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Define sustainable marketing and discuss its importance.

Sustainable Marketing

Lecture Objectives
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Identify the major social criticisms of marketing. Egwddl 3] dg3goll duc )l dc izl Olalasyl wuss v/
Social Criticisms of Marketing

Define consumerism and environmentalism and explain how they affect marketing strategies. Bll Byl 35y llgiunsl) dokoslas o BRI
Consumer Actions to Promote Sustainable Marketing

Describe the principles of sustainable marketing.
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Business Actions Toward Sustainable Marketing

*g a%:; Explain the role of ethics in marketing. Goal 3 OIS H9d jpuds v
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Sustainable marketing calls for the adoption of socially and
environmentally responsible practices that meet the current
needs of consumers and businesses while preserving the
ability of future generations to meet their own needs.
Accordingly, this concept extends beyond a focus on
customer satisfaction and short-term business performance
to embrace a perspective that balances present value with
future interests.

Sustainable marketing is based on two main dimensions:

* Consumer needs and company needs ARIR|

*  Current needs and future needs . s . .
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Combining these two dimensions gives rise to four
interrelated marketing concepts: the marketing concept,
strategic planning, societal marketing, and sustainable

marketing.
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First) The Marketing Concept: It focuses on meeting the current

needs of consumers and the company by identifying the needs and

wants of target customers and satisfying them more effectively and

efficiently than competitors, thereby supporting current sales,

growth, and profits. However, satisfying immediate wants may not

always serve the future interests of consumers or the company.

Second) Strategic Planning: It combines meeting consumers’ current

needs with attention to the company’s future needs; the company

seeks to satisfy its customers at present while planning for its long-

term growth and continuity.

Third) Societal Marketing: It focuses on the company’s current needs

while taking into consideration the future interests of consumers and

society. Therefore, it considers the long-term social and

environmental impacts of marketing decisions and practices.

Fourth) Sustainable Marketing: It combines the future needs of

consumers and the company by meeting current needs in a manner

that preserves resources and the rights and choices of future

generations. This concept balances:

* Achieving business performance and ensuring the company’s
continuity.

e Satisfying consumers and providing them with genuine value.

* Assuming social and environmental responsibility.

* Preserving the interests of future generations.
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* Societal marketing is concerned with the future

well-being of consumers and society, whereas
strategic planning focuses on the company’s future
needs. Sustainable marketing combines both
dimensions by adopting socially and environmentally
responsible practices that meet the current needs of
consumers and the company and preserve their ability
to meet their needs in the future.

* Sustainable marketing does not rely solely on the
company’s efforts; rather, it requires an integrated
system in which multiple parties cooperate, including:
companies, consumers, suppliers and partners,
policymakers, and public bodies and institutions.

* This cooperation requires examining social
criticisms directed at marketing practices, identifying
sustainability-related  issues, and  encouraging
companies, individuals, and public entities to adopt
responsible practices.

* Thus, the transition to sustainable marketing
represents a shift from focusing on current satisfaction
and profits to achieving balanced, long-term value for
consumers, companies, and society, while reducing
negative social and environmental impacts and
preserving the interests of future generations.
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o Responding to sustainability challenges: Eighty percent of McDonald's menu is
now under 400 calories, including this Egg White Delight McMuffin, which weighs in
at eight grams of whole grain against only 250 calories and five grams of fat.
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Social Criticisms Directed at Marketing
First) Marketing’s impact on individual consumers

Marketing is subject to various social criticisms, some

sufficient evidence. The most prominent criticisms

*  Excessive profit margins
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* High Distribution Costs: The length of distribution
channels, the involvement of multiple intermediaries, and
the high costs of their services may increase the final price.
In contrast, retailers emphasize that their margins cover the
services consumers need, such as convenient access to
stores, a wide assortment of products, extended business
hours, multiple choices, and return policies. Competition
among major retailers, such as Walmart and Costco, also
contributes to promoting efficiency and maintaining
competitive prices.

psychological value to products, allowing national brands to
charge higher prices than private-label brands and similar
alternatives, despite the limited functional differences

advertising provides value to consumers through:
introducing available products and alternatives, providing
the information necessary to make a purchase decision,
facilitating product comparisons, and enhancing confidence
in the level of quality offered by the brand.

* Price differences are clearly evident in the
pharmaceutical market; branded drugs may carry
considerably higher prices than generic drugs or private-
label brands, despite containing the same active ingredients
\Qd performing the same basic function.

* High Promotion Costs: Critics argue that companies may
use advertising, packaging, and promotion to add [Reiet S

among them. In contrast, marketers maintain that |
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* Excessive Profit Margins: Critics accuse some sectors, such
as the pharmaceutical industry, of imposing high profit margins,
as the cost of manufacturing a drug may be limited compared
with its selling price to the consumer. The pharmaceutical
industry responds that the price does not reflect only the direct
manufacturing cost, but also includes: research and
development costs, costs of developing new drugs, costs of the
required testing and procedures, marketing costs, and risks
associated with developing drugs and introducing them to the
market. As a result, substantial price gaps may arise between
branded drugs and their generic alternatives, even when they
provide the same ingredients and therapeutic functions.

* A high price is not sufficient evidence of an unfair marketing
practice, as the price may reflect additional services, expected
quality, or actual costs incurred by the company. Conversely, a
price increase may be unjustified when it is not associated with
genuine value or results from consumer exploitation. Thus,
assessing price fairness requires distinguishing between: a
legitimate increase that reflects actual costs, additional
services, or genuine value, and an unjustified increase resulting
from excessive profit margins or exploitative marketing
practices.

* Accordingly, prices should be evaluated in light of the
relationship among cost, value provided, competition, and the
degree of clarity of the information available to the consumer.
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2- Deceptive Practices: Deceptive practices refer to methods
that lead consumers to believe that they will receive greater
value than they actually obtain. They are divided into three
main categories: deceptive promotion, deceptive packaging,
and deceptive pricing.

* Deceptive Promotion: Deceptive promotion occurs when a
company misrepresents a product’s characteristics or
performance level, or advertises an unavailable product or deal
with the aim of attracting consumers. It may also involve
making claims that are not supported by sufficient scientific
evidence.

* Deceptive Packaging: Deceptive packaging occurs when the
package is designed in a way that suggests that the quantity of
the product is greater than it actually is, or when it includes
information or descriptions that do not accurately reflect the
product’s size or contents. This practice may lead consumers to
form an inaccurate perception of the product’s quantity or
value, even when the basic information is provided on the
package.

* Deceptive Pricing: Deceptive pricing involves providing
inaccurate or misleading information about prices, such as:
claiming that the displayed price is the factory or wholesale
price, using an artificially inflated original price, advertising
discounts that appear greater than they actually are, or
comparing the selling price with a fabricated reference price or

w that is not actually applied.

) Deceptive advertising: Luminosity recently settled with the FTC on
charges that it deceived consumers with unsupported claims that its
“brain training” games would protect them against cognitive decline.
“Lumosity simply did not have the science to back up its ads,” said
the FTC.
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3- High-Pressure Selling:
High-pressure selling refers to the use of intensive persuasive
techniques to induce consumers to purchase products that

they had not considered buying. This approach is common in

certain sectors, such as insurance, real estate, and used 3 Slaall gsdie 35e e 5AS Aoy il
automobiles, which rely heavily on the efforts of sales loall i3]

representatives to persuade customers. Lgke Banio g0 Jaiall o apdl sy S

High-pressure selling may take various forms, including: Gug e Blas Ay poge pliddal o
llgie)! D lasiun!

Adaall oY 5, Saall ZldYl e

CLéﬁJ\ Zgagm 3T EUauJb @MJ}*—& L§‘L> o

Glagell Qodie 285 Glibluey 819> @uds e

* Using pre-prepared sales presentations aimed at
persuading the consumer.

* Repeatedly pressuring the consumer to complete the
transaction.

* Creating an artificial sense of urgency or limited time.
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* Offering incentives and competitions that encourage sales Syl 3 165as Alo Ll alisol o
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* Using loud and intensive techniques in extended television
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4- Shoddy, Harmful, Or Unsafe Products

Social criticisms of Marketing
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Criticisms directed at products center on three main

aspects:

K/
0‘0

Low quality levels and the product’s failure to
perform its functions with the required
efficiency.

Inadequate safety resulting from corporate
negligence, product complexity, or deficiencies
in quality control.

The limited benefits provided by the product or

the harm it causes to consumers.

CARBONATING
THE WORLD

The Marketing and Health Impact of Sugar Drinks
in Low- and Middle-income Countries

WY

® Harmful products: Is the soft drink industry being
irresponsible by promoting harmful products in
emerging markets, or is it simply serving the wants
of consumers while letting them make their own
consumption choices?
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5- Planned Obsolescence: Planned obsolescence refers to designing or

marketing products in a way that makes them obsolete and encourages

consumers to replace them before the end of their actual useful life.

Obsolescence takes two main forms: physical obsolescence and perceived

obsolescence.

* Physical Obsolescence: It occurs when a company uses materials or
components that are subject to breakage, wear, corrosion, or
deterioration within a shorter period than they should be, thereby
reducing the product’s useful life and encouraging consumers to
purchase a new replacement.

* Perceived Obsolescence: It is based on changing consumers’

perceptions of acceptable styles and designs, so that the product

appears outdated despite remaining usable. This is evident in the fast-
fashion industry, which continuously introduces new styles, prompting

consumers to discard clothing at the end of the season for aesthetic

reasons rather than because it is damaged or has lost its functionality.
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Obsolescence in Technological Products: Companies may introduce new
models in rapid succession, making previous devices appear obsolete
quickly. This is evident in consumer electronics, such as mobile phones,
cameras, music players, and storage media, where a device may be
perceived as outdated shortly after its introduction, despite continuing to
perform its functions. Critics argue that these practices turn consumers into
serial product replacers and increase sales by encouraging frequent
replacement rather than long-term use. Marketers argue that frequent
replacement does not always result from practices imposed by companies,
but may be associated with other factors, including:

* Changes in consumer tastes and their desire for new styles.

* Asense of boredom with old products.

* A preference for owning the latest technological innovations. Q

* Continuous technological development.

* Competition among companies to offer better products.
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6- Poor Service To Disadvantaged Consumers: The marketing system
is criticized for its limited ability at times to serve disadvantaged
consumers, particularly those with low incomes. These consumers
may be compelled to purchase from small stores that offer goods of
limited quality at high prices due to a lack of suitable alternatives in
their areas. The entry of large stores and retail chains into some low-
income neighborhoods has contributed to improving services, but it
has sometimes led to the closure of small local stores, leaving some
areas without adequate retail service coverage.

The concept of food deserts refers to low-income areas that lack
stores providing healthy and fresh food at affordable prices. These
areas typically contain small stores that offer frozen foods, prepared
meals, potato chips, and soft drinks, while fruits, vegetables, and
other healthy options are limited. Limited access to good-quality,
affordable food may have adverse effects on consumers’ health,

particularly the health of children and low-income families.
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Improving service to disadvantaged consumers does not necessarily
require creating a separate marketing system for them. Moreover, the
problem does not always lie in an insufficient number of stores; rather, it
may lie in the lack of appropriate types of stores, products, and services.
Therefore, companies should:

Study the actual needs of low-income communities.

Provide good-quality, healthy products at affordable prices.

Design distribution channels that facilitate access to products.

Avoid unnecessary services that may increase prices.

Cooperate with local institutions and community leaders.

DN NI N N N

Achieve a balance between economic viability and social responsibility.
Thus, the fundamental problem lies in the limited availability of good-
quality, healthy products and appropriate services at prices that
disadvantaged consumers can afford. Addressing this problem requires
developing offerings and distribution channels that align with the needs of

these communities and combine the provision of value to consumers,

@nomic viability for the company, and social responsibility.
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Second) Marketing’s impact on society as a whole

criticisms directed at marketing are not limited to its impact on the
individual consumer but extend to society in general. the most prominent
criticisms focus on three main aspects: false wants and too much
materialism, too few social goods , and cultural pollution.

1- false wants and too much Materialism: Critics argue that marketing
creates unnecessary wants and encourages excessive and unsustainable
consumption. Marketers maintain that consumer wants are influenced by
multiple factors and that companies often respond to existing demand
rather than create it, while consumers retain the freedom to accept or

reject products.
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public or social goods at an adequate level. increased
consumption of private goods may generate a need for
additional public services and impose costs that are borne not
solely by the producer or consumer but also by society and the
state.

thus, insufficient social goods arise when the excessive
production and consumption of private goods generate public
costs that are not taken into account. addressing this problem

requires incorporating social costs into production and

consumption decisions, either by requiring producers to bear 55 Byl drgy Loy Sogelly CSlmall O e g
these costs and develop more efficient products or by ooty 01 Lol e oy deliael ST sl
requiring consumers to bear part of them through taxes and e m) ” .

q g P g s 'C‘“”“‘”

charging |

fees, thereby directing the market toward more sustainable

alternatives and reducing the harm borne by society.
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3- Cultural Pollution: Cultural pollution refers to the
saturation of individuals’ surrounding environment with
marketing and advertising messages through television
programs, magazines, outdoor billboards, email, websites,
social media, and mobile devices. Critics argue that the
continuous flow of these messages leads to: creating visual
and communicative clutter, interrupting the media content
followed by individuals, causing boredom or annoyance,
disseminating values associated with materialism, power,
and social status, and influencing prevailing tastes, values,
and lifestyles. Therefore, some critics call for regulating
advertising and limiting its proliferation and cultural
impacts.

Marketers maintain that advertisements aim to reach a
specific audience, but the use of mass communication
media may result in the message reaching individuals who
are not interested in the product. Nevertheless, consumer
objections decrease when messages are related to their
interests or reach them through media they have chosen
themselves. Advertising also generates economic and
informational benefits, most notably: financing media
outlets and digital platforms, reducing the prices of
newspapers and magazines, supporting the availability of
free or low-cost media services, enabling consumers to
learn about products, and providing promotional content

W may be entertaining and engaging.
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Third) Marketing’s impact on other businesses

restrict competition within the market. These criticisms focus on three main practices: ool 31s> BBl cipadlioll e 31yl 1 ety Slaplas
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1- Acquiring Competitors: A company may expand by acquiring its competitors rather of sl 9 S5 By olxie kS cye Yo gudlin e

than developing new products internally. Critics fear that the acquisition of major or

acquiring competitors, creating barriers to the entry of new companies, and using unfair

competitive practices.
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* Increasing the concentration of market power. Shgial) dx-Uall ShLal goi3g SEIYN o dll o
* Restricting innovation and the diversity of choices available to consumers.

emerging competitors by large companies may lead to:

* Reducing the number of competitors in the market.

* Absorbing promising companies before they grow.
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Nevertheless, some acquisitions may generate economic benefits, as the acquiring LS Lea5 Jaiss §jatell o2l Byl ¢ 5 53gminell 45!

company may improve the management of struggling companies and reduce their costs. Budlia)l Gings U delin J) dod (edlie JB0l 3 5 15
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by weak competition. Therefore, not all acquisitions are considered harmful, but they fadliall Blasp) pts ¢p0 STl dpo oS

They may also contribute to introducing a new competitor into an industry characterized

@uire government oversight to ensure that they do not weaken competition. )
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difficult for new competitors to enter the market, such as: S Olelyy Sl

* Owning patents. 25 yell (zog Al Yl e

* High promotional expenditures. nei9alls (pygall ga Lpam e sly o

* Building exclusive relationships with suppliers and distributors. B A1 3150y sylonl Aadlall B33 pliisl o

* Using strong brand power and substantial financial resources. Oradliall o sllau gl Jolad (o Ao a8l bog & )0 0
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* Imposing contractual terms that restrict intermediaries from dealing with competitors.

Critics argue that some of these practices constitute unfair barriers to entry. In contrast, their

sound management practices, and that patent protection encourages companies to invest in Ul Ball o el s o3 (3a skl Comdl (3 Slotadl e
research and development. Therefore, a distinction should be made between a legitimate basioll 32lgaly Iy BUSH UNS oo 35,1 Lo gl de duall
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deliberate barriers used to prevent new competitors from entering the market.
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» Setting prices below cost.

* Preventing distributors from selling competitors’
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terms.

Although laws prohibit these practices, it may be difficult to

rove that a company deliberately sought to eliminate
P pany Y & Google-Suche A
competitors or unlawfully exploited its market power.
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Promoting sustainable marketing requires cooperation among companies, consumers, and

government entities; companies seek to achieve their economic objectives, while
consumers are concerned with protecting their rights and purchasing power. In this context,
two organized movements have emerged: consumerism and environmentalism.

First) Consumerism: It is an organized movement of citizens and government agencies
aimed at strengthening the rights and power of buyers in relation to sellers.

Sellers’ rights include: offering products in different sizes and styles, provided that they are
not harmful to health or safety, Setting prices in the absence of monopolistic practices,
spending on promotion provided that it does not constitute unfair competition, using
advertising messages as long as they are truthful and not misleading, and offering purchase
incentives as long as they are fair and clear.

Buyers’ rights include: accepting the offered product or refusing to purchase it, and
choosing among the available alternatives, Expecting the product to perform its function in
accordance with the claims made about it. However, the balance of power may favor the
seller because the seller possesses more information about the product. Therefore,

consumers need to seek information, educate themselves, and exercise caution when

Qking purchasing decisions.
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Consumer advocates call for expanding consumer rights to include: obtaining accurate
information about important aspects of the product, protection from questionable products and
marketing practices, influencing products and practices that affect quality of life, and consuming
in @ manner that preserves resources and the environment for future generations.

Some of these rights have been transformed into legislation and government measures, such as:
requiring lenders to disclose the true cost of credit, displaying unit prices to facilitate
comparison, clarifying product ingredients, presenting nutritional information, specifying
expiration dates, indicating the country of origin, and tracing ingredients. This information helps
consumers evaluate alternatives and make more informed decisions.

Proposed measures to strengthen consumer protection include: protecting consumers from
financial fraud, tightening product safety requirements, protecting the privacy of their
information, granting them greater authority over the services on which they depend, regulating
or prohibiting certain product ingredients when necessary, reducing advertising clutter and
noise, and representing consumer interests on corporate boards of directors.

These measures contribute to improving quality of life, increasing the information available to

consumers, and enhancing the efficiency of institutions operating in the field of consumer

@tection.
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Second) Environmentalism

Environmentalism aims to raise awareness among individuals and companies of the effects of
marketing and production activities on the natural environment. It does not oppose marketing
or consumption; rather, it calls for practicing them with greater environmental responsibility. In
this respect, it differs from consumerism, which focuses primarily on strengthening the rights
and power of buyers in relation to sellers.

The modern environmental movement emerged during the 1960s and 1970s as a result of
growing concerns about various environmental problems, most notably: mining and
deforestation, acid rain and depletion of the ozone layer, air and water pollution, toxic waste
and waste accumulation, the loss of recreational areas, the use of chemicals in food, and the
production and marketing of hazardous goods.

These concerns led to the enactment of laws regulating industrial practices that affect the
environment and requiring investments in pollution-control technologies. Some companies

objected to these regulations because of their high costs and their potential impact on

competitiveness.
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Today: Tomorrow:
Greening Beyond Greening
Pollution prevention New clean technology .
Internal Eliminating or reducing Developing new sets ' This framework addresses more than just
waste before it is of environmental natural environmental challenges. It also
created skills and capabilities |~ | points to opportunities for creating
" sustainable value for markets and the
Product stewardship Sustainability vision firm through environmentally sustainable
External | Minimizing environmental | Developing a strategy - strategies and practices.
impact throughout the framework for creating
entire product life cycle sustainable value
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Competitive relations decisions
Anticompetitive acquisition?
Barriers to entry?
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Sustainable Marketing Principles
Under the sustainable marketing concept, a
company’s marketing should be guided by five

sustainable marketing principles:

Consumer-oriented marketing

Agtinall Ax gall G gl

Customer value marketing
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Sense-of-mission marketing
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Innovative marketing
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Societal marketing
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Consumer-Oriented Marketing S5 of gl g0 dEgell rgedl] an
Consumer-oriented marketing means that a company views and Jshaie e Lgalaiiy dndrgudl lgilasdl J) 35,4
organizes its marketing activities from the consumer’s de garme Olalan] Hltiul JWS oo ccllgianed!
perspective by identifying and understanding the needs of a 3 lesl] e ol dlgagds Dol cya Bodona
specific group of customers and working to satisfy them both at dtally o] byl
present and in the future. o g3l 138 ek by

Applying this orientation requires: Aol adugianal! sHhaall Lo

(o215 dg=g po Bogud! i)
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Carefully selecting target customers.
Viewing the market from their perspective.
Understanding their current and future needs.

Organizing marketing activities in accordance with those needs.

Providing them with superior and continuous value. I T T
& P o8 Byadnng A8 gaie doud @IS
Thus, a company can build sustainable and profitable customer daldtis B by ASad1 adaind Y s

relationships only by placing customers at the core of its 5 & by I 0o Y] Slandl go dovyes

Slelizl o dad @iy dugudl b3
Siians @grods e g8 e Ladlig Gl

N Y,

marketing decisions, providing value that meets their current

needs, and maintaining its ability to serve them in the future.




Chapter Business actions toward sustainable marketing
10 ‘alwl &Mly’u C.‘JSJ\"LJl Olely]

MIDOCEAN

UNIVERSITYI'

Customer-Value Marketing
Customer-value marketing is based on directing the company’s resources toward marketing
investments that provide genuine and sustainable value to customers, rather than focusing
on methods that achieve a temporary increase in sales.

Short-term sales promotions, cosmetic modifications to products, and direct-response
advertising may stimulate sales, but they do not add value comparable to actual
improvements in:
‘ \. CUS'AOmER

Product quality.

&

Its features and functions.

Its ease of use.

Its ability to meet customer needs.
This principle calls for continuously improving the value provided, thereby enhancing
customer engagement, satisfaction, loyalty, and long-term relationships with the company.

Thus, the relationship is based on value exchange; when the company provides superior
value to customers, it receives value from them in return in the form of repeat purchases,

loyalty, and continued patronage, which contributes to building sustainable and profitable

(Iationships with them.
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Innovative Marketing

The principle of innovative Sl 56 Byotns Bygeas 45,4
dasdlly ol 3 s
Jal=s (I b ddgad
sl 3 Jaddly Busaxn)l

genuine improvements in its | ' s i . e e N

H Q
products and marketing : i, Bl § bodke wis W5 (e
activities. A company that s St g5 Budlin 355 wla) Clias

ignores new and better ways of - e
ONE-HOUR DELIVERY Ao 5 3 deleld ST dabo )

marketing requires the

company to continuously seek

\Q

conducting its business may
ultimately lose its customers to
a competing company that has

developed a more effective way - . ‘

of delivering value.

® Innovative marketing: Amazon never stops looking for new ways
to create customer value, such as Amazon Prime Now, which gives
same-day—or even one-hour—delivery of customer orders.
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Sense-of-Mission Marketing

It means that the company
defines its purpose within a
broad social context that
extends beyond merely selling
products. This orientation helps
provide employees with a
sense of the value of their work
and a clear direction, while also
giving consumers a meaningful
reason to engage with the
brand and supporting the long-

term interests of both parties.

g

* Low costs

e Long production lines
e Self-assembly at home
e Self-transport

e Convenient boxes

e Catalogues

e Remaining Swedish (de5|g;n management)

e Modern ideals (durable, easy to live with,
natural and free style, color, joy)
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It is based on making marketing decisions by ohloel dnyl g Dlsal IS
balancing four main considerations: )
*  Consumers’ current wants. Immediate Satisfaction Al Sl Ly o
* The company’s requirements and objectives. lg3laaly 45l llax .
*  Consumers’ long-term interests Low High _— .
' OSdginal) 2V gl Zladdl e
* Society’s long-term interests. ) Desirable i 1 Al .
High | Salutary products osmed) J23 sl s

This principle emphasizes that neglecting the

products

Lol Jlal of Tuwdl 1 aSho
skl U2 3 aetmally cllgial!
Low | Deficient products Pleasing products Ol g el Sl
wokil ooy ] dadly dslaizdl

Al diun dogd puds Olxiio

long-term well-being of consumers and society

constitutes a failure to serve them. Socially

conscious companies can also transform social

Long-run
Consumer Beanefit

and environmental problems into opportunities

to develop products that deliver sustainable

value.
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Products from the Societal Marketing Perspective

Societal marketing classifies products according to

the degree of immediate satisfaction and long-

term benefit into four types:

* Deficient Products: These products provide
neither immediate appeal nor future benefit,
such as bad-tasting and ineffective medicines.

* Pleasing Products: These products provide
high immediate satisfaction but may harm
consumers in the long term, such as cigarettes
and unhealthy foods. The marketing challenge
is to add long-term benefits to them without
reducing their current appeal.

 Salutary Products: These products provide
long-term benefits but lack immediate appeal,
such as bicycle helmets and certain insurance
products. Therefore, features should be added
to make them more appealing and encourage
consumers to use them.

* Desirable Products: These products combine
immediate  satisfaction  with  long-term
benefits, such as a delicious and nutritious
breakfast. They represent the objective that
companies should strive to achieve from the
societal marketing perspective.

Immediate Satisfaction

Low High

Desirable

High | Salutary products

products

]

Deficient products

Lang-run
Consumer Benefit

‘ Pleasing products I

fear
e
mess

@ Desirable products: method's cleaning products are both effective
and beneficial. “method cleaners put the hurt on dirt without doing
harm to people, creatures, or the planet,” so you can “fear no mess.”
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Marketing Ethics and the Sustainable Company
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Marketing ethics constitute a foundation for sustainable marketing
because unethical practices harm consumers and society, weaken the
company’s reputation and effectiveness, and may threaten its continuity.
Therefore, the company’s long-term success is linked to its commitment to
ethical and responsible marketing conduct.

Marketers face complex situations in which it may be difficult to
determine the appropriate course of action, particularly when increasing
short-term sales conflicts with consumer interests and social responsibility.
Managers also differ in their level of sensitivity to these issues, making
individual ethical decisions insufficient to ensure consistency in the
company’s practices. Therefore, companies should develop clear
institutional policies for marketing ethics, including: relationships with
distributors and intermediaries, advertising and promotion standards,
customer service and the protection of customer rights, pricing policies,
product development, quality, and safety, and the general ethical
standards governing marketing decisions.

Written rules cannot address all potential ethical situations. Consistently
approving actions that generate immediate sales may lead to unethical or
irresponsible practices. Conversely, rejecting all selling approaches may
weaken the effectiveness of marketing activities. Therefore, managers
need ethical principles that help them: assess the ethical implications of
each decision, balance sales and social responsibility, consider the interests
of the parties affected by the decision, determine the boundaries
consistent with their consciences and the company’s values, and avoid
sacrificing long-term trust for temporary gains.
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The Philosophies of Ethics and Social Responsibility

There are two fundamental philosophies for guiding companies in
ethical issues:

First) Reliance on the Market and the Law: This philosophy maintains
that the free market and the legal system determine acceptable
conduct; therefore, a company may engage in practices permitted by
laws and market mechanisms. However, legal compliance does not
always ensure ethical conduct, as some practices may be legal but
harm consumers or society or conflict with social responsibility.
Second) The Company’s Social Conscience: This philosophy places
ethical responsibility in the hands of the company and its managers.
According to this philosophy, high standards of ethics and
responsibility should be applied when making decisions, regardless
of what the law permits or market conditions encourage. This
philosophy requires the company to evaluate its decisions in light of

their effects on consumers, employees, partners, and society, rather

@n solely according to their ability to generate profits.

Ethics in Marketing

618
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Some Morally Difficult Situations in Marketing

. Your R&D department has changed one of your company’s products slightly. It is not really “new and improved,” but you know
that putting this statement on the package and in advertising will increase sales. What would you do?

. You have been asked to add a stripped-down model to your line that could be advertised to pull customers into the store. The
product won't be very good but salespeaple will be able to switch buyers who come into the store up to higher-priced units. You
are asked to give the green light for the stripped-down version. What would you do?

. You are thinking of hiring a product manager who has just left a competitor's company. She would be more than happy to tell you
all the competitor's plans for the coming year. What would you do?

. One of your top dealers in an important territory recently has had family troubles and his sales have slipped. It looks like it will take
him a while to straighten out his family problems. Meanwhile, you are losing many sales. Legally, on performance grounds, you
can ferminate the dealer’s franchise and replace him. What would you do?

. You have a chance to win a big account in another country that wil mean a lot to you and your company. The purchasing agent
hints that a “gift" would influence the decision. Such gifts are common in that country and some of your competitors will probably
make one. What would you do?

. You have heard that a competitor has a new product feature that wil make a big difference in sales. The competitor will dem-
onstrate the feature in a private dealer meeting at the annual trade show. You can easily send a snooper to this megting to leam
about the new feature. What would you do?

. You have to choose between three advertising and social media campaigns outlined by your agency. The first (a) is a soft-sell,
honest, straight-information campaign. The second (b) uses sex-loaded emotional appeals and exaggerates the product's ben-
gfits. The third (c) involves a noisy, somewhat irritating commercial that is sure to gain audience attention. Pretests show that the
campaigns are effective in the following order: ¢, b, and a. What would you do?

. You are Interviewing a capable female applicant for a job as salesperson. She is better qualified than the men who have been
interviewed. Nevertheless, you know that in your industry some important customers prefer dealing with men and you will lose
some sales if you hire her. What would you do?
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Principles of Marketing Ethics . ) S I oK e
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Companies need clear institutional policies and guidelines to help employees Sole B 3ol 4SyeY dumazd] Lgdo cposaily Sdnall LAWY Ladlgal

address complex ethical situations. The American Marketing Association’s Code ol

of Ethics includes three fundamental principles: e 5 )1 JaEY eyl o S iz Taod 1 bty < piall Bl T

* Do No Harm: This principle requires avoiding actions or omissions that may DL dolaiall g1slly olsdll pbU as (63 BLLYI 51 Slginall 140
cause harm to consumers or other parties, while complying with the laws g
and regulations governing marketing activities. (A5 s Dl Jolat)l e Taxed! 1o ashy 1 uswdll pladl § A3 jie3 e

* Foster Trust in the Marketing System: This principle is based on acting fairly ) i o
and in good faith and avoiding deception in: product design, pricing, s cdidbgudll OYLA Grawdl colxiiall praial i@ gl cuxdy
marketing communications, distribution, and relationships with customers £8adlg el xe BNl
and partners. o ) ) . .

*  Embrace Ethical Values: Marketers should adhere to values that support 33039 J2YI dbgl LB eeds oy pLAIY 85l G AU il 55 e
long-term relationships and enhance trust in marketing, including: honesty, bl gall ddlaadl calis @il cddggunall cduall 1 oids ¢ gsuill Lol
responsibility, fairness, respect, transparency, and citizenship. o .

Ethical conduct should not depend solely on personal judgment; rather, it sy dl dhed Cam o codmy (gasadl slgdl e @MY gl datay OF (32 Y

should be institutionalized as an integral part of marketing decision Holul) donily gy Glubas audg (UM o duigudl ShLEN 813 e 50

management through: establishing clear policies and codes of ethical conduct, ) . o T

appointing officers responsible for ethics and compliance programs, organizing ()l Dy Jee (g eedaid (JUkedly IS ol e (lgsens Gpead ¢ @IS

workshops and training courses, providing guidelines for addressing ethical Sluleall e EW ©lgid slad] ASMsY cdlanedl g Jolaill Gloliy] ndss
dilemmas, establishing channels for reporting misconduct, holding employees ) . ) )
accountable for unethical decisions, and ensuring senior management support Holudl Wall BV ped9 AWV 2 ChLAN e oalelall Dol dallall

Qresponsible conduct. ,djw
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@® Marketing ethics: Google’s Code of Conduct is the mechanism by which
the company puts its well-known “Don’t be evil—do the right thing” motto into
practice.
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The marketing philosophy is based on the premise that companies _—
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that meet customers’ needs and wants and provide them with
genuine value are more capable of prospering, whereas companies
that fail to serve them or cause harm to them, society, or future
generations decline. Sustainability is a major trend in the business

world, as it affects companies’ competitiveness and continuity. The 5] S o5 Laylatuly 5l dedlisl

Ly Cluwll e hatie oy aSal
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evaluation of a company’s and its leaders’ performance is no longer
limited to sales, profits, and immediate results, but now includes
the long-term effects of their decisions on consumers, society, and

the environment.

A sustainable company is one that creates value for customers BT s elain! Ui Olajlas S
through socially, environmentally, ethically and economically Slaall Glals e lgolaial aths Yo Golazidly
responsible practices. Its concern is not limited to the needs of 2o el e Sl ) dioy b el
current customers but extends to the needs of future customers, de Adlrally dgmlosy 4S80l latul Oloss
while ensuring the company’s continuity and success and preserving mally obalally edlusell zllias

@interests of shareholders, employees, and society. J
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Sustainable marketing is based on achieving shared value by balancing three dimensions known

as the triple bottom line:

1. People: Considering the interests of customers, employees, and society.

2.  Planet: Protecting the environment and conserving natural resources.

3.  Profit: Achieving the economic performance necessary for the company’s continuity and
growth.

Sustainability does not mean sacrificing profitability; rather, it means generating profits

responsibly in a manner that preserves the ability of the company, society, and the environment

to continue in the future.

Sustainable marketing provides a framework that helps the company engage customers and

build long-term relationships with them. When the company provides responsible and

sustainable value to its customers, it receives value from them in return through:

e  Satisfaction.

* Loyalty.

* Repeat purchases.

Relationship continuity.

& Support for the brand’s reputation.
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* Al allows brands to personalize ads, but it also raises
serious concerns about how customer data is collected
and used. Ethical marketing requires transparency,
consent, and protection of consumer privacy.

* Example: Meta was fined after it used user data from
Facebook and Instagram for targeted advertising without e 0
clear user consent, raising global data privacy concerns.
G pmiil) ety ¢ Slginnall iy o135l gan A4S g 8IS
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Fairness and Inclusion in Al
Marketing

If Al systems are trained on biased data, they may

create discriminatory ads that exclude certain groups.

Ethical marketing requires fairness and equal
representation.

Example: Amazon stopped using its Al recruiting and
ad-targeting tools after discovering bias against
women and minorities in automated decision-making.
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WHAT ABOUT ETHICS USING AI?
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Truth and Consumer Protection

Al-generated deepfake images and videos can
mislead consumers. Ethical marketing must
protect customers from deception and false
advertising.

Example: Clearview Al faced global criticism for
using Al face-recognition without consent, raising
ethical issues about identity misuse and
manipulation.
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