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Ethics within Marketing 

Introduction 
This assignment will cover the definition of Marketing and Ethics along with a brief history to show the changes made leading into the modern way of life. Following this information there will be a section dedicated to how Marketing and Ethics are connected and some possible moral dilemmas some companies may face when marketing. 

Definition of marketing 
Marketing is having a product or service to sell and creating the best possible way to sell it. Using marketing techniques such as triggering emotions for the right type of audience to get your product or service recognised. It is important when marketing to meet people’s needs and provide customer satisfaction. According to Philip Kotler the definition of marketing is “Marketing is a social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with other” (Saikia 2019).
Marketing has changed a lot over different eras. In the 1900’s it was known to mass produce a product. Marketing was not a case of customer satisfaction but rather producing as much as possible of the product and worry about selling the items after. Moving into the 1930’s the sales era came along this is where companies had to work a lot harder to sell their items and convince customers their product was better than their competitions. This resulted in price being the key factor to attract customers to their products over others. In the late 1950’s the marketing department emphasis era was here which is when advertising and creating new ideas really hit off. Companies found new ways and ideas to make their product or services known. Companies also started finding great ideas to expand customer satisfaction and convenience with delivery methods to gain a lead on competitors. As years went on it became easier for companies to advertises with the use of the internet and built up knowledge through the years and customer satisfaction became key. The aim was to provide product and services the customers need resulting in a continuous sales pattern. Today it is important in any organisation that all employees are part of marketing in some way or form to ensure the customers are the main focus, priority and their needs are met. For most organisations having a long term, loyal relationship with customers is proved to be the most efficient way to keep them coming back (A Gott 2016). Philip Kotler also stated that the future for marketing is exciting and full of potential change (P Kotler 2002). The Marketing concept is the philosophy that firms should analyse the needs of their customers to satisfy their needs better than their competition. Today most companies adopt this marketing concept but that has not always been the case in the past.
 
Definition of Ethics
Ethics is a system of moral principles, the difference between right and wrong. In the Greek tradition Ethics is considered happiness or “good life” whereas in Judeo Cristian tradition it is considered righteousness before god or “doing what is right”. Ethics deal with human well-being, the nature of individual and social good and what is morally right and the difference between pleasure and the greater good. Ethics deliberately apply standards to fairness. Ethics play a big part in marketing today.
 
The Marketing mix 
In 1960 E Jerome McCarthy published the basic marketing book introducing the four P’s. This was also known as the marketing mix. The four p’s stands for Price, Product, Promotion and Place. The four p’s were designed as a set marketing tool for businesses to follow. 
Price refers to the amount customers will pay for the product or services. This should come across as value for money although, some business may raise the price slightly so the product may seem a luxury or lower the price for customers to buy the product and recommend it to future customers. 
Product refers to the goods or services that a company offers to a customer, this should fulfil customer demands. 
Promotion includes advertising and public relations. It is important to advertise in the right way so businesses can relate to the customer, providing them with the knowledge as to why they need the product and why the cost seems a reasonable price. 
Place is were businesses decide the destination in which the product or services will be sold. This part of the marketing mix is important for the products or services to be in the best possible place for its demands such as, a school uniform shop being situated in the centre of a town that is surrounded by local schools for the convince of the customer. 
Place and promotion are often used together, more so in today’s marketing as a lot of business are online therefor their place of sale is also the place of promotion (A Twin 2020).
Business have been using the four P’s in order to affectively promote and sell their product since 1960 and along the way with modern day changes some more p’s have been added to the mix to keep businesses up to date and to help them evolve with the times. These added P’s include people, Processes and Physical Evidence 

How Ethics and Marketing are connected 
Ethics and marketing in todays era are very much connected. Ethics are a set of principles of right conduct that help shape decisions made by an organisation. Ethics in marketing means applying standards and fairness to marketing decisions and moulding behaviour and practice in an organisation (Swope 2020). The Ethical approach to marketing however is very difficult to adhere to in todays society and can more often that not result in moral dilemma.
 A good example of this is the children’s toy industry. Their aim is to target children this is commonly done through television. The companies marketing the toys are limited to where they can connect with the children and they have found television is the best way to do so as most young children are home during the day, but is this Ethical? Some may argue that children are an easy target. Children do not have the experience and knowledge of knowing not all is as it seems on television and that the items are non-essential. The children do not understand the situation at home and it may be the family financial situation is under pressure, This in itself would cause pressure on the parents and possible conflicts within the household. Some may even argue that the quality of the toy advertised is very rarely as high as it seems which then opens questions relating to false advertising. Ethical issues of marketing to children have previously been associated with age which caused an age debate. The debate is regarding the age in which children understand the persuasive intent of marketing. It has been said that once the true forms of marketing are understood by the child, they are no longer considered vulnerable and targeting them is therefore fair. It has long been argued that children do not have the necessary skills or any experience related to marketing messages to resist persuasion (Todd 2010). 
Businesses face many moral dilemmas when advertising, another example is gender. Gender is a common dilemma that has many views. Lego for example when they first made an appearance made gender fluid Lego is was neither targeted at males or females. In the 1970’s Market segmentation became the new way to increase profits. Businesses soon realised that by catering for different genders they were able to sell more of the same thing. Lego managed to increase their profits by 25% that year my providing the same toy/set of Lego in different colour boxes. 
Dove care for women soon realised that they could possibly have great success in targeting men as well as women. Dove were then at a halt when the males stated that the products were to girly to be used/bought by them. Dove soon released new packaging with sharp edges for men and even reshaped their products to look more masculine. That year their profits raised and their sales increased by 150 million. 
It is however questionable as to whether this is right. As society is evolving more customers are taking offence to marketing segmentation, customers believe they should not be limited or feel limited to what they purchase. Many customers don’t realise this is still happening today as most of the population enter a store and only head for the section that fits their gender, however as society is evolving these issues are being raised more commonly than ever  and marketing has had to adapt and develop more ethical ways to target their audience (Drysdale, Norton 2014).
It is still questionable if everything should be considered when marketing. It is near impossible to try and please all customers at the same time as the population is of all ages and genders with different views on life, health and well-being, pleasure, also everyone has very different ethical views.              
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