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Companies in controversial industries should not face across-the-board advertising restrictions on their products if they are not directly promoting their controversial product, in this case tobacco.  

An across- the-board ban on advertising for companies involved in the tobacco business would not increase their ethical behaviour. As society changes and evolves, social beliefs and norms will transform, driven by greater scientific and medical understanding, increased fear of litigation and a general move towards values such as concern for others. Products such as cigarettes were socially and medically acceptable fifty years ago but are now no longer considered acceptable. The companies selling these products should be offered a migration path in which they can move into their other socially acceptable products, and through mechanism such as increasing regulation and taxes, be encouraged to move away from their less socially acceptable brands. Banning advertising of all Phillip Morris related products is likely to produce counter-productive legal battles between the companies and government.  Alternatively, offering a migration path will drive increasing social values and ethics, allowing the company to migrate towards socially and ethically acceptable brands.  By Mill’s understanding this would increase utilitarianism (greater good for all), whilst Kant would have argued that the companies would be fulfilling their rational duties by migrating towards ethical brands.

Secondly, if government does wish to ban products such as tobacco they can simply enact legislation to do so.  However, as discussed above this does not deliver the best possible result for society.  

The sophisticated nature of tobacco marketing underscores the near impossibility of control via regulation.  

Marketing has become an increasing complex art using sophisticated methods such as viral and experiential marketing. It is a rapidly evolving field able to progress at a faster speed than government regulation.  As such, regulation can be too slow and simply result in legal arguments between government and advertisers, without the desired result of socially and ethically responsible products.  

The conclusion drawn is that companies must be encouraged to act ethically. As discussed above, businesses must be encouraged via taxes and restrictions to migrate towards ethical brands, agreeing with Humber’s argument that firms must encouraged to act in line with their moral responsibilities. The government and community can work together to ensure that ethical corporate behaviour reaps greater commercial returns than the alternative. This situation will then deliver socially acceptable products to the consumer.

What ethical issues are likely to intrude into the relationship between marketing managers and their customers?

Cigarettes are legal products sold on the basis of adult choice. It is the choice of an adult, once they are informed as to the costs and benefits of the product, whether to carry out the purchase of the product. 

There is a duty of care that exists between marketing managers and customers, particularly in the case of Philip Morris and cigarettes. Marketing mangers have a duty to their company to market the product and sell the product on its benefits, but at the same time they have an obligation to their customers to ensure that any costs (especially health costs) that are known about by the company are also known about by the customer. In the case of Philip Morris much of this is enshrined in legislation stating that a certain percentage of the packaging of each packet of cigarettes contains health warnings. 

Ethical issues intrude only so far as the marketing manager must reasonably expect a customer to be informed prior to consumption of a product of all costs relating to the consumption of that product, and furthermore the marketing manager should not act to deny these effects. So if a customer could reasonably be expected to know of the costs of smoking or eating fatty foods, the marketing manager is under no further obligation to state this (except where required to do so by law). 

Is a code of ethics sufficient to ensure fair play in marketing? Explain? 

As Kenneth Arrow said: “Codes are not a universal substitute for… taxes regulations and legal remedies”. Arrow also argued that codes help to facilitate business by acting as an assurance to less informed buyers. Compliance with codes is costly but worthwhile in the long run if their existence helps to grow an industry. However, in a game theory sense they present the short term opportunist with a huge incentive to cheat. 

Furthermore, instead of being controlled by evolving and fluid community standards, the ethical practices of companies would be controlled by compliance with less malleable legislative standards, which would need to change continually in order to keep pace with community attitudes. 

As such codes are not sufficient to ensure fair play in marketing. 

Introduce and critically discuss the concept of “green marketing”

Green marketing involves the promotion of environmentally safe products and ecologically friendly practices. ‘Dolphin friendly’ tuna is an example of a green marketing initiative. Green marketing is beneficial in that it can raise the bar amongst competitors. When you are in a supermarket with the opportunity to select either dolphin friendly tuna or tuna that does not claim to be dolphin friendly, other things being equal, most people would choose dolphin friendly tuna. 

Green marketing does not work so well in situations where comparisons are difficult. Walking into a Starbucks one is not immediately struck by how Joe’s Coffee Shop around the corner is more environmentally friendly than Starbucks. The comparison is difficult to make because the two products are not co-located, and there is less need to stress green credentials at the point of purchase.  

Secondly, who checks the claims of green marketing? Firms can claim to be ethical in their treatment of rainforest land where coffee is grown, but consumers will be hard pressed to go and check, and furthermore to compare the practices on Starbucks-designated-coffee-land and compare this with Joe’s-designated-coffee-land.
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