Chapter 18 (Ethics and Socially Responsible Marketing)

The Scope of Marketing Ethics

Business ethics - refers to a branch of ethical study that examines ethical rules and principles within a commercial context, the various moral or ethical problems that might arise in a business setting, and any special duties or obligations that apply to persons engaged in commerce

Marketing ethics - In contrast, refers to those ethical problems that are specific to the domain of marketing. Because the marketing profession often is singled out among business disciplines as the root cause of a host of ethical concerns (e.g., unethical advertising or the promotion of shoddy products), anyone involved in marketing activities must recognize the ethical implications of their actions

Creating an Ethical Climate In the Workplace

The process of creating a strong ethical climate within a marketing firm (or in the marketing division of any firm) includes having a set of values that guides decision making and behavior

The Influence of Personal Ethics

Why People Act Unethically 

Every individual is a product of his or her culture, upbringing, genes, and various other influences. In spite of these factors, however, people do continue to grow emotionally in their understanding of what is and is not ethical behavior

corporate social responsibility (CSR) - describes the voluntary actions taken by a company to address the ethical, social, and environmental impacts of its business operations and the concerns of its stakeholders

Consumerism, Ethics, and Socially Responsible Practices

Consumerism—a social movement aimed at protecting consumers from business practices that infringe upon their rights—and enhanced environmental awareness and activism are two key factors that have been driving the trend toward greater CSR in Canada




Employees 

Perhaps the most basic corporate social responsibility to employees is to ensure a safe working environment, free of threats to their physical safety, health, or well-being

Customers 

Especially as changes in the marketing environment emerge, firms must consider the effects on the customers who currently patronize them and future customers whom they are targeting. Corporate social responsibility programs must take such shifts and trends into account and react to them quickly.

Marketplace 

When one firm in the industry leads the way toward CSR, its partners and competitors often have no choice but to follow—or run the risk of being left behind. To address issues such as global warming, water scarcity, and energy, GE uses a program it calls ecomagination, which encompasses a business strategy comprising four commitments: to double investments in clean R&D, increase revenues from ecomagination products, reduce greenhouse gas emissions, and inform the public about these issues

Society

Firms expend considerable time and energy engaging in activities aimed at improving the overall community and the physical environment

Framework for ethical decisions

Step 1: Identify Issues. The first step is to identify the issue

Step 2: Gather Information and Identify Stakeholders. 

· In this step, the firm focuses on gathering facts that are important to the ethical issue, including all relevant legal information




Step 3: Brainstorm and Evaluate Alternatives. 

· After the marketing firm has identified the stakeholders and their issues and gathered the available data, all parties relevant to the decision should come together to brainstorm any alternative courses of action

Step 4: Choose a Course of Action. 

· The objective of this last step is to weigh the various alternatives and choose a course of action that generates the best solution for the stakeholders by using ethical practices

Integrating Ethics into Market Strategy

Planning Phase

Marketers can introduce ethics at the beginning of the planning process simply by including ethical statements in the firm’s mission statement

Implementation Phase

In the implementation phase of the marketing strategy, when firms are identifying potential markets and ways to deliver the 4Ps to them, firms must consider several ethical issues

Control Phase

[bookmark: _GoBack]During the control phase of the strategic marketing planning process, managers must be evaluated on their actions from an ethical perspective. Systems must be in place to check whether each ethical issue raised in the planning process was actually successfully implemented
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