


Introduction
The focus of this assignment will be to examine marketing within the business sector, specifically ethical marketing. This assignment will be split into four main points, the Marketing Concept, Ethics within Marketing and Moral Dilemmas followed by real testimonies and examples. Examples will be given of real-life marketing campaigns which were promoting either the business, products, or used to convey a social message to the public and how ethics have impacted the delivery of said marketing. Within this assignment, attention will be focused on the ethical side to marketing and how marketing can be perceived differently from person to person and sometimes the message in which a business is trying to promote can be interpreted by individuals in either a positive or negative way. Through researching, analysing and applying theory to the four main points discussed throughout this assignment, conclusions will be drawn and put into context of the theory behind the relevance of Ethics within Marketing.

The Marketing Concept
“Marketing is the process of teaching consumers why they should choose your product or service over those of your competitors and is a form of persuasive communication.” (Lake, 2019).
‘Marketing’ has had many definitions over time, as the years have progressed the meaning of what it is to ‘market’ has evolved. After World War II, consumer needs began to grow signifying an upsurge in industrial outputs. This contributed to marketing opportunities and by the 1960’s a rise in mass production and the advancements in automation led to what (Elvy, 1991) calls “ the creation of a consumer, rather than the creation of a product”. During the 1960’s many argued the definitions of what the marketing concept is; (Rogers, 1963) suggests that marketing is a social process in which many people and organisations relate themselves to the product or service in a social setting, success of the transaction justifies the continued existence of the product or service. He (Rogers, 1963) asserts that there is an environmental/social importance to marketing activities. Contradictory to what (Rogers, 1963) defines marketing as, (Kotler, 1967) suggests that management in marketing is key. Expanding on the marketing concept, he (Kotler, 1967) emphasises that customer satisfaction is tantamount to making profits. This assertion points out the significance of having a linear structured business and consumer distribution.
Throughout the decades marketing has evolved alongside the advancements made in technology. (Baxter, 2020) argues that “Marketing is not sales. Sales are simply the result of good marketing”. This statement coincides with (Kotler, 1967) that an effective marketing team will often lead on to profitable consumerism. Businesses and organisations are now able to advertise their products or services on a local, national and even a global scale. Marketing and advertisements can be presented and promoted in many forms: online, newspapers, television adverts, billboards, social media advertising and so forth. These methods are very effective, especially when promoted through the targeted marketing concept. 
There are slight differences between general marketing and targeted marketing. Through targeted marketing, selected audiences are identified based on specific data which has been collected via diversified means. A company or organisation’s marketing team will then g go on to develop tailored marketing campaigns and products specifically for those identified in the market divisions. Advertising to those who have already shown in interest in the topic at hand, is generally more successful which will often lead to a sale and or future purchases (Marketing-School, 2020).
The term ‘Evangelism’ was originated through the religious belief of Christianity, this term has since been adopted and is now used in business, more specifically in the digital aspect of business. Evangelism is another term used to describe ‘word of mouth’ or ‘persuasive discussion’. Evangelism marketing can be thought to play a vital role in a businesses marketing strategy. With companies now hiring their own evangelist, these tend to be members of the public who are either qualified in social marketing or just supporting consumers who love the products or services. There are many positions for evangelists ranging from technological, corporate to solutions (Yohn, 2016). The purpose behind evangelism in business is that a consumer who loves and highly rates the product or service, uses their voice to promote their findings, therefore, hopefully leading to an increase of sales for the company through powers of persuasion. With the advancement in technology this has enabled this ‘word of mouth’ approach to promote very rapidly and more effectively thanks to platforms such as social media, product or service reviews and so forth, potentially enabling every person to become and ‘Evangelist’ and advocate on behalf of the company or organisation (Evangelism Marketing: Definition, Examples & Strategy, 2017). 

Ethics within Marketing
 Ethics can be defined as self-evident standards of ‘right and wrong’ which is a defining concept to what is acceptable human behaviour, this usually involves rights, obligations, society prosperity, civility or specific righteousness (Manuel Velasquez, et al. 2010). Ethics massively impacts marketing strategies and campaigns and contributes to a business’s success or destruction. In a published journal, (McMurrian & Matulich, 2016) suggests that businesses assume that ethical practices come at a cost to the business; Nonetheless, ethics in business actually adds value for consumers and therefore can increase profitibility and performance for the business, as well as increasing and improving their recruitment drive. 
Established in 1986, one charity (Institute of Business Ethics, 2020) has been advising organisations and businesses on good ethical practice, culminating in trust built up between employees, stakeholders and consumers. This charity, funded via corporate and individual donations has been administering ethical business advice for over 30 years and gives individuals access to vast ethical research, publications and rescources as well as providing networking events focusing on key ethical issues in business. Which at present there are copeous amounts of ethical and moral dilemas in which businesses face when presenting the public with marketing campaigns. Ethics within the marketing sector can bring along controversy and can bring into question the authenticity behind a business or organisations motives and beliefs. 
Questions have been raised as to whether it is ethically acceptable to invade the publics privacy through various means such as their mobile phone, monitoring the user through the use of ‘cookies’. This controversial move is purely for the companies gain to better enable insight and better equip targeted marketing. The term ‘cookies’ is used in business to describe an action in which the user grants permission for a web site to store certain information on the user’s device or machine and which they can then access and retrieve it at a later date. This enables the website to track when the user utilizes the service and they can then monitor what they do once browsing on that site or using an application (Data and Marketing Association, 2020).  
The question to ask is, is it ethically correct to track and monitor what a person searches for, purchases and even discusses in conversations? This of course, depending on which site or application you have accepted cookies for.  One website argues that ‘Cookies are not an invasion of privacy and they are ethical. Because cookies do not do anything to your computer, and are just a piece of data, we feel that they should continue to be allowed for use, just the way that they are legally allowed to be used today’ (Ethics of Internet Advertising, 2020). However, there are others who disagree and feel cookies are an unethical invasion of privacy on the user. (Ramlakhan, 2011) states that ‘Third party cookies harm an individual's right to privacy, has negative implications, and thus should not be used just because it has been developed.’ This, some might say has a strong underlying message, just because we can do something, does that mean we should do it?

Moral Dilemma
[image: ](Europeon Union, 2020).
There are vast amounts of ethical issues which are current today. These are not only an issue in the business world, but also across the globe in general. Society is changing daily, and people’s needs, wants, beliefs and attitudes have an enormous influence on how businesses market themselves. There is also a strong sense of being more ‘politically correct’ and how businesses and organisations have to consider what consumers would class as ‘politically correct’. One example of a moral dilemma which businesses are facing when marketing is gender. It can be said that there are now over 52 recognised genders other than the conventional male or female gender (List of Gender Identities, 2019). This can massively impact on how a marketing campaign is devised and promoted to the public. How to make the product inclusive to all? Is it a gender specific item or service, and if so do they have the justification as to why it’s marketed to one type of gender?
 One example of this can be seen with the Swedish brand Lego. Back in 2017, Lego, the little plastic brick and figurine playset producers came under scrutiny by a 7 year old girl called Charlotte Benjamin, who wrote a letter to Lego critisising their lack of strong female lego characters in the Lego Friends sets, and a lack of range in the female playsets incomparison to the ‘boys’ Lego sets such as Lego City, Lego Technic and Lego Creator ranges which saw strong male figure leads such as policemen, firemen, service men, construction worker and so forth. This letter which later went on to be publisised world wide, identifies the need for strong female roles in Lego playsets. Since the letter was published, Lego has developed and introduced some new female characters, these included a palaeontologist, an astronomer and a chemist. This all became part of a new range of Lego called Research Institute. This contrasts with the criticised Lego Friends range which saw females in a ‘home environment’ rather than a ‘work environment’ and all mostly made in pink and pastel colours which some felt to be quite sexist. In a statement released by Lego, they insist that that the ‘new range was an idea voted for by the public’ and denies the set was designed to appease feminist critics (Castella, How did Lego become a gender battleground?, 2014a). One critic in favour of the Lego Research Institute range is Becky Francis. Becky who is a professor of Education and Social Justice at London’s Kings College,  believes Lego have taken considerate thought into getting these figures right, one favourable aspect being how the figures have been dressed, in Becky’s opinion they ‘look practical rather than glamorous’ (Castella, How did Lego become a gender battleground?, 2014b). 
As shown in the diagram 1 below, Lego have taken steps towards gender inclusivity and have amended the male to female ratio in their playsets. This is a move in the right direction when it then comes to marketing new products and which audiences it will appeal to. With the stats in the diagram 1 below, it depicts how Lego are closing the gap of gender roles in some of their sets, by including more female characters in the sets.
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								(Jay's Brick Blog, 2020).

 
Stated in a blog written by Dan Shewan, a survey conducted by Aflac suggests that 92% of Millennial consumers are more inclined to makes purchases from companies who are ethical rather than not (Shewan, 2020). 
First launched in 2004, one marketing campaign which has received positive and negative criticism is the ‘Dove- Real Beauty’ campaign. This campaign was focused on the feedback received from the major global study ‘Real Truth About Beauty: A Global Report’. It was concluded in that study that only 2% of woman globally would consider themselves beautiful (Etcoff, 2004). With these results as a consideration, Dove went on to develop many new products all of which aimed to be inclusive for all women, sending empowering messages though their advertisements and marketing. The most powerful message Dove enabled to get across was the widening issue of the true definition of ‘Beauty’. Through their ‘Real Beauty’ campaign, Dove rectified the stereotypical use of the ‘perfect body’ and within their campaigns used images of women that are just your typical everyday woman. Marketing ads featuring slightly older women with wrinkles, overweight woman, women who differed in race and religion and women with visible flaws and imperfections to promote their skin and bath care ranges. These ranges became very popular amongst women as it promoted a more relatable message and attractive product in comparison to previous marketing campaigns featuring your stereotypical airbrushed, usually very slim young models (Denton, 2014). From these ranges Dove went on to marketing a new brand of body care which were presented in different shaped bottles, signifying the diversity in women’s body shapes with their slogan “There is no one perfect shape”. This campaign was Doves way of saying everybody’s shape is beautiful. Promoting 6 new bottle shapes ranging from curvaceous to slender and tall to petite. However, this campaign came under much scrutiny from the public.
[image: Dove’s Real Beauty bottles: the idea of translating different body shapes into plastic is crass.] ( PR Company Handout, 2017).
Alongside the contents, packaging is a crucial part of a product. With positive underlying intentions, Dove had created  these 6 new packaged products but once in the publics eye came under criticism from many, with one consumer stating “ The Dove bottle with my body type hurts my feelings” (Craik, 2017). The idea between having to stand in a shop and choose which body type you think you have to then which bottle you bought, seemed to anger many women with the feedback to Dove being largely negative. Another Twitter user had published “This is so awful, so you can contemplate how far outside the ideal your body is even in the shower” (Lowe, 2017). Although Dove received heavy criticism for this campaign, they also were commended on their efforts in highlighting issues with body stereotyping. One positive review on Doves ‘Real Beauty bottles’ states “Feeling positively about Dove, and purchasing their products, allows women to show that they too believe society’s values regarding beauty need to change” (Denton A. W., 2014). 

Conclusion
In conclusion to this assignment, emphasis has been made throughout of the innumerable issues which can arise with marketing within business. The main issues are usually regarding ethics and morality within marketing. Marketing campaigns tend to go hand in hand with ethical issues and the general public are judge, jury and executioner. Reviews and feedback are a business or organisations lifeline in business, and if products or services are deemed to be marketed in an unethical way, it almost ensures a negative impact on the business or organisation. Questions which will always be on a market campaigners mind when developing a marketing campaign would be “Who will this offend? How do I make it inclusive for all? Is the product being made sustainably?” these questions are evolving with the ever-changing mindsets of the public, and what some deem acceptable, others might not. The big questions for businesses considering ethics when marketing are do you tailor your marketing strategy to suit the company or to suit the majority or do you appeal your products to suit the minority? Over time the answers to these questions will change depending on the situation and climate at hand.

References
PR Company Handout. (2017). Dove’s Real Beauty bottles: the idea of translating different body shapes – from thin to curvy – into plastic is crass. . Retrieved from https://www.theguardian.com/fashion/2017/may/15/beauty-giant-dove-body-shaped-bottles-repair-damage#img-1   retrieved on 12/10/2020
Baxter, J. (2020, October 9th). Why do businesses need marketing? Retrieved from Profitworks: https://profitworks.ca/small-business-sales-and-marketing-resources/blog/marketing-strategy/585-why-do-businesses-need-marketing.html#:~:text=According%20to%20Oxford%20Dictionaries%2C%20marketing,potential%20customers%20would%20even%20know.   Retrieved on 11/12/2020
Castella, T. d. (2014a). How did Lego become a gender battleground? BBC News Magazine.
Castella, T. d. (2014b). How did Lego become a gender battleground? BBC News Magazine.
Craik, L. (2017, May 15th). How beauty giant Dove went from empowering to patronising. Retrieved from The Guardian: https://www.theguardian.com/fashion/2017/may/15/beauty-giant-dove-body-shaped-bottles-repair-damage   Retrieved on 12/10/2020
Data and Marketing Association. (2020, October 12th). Cookies – what are they and what are the rules for business websites using them? Retrieved from Lead Forensics: https://www.leadforensics.com/what-are-cookies-and-can-businesses-use-them/  Retrieved on 08/10/2020
Denton, A. C. (2014). The good, the bad, and the ugly of the Dove Campaign for Real Beauty. The Inquisitive Mind, issue 19.
Denton, A. W. (2014). The good, the bad, and the ugly of the Dove Campaign for Real Beauty. Retrieved from The Inquisitive Mind: https://www.in-mind.org/article/the-good-the-bad-and-the-ugly-of-the-dove-campaign-for-real-beauty?gclid=CjwKCAjw_Y_8BRBiEiwA5MCBJkbrbmANNt2PXCj-Xv5ZMwqLMs5BZPqllGc-Pb3f1U9eV6JH3xikRBoC5EgQAvD_BwE   Retrieved on 12/10/2020
Elvy, B. (1991). Marketing (sixth edition). Oxford: Butterworth Heinemann Ltd.
Etcoff, N. O. (2004). The real truth about beauty: A global report. Retrieved from http://www.clubofamsterdam.com/contentarticles/52%20Beauty/dove_white_paper_final.pdf   Retrieved on 12/10/2020
Ethics of Internet Advertising. (2020, October 12). Retrieved from https://www.radford.edu/~jbnichol/cookies.html#:~:text=Cookies%20are%20not%20an%20invasion,allowed%20to%20be%20used%20today.   Retrieved on 12/10/2020
Europeon Union. (2020, October). Horizon 2020- Ethics. Retrieved from European Commission: https://ec.europa.eu/programmes/horizon2020/en/h2020-section/ethics   Retrieved on 12/10/2020
Evangelism Marketing: Definition, Examples & Strategy. (2017, June 9th). Retrieved from https://study.com/academy/lesson/evangelism-marketing-definition-examples-strategy.html   Retrieved on 08/10/2020
Institute of Business Ethics. (2020). About Institute of Business Ethics. Retrieved from Institute of Business Ethics: https://www.ibe.org.uk/about-ibe.html   Retrieved on 08/10/2020
Jay's Brick Blog. (2020, March 8th). HAS LEGO IMPROVED GENDER EQUALITY IN THEIR SETS? AN INTERNATIONAL WOMEN’S DAY 2020 FEATURE. Retrieved from Jay's Brick Blog: https://jaysbrickblog.com/2020/03/08/has-lego-improved-gender-equality-in-their-sets-an-international-womens-day-2020-feature/   Retrieved on 12/10/2020
Kotler, P. (1967). Marketing Management: Analysis, planning and control. New Jersey: Prentice Hall.
Lake, L. (2019, November 7th). Small Business; Defining Marketing. Retrieved from The Balance: https://www.thebalancesmb.com/what-is-marketing-2296057   Retrieved on 09/10/2020
List of Gender Identities. (2019, September 29th). Retrieved from Safe Guarding in Schools: https://www.safeguardinginschools.co.uk/wp-content/uploads/2019/09/List-of-Gender-Identities-1.pdf    Retrieved on 12/10/2020
Lowe, L. (2017, May 9th). Dove's new 'body positive' bottles spark controversy — and lots of jokes. Retrieved from Today: https://www.today.com/series/love-your-body/dove-s-new-real-beauty-bottles-spark-backlash-t111327    Retrieved on 12/10/2020
Manuel Velasquez, C. A. (2010). What is Ethics? Santa Clara: Markkula Center for Applied Ethics.
Marketing-School. (2020, October 12). Targeted Marketing: Explore the Strategy of Targeted Marketing. Retrieved from Marketing-School: https://www.marketing-schools.org/types-of-marketing/targeted-marketing.html   Retrieved on 08/10/2020
McMurrian, R. C., & Matulich, E. (2016). Building Customer Value and Profitability with Business Ethics. Journal of Business & Economics Research, Volume 14, Number 3.
Ramlakhan, N. (2011). Ethical Implications of Third-party Cookies. The International Journal of Humanities: Annual Review, 59-68.
Rogers, K. (1963). Managers: Personality and performance. New Jersey: Aldine Transaction, a division of Transaction Publishers.
Shewan, D. (2020, February 25th). Ethical Marketing: 5 Examples of Companies with a Conscience. Retrieved from Word Stream: https://www.wordstream.com/blog/ws/2017/09/20/ethical-marketing    Retrieved on 11/10/2020
Yohn, D. L. (2016, September 14th). Stop Selling, Start Evangelizing. Retrieved from Forbes: https://www.forbes.com/sites/deniselyohn/2016/09/14/stop-selling-start-evangelizing/#4de48aef2b0c    Retrieved on 12/10/2020


image1.jpeg
DEC\S‘ON COMMU‘}EAHOX

APV\CE et
ETH
S SMORALIEY

O
e i O

BONTMOTIVATION




image2.jpeg
100
90
80
70
60
50
40
30
20
10

95
88
83 a1
56
42 43
30 31
I 20 I

2019

LEGO City Male to Female Ratio

2018

2017

2016

2015

13

2014

u Male

H Female




image3.jpeg




