonprofits are complex. Although larger firms are increasing their investments in cause related marketing, the extent of and motivations for adoption of cause related marketing among privately held businesses is less well understood. This study of 478 businesses which are supporters of arts organizations shows that privately held businesses of medium size (300 to 500 employees) are participating in cause related marketing to a significant degree. The adoption rate of cause related marketing is about 40%, and the primary benefits sought are company image enhancement and product marketing support. Adoption of cause related marketing among privately held and smaller enterprises will grow as CEOs exhibit satisfaction with the results of their program, intend to engage in positive word of mouth about it, and plan to allocate more resources to it. 
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Ethics and Marketing on this Internet: Practitioners‘ Perceptions of Societal, Industry and Company Concerns
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Abstract 

The astonishing growth of the Internet coupled with its unique capabilities has captured the attention of the marketing community. Although many businesses are acknowledging the importance of a Web site, to date, little attention has been given to the business community‘s perceptions of the ethicality of this new medium. A national sample of marketing executives was surveyed regarding their perceptions of: (1) regulation of the Internet, (2) the potential ethical issues via Internet marketing facing their industry, and (3) the role of ethics and Internet marketing in their organization. Results and recommendations for incorporating Internet ethical guidelines into organizations are discussed.
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	Abstract: A recent article pointed out that "past research has paid relatively little attention to the sources of individuals' moral philosophies from either a conceptual or an empirical standpoint" and investigated the determinants of idealism and relativism among American marketers. A literature review indicates that there is even less theoretical and empirical cross-cultural investigation of moral philosophies. As more and more companies are expanding into foreign markets, problems related to cross-national ethics and social responsibility are becoming increasingly prevalent. Therefore, this study proposes a framework explaining the differences in the idealism and relativism of American, Malaysian, and Australian marketers based on: country differences (cultural differences and differences in economic and legal/political environment); corporate ethical values; and gender and age of the marketer. Results indicate that there are differences in the level of idealism and relativism exhibited by marketers from the three countries. Irrespective of country, corporate ethical values are positively related to the idealism and negatively related to the relativism of marketers. Also, irrespective of country, women are more idealistic than men, and relativism increases with age. Implications are offered and avenues for future research suggested.
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	Abstract: This paper seeks to offer an alternative perspective to the quality of life (QOL) philosophy that has been embraced by the marketing discipline. It is proposed that firms which seek to maximize QOL may violate their responsibilities to their owners and other stakeholders.
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	Abstract: Notes that there has been a significant increase in the market for fair trade products in the UK over the past five years. Provides a definition of fair trade and goes on to set a context for the expansion of this market by examining the key drivers behind it, particularly noting the growth of ethical consumerism as a contributory factor. Develops the ethical strategy matrix, outlining the strategic options open to retailers for addressing this increase in ethical consumerism. It is argued that addressing the fair trade market in the UK offers retailers not only the opportunity to develop their profile in terms of corporate social responsibility, but also a chance to develop a competitive advantage in a new niche market. Recasts Strong's marketing analysis of the difficulties of translating fair trade principles into actual purchase behaviour into an operational context and proposes solutions to the issues raised.
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	Abstract: This paper examines visual representation in marketing communication from a distinctive, interdisciplinary perspective that draws on ethics, visual studies and critical race theory. An ontological approach is offered as an alternative to phenomenologically based approaches in marketing scholarship that use consumer responses to generate data. Suggests ways to clarify complex issues of representational ethics in marketing by applying a semiotically-based analysis that places ontological identity at the center of societal marketing concerns. Analyzes representations of the exotic Other in disparate marketing campaigns, including advertising, tourist promotions and music, as examples of bad faith marketing strategy. Music is an important force in marketing communication, yet marketing studies have rarely considered music and its visual representations as data for inquiry. Feels that considering visual representation within marketing from an ontological standpoint contributes additional insight into societal marketing and places global marketing processes within the intersection of ethics, aesthetics and representation.
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	Abstract: Financial- and growth-oriented marketing objectives of traditional marketers have been criticized by marketing ethicists, because these objectives may lead to socially irresponsible marketing practices. Marketing based on the quality-of-life (QOL) concept posits that marketers should strive to enhance consumers' wellbeing without harming other publics or stakeholders. Shows how marketing managers can set marketing objectives based on the QOL concept to guide socially responsible marketing practices. Develops a conceptual framework for setting marketing objectives. The framework shows that marketing managers with a QOL frame of mind should first examine the marketing policies that have been criticized by marketing ethicists. Second, marketing managers should logically drive specific marketing mix objectives based on the QOL concept. Third, general marketing objectives should be deduced from the marketing mix objectives for socially responsible marketing.
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	Abstract: Draws on the findings of a quantitative survey and a number of qualitative focus groups and interviews to explore consumer behaviour and reasoning concerning the return of products. The findings serve as the basis for the discussion of the special case of returns deliberately premeditated at the point of purchase, a behaviour pattern termed "deshopping". The incidence, key features and causes of "deshopping" behaviour are explored. Findings clearly illustrate the interplay of the functional, experiential and symbolic aspect of the consumption process as underpinning this behaviour pattern. Furthermore, they point to a cognitive lag between legal and perceived contract which hinges on the concept of "newness", tied to the use of the exchange value rather than the symbolic value of the product. Deshopping serves as a financial and social risk reducing strategy which is unique in that it can be applied after the time of purchase.
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