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Abstract 
Marketing practice in recent times has witnessed increasing pressure in bid 
to build and maintain mutual, beneficial, and dynamic exchange 
relationships with stakeholders, in a manner that preserves the society. As 
the link between society’s demands and firms’ offers, expectations, and 
scrutiny have grown demanding therefore, operations by firms, in 
accordance with professional standards guiding the conduct of business. 
This paper has hypothesized that; ethical considerations do not significantly 
enhance marketing practice. Survey was conducted among few selected 
firms in Abuja metropolis, Nigeria and relevant literature reviewed. 
Investigation revealed that; ethical considerations significantly enhance 
marketing practice. The paper concluded by proffering suggestions which 
are believed will enhance marketing practice in this our ever changing world 
of publics and markets.  

 
The practice of marketing has evolved over the years having begun from its early origins in 

distribution and selling and metamorphosed into a comprehensive philosophy for relating firms 
dynamically to their markets. With this development has been a tremendous rise in the level of 
competition, for customers’ time, and money, and expectations for a better society devoid of 
pollution, and degradation etc. 
 

Firms in response seek to gain prominence and leadership positions of their respective 
industries at the expense of rivals by combining, at various levels, the variables used in influencing 
markets in a more efficient, and effective manner. The resulting rivalry calls for checking the 
activities of firms to ensure consumer satisfaction, and safety; enthronement of a healthy competitive 
situation, and preservation of the society. 
 

Ethical considerations which are the thrust of this work go a long way in actualizing these 
since they set out professional standards that should guide marketing activities thereby playing a 
significant role in the enhancement, of the practice of marketing. But will marketing firms operate in 
such manners even if profit goals are to be compromised? All the same, what are these ethical issues 
in marketing? Which factors influence ethical decision making? What are the challenges, and how 
could firms respond to them? What benefits could accrue to an ethical-oriented performing company?  
These are discussed in subsequent sections. 
 
Objectives of Study 
This study aims at explaining the need for firms to be ethically inclined in their operations. 
 
Problem Statement 

Firms strive to satisfy their customers and preserve the society with their various offerings, 
profitably. Incidentally the markets keep changing in tastes and preferences, and more legislation, 
enacted for a better society also increasing resulting in higher costs of doing business. This might 
eventually lead to compromise of values and standards in some way if the firms are to still meet their 
customer and societal requirements profitably. The compromise they now see as strategic options that 
enhance their competitiveness questioning therefore the enhancing powers of ethical considerations.  
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Statement of Hypothesis 
The hypothesis guiding this work is stated thus; 

HO:  Ethical considerations do not significantly enhance marketing practice.  
H1:  Ethical considerations significantly enhance marketing practice. 
 
Research Questions 
The following questions were asked in the course of study. 
(1) Which area does the firm face ethical issues most? 
(2) Which factor poses as the most challenging of ethical issues? 
(3) How costly is it being ethical in operations? 
(4) What could a firm benefit most for being ethical in its operations? 
(5) How would ethical considerations enhance marketing practice of an organization?  
(6) What would a firm suffer most for unethical practices? 
 
2.0       Theoretical Review 
Marketing Defined: 

Marketing has been variously defined by scholars. It is seen as; 
* The process of planning and executing the conception, pricing, promotion, and distribution of 

goods, services organizations and events to create and maintain relationships that will satisfy 
individual and organizational objectives. (Boone, and Kurtz, 2004:7)  

* The process of creating, distributing, promoting and pricing goods, services and ideas to 
facilitate exchange relationships with customers, and develop, and maintain favourable 
relationships with stakeholders, in a dynamic environment. (Pride, and Ferrel, 2008:3) 

* The societal process by which individuals and groups obtain what they need and want through 
creating, offering, and freely exchanging products and services of value with others. (Kotler, 
and Keller, 2006:6) 
 
A cursory look at the above reveals that marketing could be simply seen as “the study of 

exchange relationships”. It is an important business function and plays significant roles as it;
 Contributes to Product Development; Helps Businesses to Survive and Grow; Contributes 
to Economic Growth; Creates Job Opportunities; Enhances Living Standards; Serves As Tool for 
Not-For-Profit Organizations; Promotes Customers Welfare and Society; Enhances Consumer 
Awareness; and Promotes Bilateral and Multilateral Relationships 
 
Nature of Marketing Ethics 

 A lot of literature has been devoted to the question defining ethics. 
Basically, they are professional standards of conduct, and when used in analyzing business, become 
one form of decision making similar to profit maximization, and legal compliance. Thus ethics are the 
values or standards that govern professional conduct. (Laczniak, 1993:14) 
Marketing ethics is defined as the marketer’s standards of conduct and moral values. (Boone, and 
Kurtz, 2004: 83). 
 

It requires individuals and a firm to do what is morally right. Firms are to promise customers 
and  business partners that quality and fairness won’t be sacrificed for profit, and in turn expect 
customers loyalty toward their brands and them not getting involved in shoplifting, coupon frauds etc. 
Coincidentally issues involving marketing ethics are not clearly cut. Otherwise how would one 
reconcile the idea of a legally developed product like cigarette, with its health hazards being 
advertised to the public? 
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Ethical Issues in Marketing 
We now turn to the crux of this study. What then is an ethical issue? To (Pride, and Ferrel: 

2008) it is an identifiable problem, situation or opportunity requiring an individual or organization to 
chose from among several actions that must be evaluated as right or wrong, ethical or unethical. Thus 
a marketing ethical issue exists the moment an activity makes a customer or manager feel cheated, 
irrespective of its legal implications that can be argued. Example if the quality of a product is reduced 
slightly in bid to increase profits, an ethical issue has occurred because the consumer will feel cheated 
irrespective of the legal implications. The above issue relates to product. In same view other elements 
price, promotion and place have ethical issues bordering them, which have been examined too. 
 
Product 

The product is the most important element in the marketing mix of the firm. It is on it that 
other decisions are reached. Hartman (1998:502-504) has observed that the product creates ethical 
problems when;  
*  Marketers fail to disclose all substantial risks associated with the product or service usage. 
*  Identify any product component substitution that might materially change the product or 

influence buyer’s decision. 
*  Identify extra-cost added features  
*  Offer products, with limited durability. 
 
Price 

This is the only element in the mix that creates sales revenue. Decisions on it take a 
considerable proportion of management time. Marketers have the right to price their products in a 
manner that reasonable level of profits shall be earned. However where the firm seeks excessive 
profits at the expense of the consumers then an ethical issue occurs. 
The common ethical issues here exist when marketers get involved in: 
* Price fixing  
* Price discrimination 
* Price increases 
* Deceptive pricing. (Boone and Kurtz: 2004) 
 
Promotion 

The promotion element seeks to convey messages from the marketers end to that of the 
consumers. The consumers expect the marketers to pass on non-misleading information as they seek 
to inform, persuade, and remind them of their products, and at same time fight competitors. But 
sometimes ethical issues occur or exist, when marketers;  
*  Convey misleading information;   
*  Involve in bait-and-switch advertising,  
*  Offer bribes 
 
Distribution (place) 

Distribution is concerned with making the product available at the places, and time they are 
wanted. These products are distributed using channel members that enhance time, place, and 
possession utilities. However common ethical issues exist, when marketers;  
* Manipulate a product’s availability for exploitative purposes.  
* Coerce intermediaries to behave in a certain manner. 
* Get involved in dumping, predatory competition. 
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Factors That Influence Ethical Decision Making 
There are three factors that influence ethical decision making. They are individual, 

opportunity and organizational relationships.  
 
Individual Factor 

The individual factor comes to play when people in attempt to resolve ethical issues; base 
their decisions on their respective principle of right or wrong. As individuals, our basic values are 
taught by our parents, relations, religious bodies and they form our basis for judgment, which we 
apply to not only marketing decision making, but to all situations. Thus there exists as a result, 
variability in ethics, in the market place. 
 
Organizational Relationships 

Every organization has its set of values, goals, norms and beliefs that the members share. 
They therefore shape the employees’ thinking or perception toward their employer, and the level of 
service they will render or extend to the consumers. 
Actually, the values stipulate how employees are to behave but incidentally, there is interplay of the 
company values and individual values which give yet a different ethical image for the company, 
suggesting that the employees or coworkers influence themselves. These they do through mere 
discussion or working at a committee level. 
 
Opportunity 

Situations that provide rewards or limit barriers could as well shape ethical decisions in 
marketing. A salesperson could use undue advantage through deceptive sales presentations made 
receive bonuses from his company. Such opportunity if it keeps presenting itself, the tendency is that 
repeat behaviour may keep occurring. The other way round, he may conceal information about the 
territory’s viability for fears of increased sales quota having got the opportunity not to reveal material 
facts. 
 
Challenges of Ethical Issues 
Ethical issues in marketing are characterized by various challenges. They are briefly outlined here 
under. 
* Conflict between Personal Ethics, and Organizational Ethics  

Here a lot of understanding is needed in relation to what is right or wrong and the moral 
philosophy that underlies personal and organizational ethics. 

* Playing Good and Avoiding Business Failure 
  This challenge considers a firm that wants being ethical, and being in business even it means 

stooping to the unethical practices of its rivals instead of experiencing business failure. 
 
* Monitoring Changes and Trends in Society’s Values. 
  This demands that firms should continuously respond to changes in the society by introducing 

products that meet to changing tastes and preferences. 
* Assuming Responsibility for Employees’ Conduct 
 Management is to assume responsibility for her employees’ conduct with third parties by 

establishing and enforcing policies that address society’s desires. 
* Predicting Long-term Effects of Decisions on Wants:  

Marketer’s Job shouldn’t stop at mere determination of wants. Rather he has to make 
predictions on the long-term effects by making use of outside-the-firm specialists like doctors, 
scientists, etc. 
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* Balancing Costs 
 Societal demands are simply cost intensive. The society wants best of environment and low-

priced products at same time. This requires firms to find a way of balancing costs of low-
priced products to that of manufacturing, packaging and distribution. 

* Satisfying the Desires of Every Group 
          How possible this will be, remains a fundamental question. Cigarette smokers find it difficult 

to quit and non-smokers want a smoke-free environment, for instance. What then shall 
tobacco companies do? Quite a challenge especially now that anti-tobacco crusaders want a 
tobacco-free world. 

 * Balancing Society’s Demands to Satisfy All.  
This seems a mirage. As individuals differ, so are their tastes, and       preferences. Thus 
satisfying them at same time is not possible. Marketers need to evaluate societal demands and 
willingness to pay as a basis for enduring economic survival.  

 
Expected Response to Ethics 
 A firm’s response to operating ethically shall entail the following: 
* Recognizing Ethical Issues. 

Firms are to recognize the ethical issues (Czinkota, and Dickson et al 2000:50) characterizing 
the product, price, promotion and place and avoid indulgence in them. It should as well 
consider ethical issues surrounding marketing research. 

* Employing Ethically Minded Individuals and Dismissing the Unethical Ones.       
  Firms should hire individuals that would understand how to match their values with that of 

the organization. Those that their values override that of the organization and make the image 
blurred should be disengaged. 

* Developing a Code of Conduct. 
 Organizations should develop codes of conduct. So that employees see that as standards 

acceptable within the firm. The code stipulates the guidelines that will enable them achieve 
organizational objectives in an ethical manner, and punishments that would be meted on 
violators. Many professional bodies like the American Marketing Association, Institute of 
Marketing, London, and National Institute of Marketing of Nigeria have established codes of 
conduct guiding their members. Violations of the codes attract different degrees of 
punishment. 

* Using Ethics Officers. 
 Firms should use ethics offers in bid to operate ethically. Such officers are charged with the 

responsibility of creating and distributing a code of conduct, enforcing the code and meeting 
intermittently with staff to discuss ethical issues. 

* Implementing Ethical Compliance Programmes. 
 Organizations should as well implement ethical compliance programmes. This it can do 

through provision of training in ethics, to employees. Again it should enforce punishment due 
for offenders. 

 
Benefits of Being Ethical 

Ethics are the values or standards that govern professional conduct. In marketing it ideals 
specifically with the application of moral standards to marketing decisions, behaviours, and 
institutions. 
Marketing ethics when religiously observed shall see to enhanced marketing practice which in turn 
promises customers satisfaction, organizational growth, and improved societal well-being. 
 
Consumer Satisfaction    

It is a known fact that customers have myriad needs and appreciate optimal value for their 
money. The due observance of Marketing ethics would ensure customer satisfaction because, products 
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would be introduced in their right qualities, with due warranties, warning if injurious, and remedied if 
expectations fall short. 
Apart from this, customers shall pay reasonable prices for items bought and shall be protected from 
undue pricing practices like bait and switch, predatory pricing, price fixing etc. 
 
Organizational Growth 

Ethical considerations in practice of marketing shall lead or result to organizational growth. 
This is because, Marketers shall be aware of how their behaviour may influence, or impact on the 
behaviour of others in organizational relationships. In consideration thereof, they shall apply 
confidentiality and anonymity in professional relationships with regard to privileged information. 
Again the ethical considerations shall make Marketers not to take other peoples works either in part or 
wholly and present them as theirs without compensation or consent from the originator or owners. In 
addition it shall help curb manipulation by Marketers in attempt to take advantage of situations to 
maximize personal welfare in a manner that deprives the organization. 
 
Improved Societal Well-Being 

Ethical considerations in practice of Marketing shall result in the overall enhanced societal 
well-being. This would be possible as a result of firms rising up to their social responsibilities. This 
could be demonstrated by taking corrective actions before it is required, getting involved in 
appropriate social programmes; taking a stance on public or social issues, publicly admitting mistakes, 
working with affected constituents to resolve mutual problems; and striving to make profits on an 
ongoing basis. Futrell (1998:44)  
3.0    Data Analysis 
The research question 5 used in testing the hypothesis is presented here, and the rest forming part of 
the findings. 

Table 5:  Response on How Ethical Consideration Would Enhance Marketing Practice 
Options Top Mgt  Staff Middle 

Mgt. 
Staff 

Lower 
Mgt. Staff  

Total Percentage 

      
 Significantly  12 32 13 57 63.3 
Insignificantly  3 13 17 33 36.7 
Total  15 45 30 90 100% 

Source: Field Survey, 2012 
 
From table 5 above, a total number of 57 respondents that cut across all management levels 
representing 63.3% are of the view that ethical considerations significantly enhance marketing 
practice while 33 respondents of same distribution representing 36.7% product are of the view that 
ethical considerations do not significantly enhance marketing practice. 
 
Test of Hypothesis  
 The hypothesis states that; 
Ho:  Ethical considerations do not significantly enhance marketing practice. 
HI:      Ethical considerations significantly enhance marketing practice. 
In testing the hypothesis, the chi-square test statistic has been used and a 5% level of significance, 
assumed. Table 5 has been reproduced, with the expected frequencies. 
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Table 5:      Responses on How Ethical Considerations Would Enhance Marketing Practice  
Options Top 

Management 
Staff 

Middle 
Management Staff  

Lower 
Managem
ent Staff  

Total Percentage 

      
 Significantly  12 (9.5) 32 (28.5) 13 (19) 57 63.3 
 Insignificantly    3 (5.5) 13 (16.5) 17 (11) 33 36.7 
Total  15 45 30 90 100% 

Source: Field Survey, 2012 
 
Expected frequencies (E) are determined using; 

 E = Column Total X Row Total    
                       Overall Total 

For the “Significantly” row we have 
Cell 1.= 15  x 57   =     855  =  9.5 
       90       90     
 
Cell2.= 45  x 57   =    2565  =  28.5 
       90       90     
Cell3.= 30  x 57   =    1710  =  19 
       90       90     
For the “Insignificantly” row, we have:- 
Cell1.= 15  x 33   =     495  =  5.5 
       90       90     
 
Cell2.= 45  x 33   =    1485  =  16.5 
       90       90     
 
Cell3.= 30  x 33   =    990  =  11 
       90       90     
(the expected values are inserted in table above) 
 
 Calculation of chi-square (X2) Test statistic 
X2 =∑ (0-E)2   Where X2  = Chi-square test statistic 
            E                                   ∑  =  Summation   
                  O  = Observed frequency 

                     E  =  Expected frequency 
 

X2 = (12-9.5)2
 + (32-28.5)2 + (13-19)2 + (3-5.5)2  + (13-16)2  + (17-11)2 

  9.5          28.5           19               5.5            16           11 
 = (2.5)2  + (3.5)2  + (-6)2  + (-2.5)2  +   (-3.5)2  + (6)2   
            9.5      28.5      19         3.5         16.5      11 
=  6.25   + 12.25 + 36 + 6.25 + 12.25 + 36   
             9.5      28.5   19    3.5     16.5    11 
=     0.66+0.43+1.87+1.14+0.74+3.27= 8.11 
   
Determine Degrees of Freedom. (df) 
df  = (R-I) (C-I)          where R = No of Rows; C =  Columns  
df  = (2-I) (3-I) 
 = 1X2 
           = 2 
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Decision Rule 
If the computed X2 value is greater than the critical value then the null hypothesis stands rejected 
otherwise accept. 
Now at 2df and 5% level of significance, 
X2 critical value = 5.991 
 
 Drawing a Statistical Conclusion 
Since the computed X2 value (8.11) is greater than the critical value (5.991)   the null hypothesis (Ho) 
is rejected, and the alternative hypothesis (HI) accepted. We therefore conclude that ethical 
considerations significantly enhance marketing practice. 
 
4.0 Summary of Findings 
 The study revealed that; 
(1) Marketing firms face ethical issues in the areas product, price, promotion, and place decisions 

with the product, being most vulnerable. 
(2) Clash of values, monitoring changes, assuming employee responsibility and balancing costs 

are challenges of ethical issues. 
(3) Being ethical is quite costly. This is because firms need to revise their offers constantly to 

meet market trends and demands. 
(4) Being ethical offers the firm increased patronage, competitive edge, and profit margins. 
(5) Unethical practices result to loss of customers, market share, profits, and lack of trust. 
(6) Firms have started responding positively to ethical issues. Their response have been more on 

recognizing ethical issues, and developing codes of conduct. 
 
  5.0 Conclusion and Recommendations 
Marketing’s position in the society has placed on it so much responsibilities, and pressure from 
stakeholders with high expectations. Satisfying those demands the conduct of business in an 
acceptable manner which may in turn bring about competitive edge, increased patronage, reduced 
costs, rising profits etc. 
However, this study suggests that firms are to:  
-         Recognize the ethical issues in marketing and abhor them: 
- Understand and appreciate the effects of the impinging factors. 
- Deal more with ethically minded individuals,  
- Come up with codes of ethics, and  
- Implement provisions of the code 
- Incorporate ethics into the overall strategic planning of the organization. 
With these in place, marketing practice in our dynamic, and turbulent marketing environment shall 
really be enhanced.  
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