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Learning Objectives

1) Understanding business ethics and socially responsible marketing, 
2) Developing and implementing a socially responsible marketing plan 
3) Identify characteristics of socially responsible marketing, 
4) Appreciate the benefits of integrating ethics into your marketing strategy, 
5) Recognise unethical marketing practices that ruin companies.

Definitions
Ethics are the moral principles and values that govern the actions and decisions of an individual or group
Social responsibility means that organizations are a part of a larger society and are accountable to that society for their actions.
Marketing ethics are marketers’ standards of conduct and moral values.
They are moral principles that govern marketers’ behavior. On the personal level, these principles express the differences between right and wrong behavior and the good or bad of human character
· Marketing ethics addresses principles and standards that define acceptable conduct in the market place.
·  Marketing usually occurs in the context of an organization, and unethical activities usually develop from the pressure to meet performance objectives. 
· Some obvious ethical issues in marketing involves clear cut attempts to deceive or take advantage of a situation
· When an organization is concerned about people, society and environment with whom and where it conducts business- they are socially responsible
· Socially responsible marketing is taking moral actions that encourages positive impact on all the company’s stakeholders, including employees, community, consumers, and shareholders. 
 
· The main responsibility of marketers is to communicate the organization’s decisions that will impact the various communities with which they interact. 
· Consumers have the right and power to decide which companies succeed or fail; so marketers have a major responsibility to ensure their practices are seen as philanthropic without being fake.
· Ethical Marketing is a philosophy that  focuses on honesty, fairness and responsibility. 
· A general set of guidelines can be put in place to ensure the company’s intentions are broadcasted and achieved. 
· Principles of this practice include:
· A shared standard of truth in marketing communications
· A clear distinction between advertising and sensationalism
· Endorsements should be clear and transparent
· Consumers’ privacy should be maintained at all times
· Government standards and regulations must be adhered and practiced by marketers.

Ethical Norms and Values for marketers
There are 6 ethical values that marketers are expected to uphold, and these are:
· Honesty – Be forthright in dealings and offer value and integrity.
· Responsibility – Accept consequences of marketing practices and serve the needs of customers of all types, while being good stewards of the environment.
· Fairness – Balance buyer needs and seller interest fairly, and avoid manipulation in all forms while protecting the information of the consumers.
· Respect – Acknowledge basic human dignity of all the people involved through efforts to communicate, understand and meet needs and appreciate contributions of others.
· Transparency – Create a spirit of openness in the practice of marketing through communication, constructive criticism, action, and disclosure.
· Citizenship – Fulfil all legal, economic, philanthropic and societal responsibilities to all stakeholders as well as giveback to the community and protect the ecological environment.

Social Responsibility and Marketing
Companies are aware that consumers are savvy and opinionated.
So with this in mind, firms should create an ethically sound marketing plan and integrate it into all aspects of their marketing mix.
· Do good not just to look good – focus on being responsible and how your firm can truly help the neighbourhood or country. It is in doing so that your customers, the press, and all those watching will be impressed.
· Think about long term effects, not short term gains – short sighted companies will undervalue the impact of responsible marketing for instantly gratifying increase.
· Speak up against company policies that do not reflect the ethical profile of the company – as the face of the company, marketers should voice their concerns when there is a potential for a practice to be seen as unethical.
Social responsibility in marketing involves focusing efforts on attracting consumers who want to make a positive difference with their purchases. 
Many companies have adopted socially responsible elements in their marketing strategies to help a community via beneficial services and products
· Consumer Orientation
· Innovation
· Value of the product
· Sense of Mission
· Impact On Society
Consumer Orientation
This socially responsible practice teaches that companies should base policies and operations on a consumer perspective.  
Not only will the marketer discover the customers’ needs, they will also, look at their plans as if they were the users.  
As an example, an over crowded website with lots of ads dumped onto it will be easily spotted if the marketers were to practice this method.
Innovation
· Improving products and services in innovative manner improves the experience for users. 
· And improving marketing strategies, polices, and brand personality, on an ongoing basis will position your company as an innovative experience to be repeated and passed on.
Value of the product
· A company that produces valuable products and focuses on offering the customer great pricing, excellent experiences and great customer service will not have to resort to aggressive sales tactics and gimmicks.
· Apple brand is famous for having people happily wait in line overnight to be first to own an upgraded product.
Sense of Mission
· A clearly defined corporate mission will help companies be clear about their plans, goals, and practices. 
· By putting the good of the community and associates over profit, companies will indeed see an increase in the number of consumers willing to pay premium prices for their products.
Impact On Society
· Unlike traditional marketing focus, which was cost reduction and profit increase, socially responsible marketers are more focused on providing goods and services consumers want, gaining feedback for improvement and giving back to the communities that helped them become who they are.

Unethical Marketing Practices
· Exploitation – avoid using scare tactics and hard sell and protect the vulnerable consumer.
· Spam – avoid flooding a customer’s voicemail, mailbox, email or any other means of communication with unsolicited messages or aggressive advances.
· Bad mouthing Competition – focus on the value and benefit of your product and point out its unique selling point, the consumers are smart enough to choose the better product.
· Misleading Advertisement and Information –any exaggerated claims or dishonest promises will cause the customers to mistrust you and even determine the failure of your brand.
· Philanthropic gestures for public relations – giving to charities solely for a tax write off will make the company appear uncaring and people tend to shy away from these types of companies and spend money where they feel the leaders and marketers are especially humane and gracious.
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