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This piece will consider the relevance of ethical marketing in the decision-making process for contemporary businesses.  Firstly, the concept of marketing will be explored, looking at its origins, how it has evolved over time and if the original concept of marketing is still relevant today.  We will then discuss Ethics and Ethical Marketing, what does it mean to be an ethical business and are the link between unethical and social marketing.
Three different areas of advertising will then be explored using specific examples to critically analyse the ethical decision making in the choice to specifically market products to children, the use of Influencers in marketing and finally how targeted marketing has changed the way we view products forever.

Marketing
Marketing is defined as the “management process responsible for identifying, anticipating and satisfying customer requirements profitably” (CIM, 2015).  This definition suggests that marketing is a process instigated through management as a way of creating a need in consumers with the desired outcome being profit.  However not all marketing is aimed at profit, it is suggested by (NSMC, n.d.) that social marketing is “an approach used to develop activities aimed at changing or maintaining people behaviour for the benefit of individuals and society as a whole”.  With this in mind it is imperative to understand the roots of marketing, according to (OCreative, 2018) the first recorded use of marketing as tool was in the 1500’s.  Local business who had just started creating products for selling would stamp their own logos on the various products as a way of distinguishing them apart from the competition (OCreative, 2018).  However, marketing theory can trace it conception back to the 1950’s (Gamble, Gilmore, McCartan-Quinn, & Durkan, 2011) where it was first suggested by E. Jerome McCarthy (Professional Academy, n.d.) that marketing is made up of the 4 P’s, these are (Professional Academy, n.d.)
· Product – Should be what the consumer wants, expects and the fit for purpose.
· Place – Suggests the product should be available from a location the customer would expect to find it.
· Price – Value for money is imperative in the marketing process, its not about being the lowest priced as customer will pay more for better quality
· Promotion – Use the correct form of promotion to target your audience.
Since its inception marketing theory has continued to evolve as has marketing as a whole, it is now considered that this concept is now considered to be 7 P’s (Jain, 2013).
However, according to (Kintz, 2020) the 4 P’s are no longer relevant in the current world of marketing, it is now widely considered that this concept has been replaced by the 4 E’s.  it is suggested by (Kintz, 2020) that rather than placing your product in the best location or at the perfect time, the 4 E’s are more focused on why would a customer connect with the item.  According to (Kintz, 2020) the 4 E’s are
· Experience – Experience marketing is a way of getting the customer to interact with the product, making it a tangible experience.
· Engagement – By getting a customer to engage with the product or the company there is a greater likelihood of purchasing the product.
· Exclusivity – By making the customer feel part of something, making them feel that they are important to you as a business.
· Emotion – Creating a history of the product and getting the consumer to buy into the journey the product has taken to get to where it is today. 
It is suggested by (Carter, 2017) that the change from the 4 P’s to the 4 E’s has seen a shift in the dynamic of marketing, the traditional well organised media approach to marketing is no more and has now been replaced by a more consumer led system.

Marketing Ethics
Ethics plays a pivotal role in marketing, deciding if the chosen marketing strategy is ethical is always an important decision for the company.  What might be considered ethical today, may not be viewed as such in the months or years to come.  Ethical decisions are a factor of life, according to (Velasquez, Andre, Shanks, J, & Meyer, 2010) ethics is the standard or right and wrong the people should follow, they also go on to say that ethics means something different to everybody with many people having a different view or understanding of the term.  This is very much prevalent in Ethical Marketing, what some consider to be acceptable others can find offensive.
Paddy Power are an Irish bookmaker founded in 1988 (Paddy Power, n.d.) by their own admission they have since their first day trading always wanted to do thing “a little differently”.  On their company website they also go on to state that they believe in being fair to their customer and were early adopters of justice refunds (Paddy Power, n.d.).  However, many consider their marketing strategy to be pushing the boundaries of what is acceptable (Sentance, 2016).  During the 2014 FIFA World Cup in Brazil Paddy Power launched an ad[image: Image]vert that appeared to show they had cut down huge amounts of the Amazon Rainforest to show their support for the England men’s football team.  According to (Sentance, 2016) Paddy Power received such publicity (mostly negative) for this stunt they double the time they were going to wait before announcing it as a hoax from 24 hours to 48 hours.  Although this could be considered an unethical marketing campaign due to the ongoing loss of rainforest in the Amazon.  To many it was also a fantastic way of highlighting an ongoing ecological catastrophe to a different demographic of the population. It was later announced by Paddy Power that they had in fact been working alongside Greenpeace (Paddy Power, 2014) to not only promote themselves but to also start their very own Social Marketing campaign.

Marketing to Children
Marketing to children is generally considered unethical (Guillaume, 2018).  In 2018 it was estimated that in the US alone there were 40 millions television adverts aimed at children with 40% of these being for fast food or sugar based snacks (Guillaume, 2018).  It is considered by (Guillaume, 2018) that marketers have created many different strategies for the manipulation of children in a marketing setting, this is further back up by (Cairns, Angus, Hastings, & Caeaher, 2013) who suggest that the worldwide marketing of junk foods need addressing to protect children in the future.
During the last 20-30 years the way children are market to has changed, (Marketing Insider Group, 2017) suggests that previously television was the main route of marketing to children, this was traditionally done through early morning cartoon adverts which highlighted the newest toy or the best food.  However now children have greater access to online systems, mobile advertising as well as the more traditional television-based adverts (Marketing Insider Group, 2017).  
[image: Mcdonalds home][image: Subway reveals minimalist new logo and symbol - Design Week]In 2012 in the US Subway (Pic (Subway, 2022)) spent $7m on an advertising campaign aimed at promoting healthy eating in children, using the tag line “Playtime: Powered by Veggies” (Watson, 2014).  This marked a new chapter in the debate on advertising to children, Subway were challenging other fast food retailers with a healthier option.  During 2012 McDonalds (Pic (Mdonalds, 2022)) spent $42m on just promoting the Happy Meal, a food traditional marketed to children, the marketing for the Happy Meal was not looking towards a healthier more vegetable based product, but to the traditional fast food (Watson, 2014).  With the advancement of new media new opportunities have arisen for marketing products to children, with the ability to now target children across multiple platforms the large multi-national corporations are able to obscure the boundaries between commercial and non-commercial online content (Kelly, Vandevijvere, Freeman, & Jenkin, 2015).  According to (Kelly, Vandevijvere, Freeman, & Jenkin, 2015) it was estimated in 2012 that 95% of teenagers had access to the internet, this alone shows the potential opportunity for businesses to reach children and teens across the world.
[image: Image result for unilever logo]Companies are starting to understand that marketing to children is considered unethical, many have made a conscious choice to stop.  One example of this is Unilever, in 2022 they have launched a new campaign to stop marketing to children as well as promising to not market any of their products to under 16’s (Adams, 2022).  Unilever the parent company of Hellmann’s and Ben and Jerrys have chosen to increase the age limit as they feel it is up to them to continually raise the bar on advertising in the hope that others in the industry will follow (Unilever, 2022).  They have promised that from January 2023 their marketing content will follow all country laws as well as their own self-imposed codes.


Influencers 
Influencing by Social Media Influencers is a relatively new marketing tool, an Influencer is somebody who has the power to influence somebodies buying decisions through their position (Geyser, 2022).  Over the past ten years social media has seen huge growth, according to (Geyser, 2022) 45% of the world’s population use some sort of Social Media.
It is believed that there are four levels of Influencer (Geyser, 2022) these are
· Mega-Influencers – More than 1 Million Followers, generally celebrities who will charge approx. $1Million per post.
· Macro-Influencers – Between 40,000 and 1 Million Followers, 
· Micro-Influencers – Between 1,000 and 40,000 Followers, tend to be everyday people, happy to do free promotions of brands.
· Nano-Influencers – Less than 1,000 followers, Newest type of influencer, used mainly for niche products.
[image: Icon

Description automatically generated]Influencer marketing is very much based on the opinion of others, when a Mega-Influencer shares a product review or is seen wearing a certain item of clothing it will trigger others to buy that product (Zak & Hasprova, 2020).  The study conducted by (Zak & Hasprova, 2020) concluded that influencers can increase the profitability of a company, however the concluded that working with influencers can carry risks.
Due to the way Instagram (Pic (Instagram, 2022)) works, it is an easy platform for influencers to ply their trade, according to (Digital Marketing Institute, 2021) between 2016 and 2020 the number of influencer posts sponsored by brands increased from 1.26 million to 6.12 million.
The idea of Influencers being ethical is one considered by (Gupta, Dorfman, Saadat, & Roostaeian, 2020), they conducted a literature review into the ethics of promoting plastic surgery through social media Influencers, they concluded that the use of social media can have an effect on the patient doctor relationship due to privacy issues with posting online, that social media can spark a large amount of inaccurate information due to the nature of the platform and that any sponsored social media post should be marked as such to allow the consumer the opportunity to know why this product is being promoted.
[image: Kim Kardashian West holds a bottle of the morning sickness drug Diclegis in a post from her Instagram account.]Not all Influencer marketing is considered unethical, according to (Gautrey, 2017) there are 5 rules that if followed will help to maintain a more ethical persona.  (Gautrey, 2017) suggested that by offering a balanced approach to influencing and giving the consumer all the information, this will allow a more informed decision.  Make it clear that you’re being paid to promote the product, this will make your intention clear from the outset.  Give the consumer the opportunities to make their own decisions and don’t force them to follow and finally don’t mislead the consumer or cause them harm.  These rules are very general and it is difficult to find much support for social media influencers being ethical in their delivery, there are many examples of unethical practices, in 2015 Kym Kardashian posted a photo of herself holding a new drug aimed at reducing morning sickness, she stated that the drug would not harm the baby and that women should speak to their doctors right away to request this new drug (Prohibition PR, 2019).  Soon after posting Kym Kardashian was told to remover the post as it did not comply with FDA regulations as the full list of side effects were not included on the post (Hauser, 2015).

Targeted Marketing
Targeted Marketing is a way of specifically aiming your marketing at a certain type of person, demographic or household (Dun & Bradstreet, n.d.) rather than using a wider approach to marketing by being more targeted it allows the business to locate and service the customers who best fit their product (Dun & Bradstreet, n.d.).  An example of targeted marketing would be a business who are cater specifically for a certain market, McDonalds have created unique menus for different countries around the world, in Indian you are able to by the McCurry Pan suitable for vegetarians (Farooq, n.d.).
According to (Blue Laser Digital, 2021) Targeted Marketing draws the best response from consumers, Tesco is a big believer in Targeted Marketing, since the inception of the Clubcard they have been able to create a database which is as comprehensive as that of Facebook (Woods, 2021).  It is suggested by (Woods, 2021) that since 2021 Tesco has been planning to launch an online targeted marketing campaign to rival that of online Social Media giants.  Although when signing up to a have a Clubcard customers will have to agree to be part of such marketing campaigns there are still aspects of the plan which many would consider unethical.  It is imperative that any data collected be accounted for and that no data is shared in an inappropriately (Woods, 2021).

Conclusion
In conclusion Marketing and Ethics have a very loose relationship, most companies are willing to follow the rule set out by regional laws or their own code of ethics.  However, there is also a minority who are willing to bend the rules to promote their product above others where possible.  
There are strict guidelines on what products can be marketed to children and teens with companies making their own decisions to raise the age at which they are willing to market from, others are willing to spend huge amounts of money on marketing child specific foods and sugary meals to make a profit.  Influencers are a new form of marketing that has grown exponentially over the past decade, with this in mind there needs to be a stricter set of rules to help make sure that the correct information is being given to the consumer.  Targeted marketing is an area that is underutilised by many and has been proven to be the most effective method of reaching a target audience.
Marketing will always need to be ethical in its approach especially in a new consumer driver marketing world, with online and mobile marketing being such a growing market over time the face of marketing will continue to evolve.
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