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Introduction
[bookmark: _GoBack]Deceptive advertising involves manufacturers' use of confusing and misleading statements while promoting a product. The law protects consumers against such advertisements through specific regulations. Truth in labelling is also an important area where a lot of deception is identified (Richards, 2013). The Pizza Puzzle case is an excellent example of how the same is done. Sharon Coombs, Food Services Manager, Augusta Marigold Inn through her deceptive plans intends to promote the same in an effort to survive in the competitive market. This paper is my opinion on how George Hansen, General Manager of Augusta Marigold Inn, can better respond to her recommendations.
Relevant Facts of the Case
There are facts to prove that indeed the decline in the room service business can be ascribed to the fact that there is stiff competition in the market and guests’ misconception that the pizza manufactured by Augusta Marigold Inn is of low quality compared to competitors. The decline in the sales of the product that has been doing so well is clear evidence. The increase in the number of boxes for other pizza firms being left in the room is a clear show that guests are preferring other competing companies. Even with the installation of a pizza oven and in the kitchen the continual decrease in sales is sure evidence of the misconception. Furthermore, way after the product quality is matched with the competitors' products, the improvement in sales is not as significant which tells us that guest indeed believe the hotel is not able to offer better pizzas (Case Study: The Pizza Puzzle).
Overreaching Ethical Issues
Augusta Marigold Inn is experiencing competitors' issue which should be handled without going an ethical as Sharon suggests. She wants to increase sales through a deceptive strategy of making the guests think this is a Napoli Pizza. She goes further to suggest to George on how they can do the same to make the guests believe the pizzas being offered are from a competing company. This is a show of dishonesty and lack of integrity which are vital for product promotion. This is against the laws and regulation and a negative advertising strategy that would affect the competitor and should therefore not be allowed. Therefore, George should reject her suggestions altogether and even take action to report Sharon to the various authorities as a show that he is not part of the deception. 
Stakeholders and What is at Stake for Each
If the deception is implemented, George being the general manager stands to suffer reputation since he will have shared in the same deception. Being the general manager of Augusta Marigold Inn, he has a responsibility as the person in charge to ensure there is honesty in the whole organization and fare competition is enhanced. Sharon stands to be jailed and fined if such a suggestion is implemented and Napoli Pizza Company discovers since such an operation may not go on for a long period. Furthermore, the hotels that would allow such a deception puts their business at stake and risks losing to their competitors (Case Study: The Pizza Puzzle).
Possible Alternatives
The best alternative for this company is to conduct further research and identify what has changed in the market. This is important since before they were having better sales (Twomey, Knight & McNeill, 2011). There must be something the competitors are doing not just in terms of quality improvement that is making more guests prefer their pizza to those from Augusta Marigold Inn. The company should there look at their advertising methods and presence in the market which might be creating a perception of preference in quality. This would be ethical and can work to restore the deteriorated sales. These alternatives would reveal honesty and integrity which make customers prefer the products.
Practical constraints
The alternative courses of actions should all be dropped since it is wrong to deceive customers and look like you are the competitor to realize sales. George should therefore with immediate effect drop the suggestions by Sharon and ask her to do further research that would allow them to know why other competing pizza companies are doing better in the market.
Conclusion
In conclusion, it is indeed true that negative advertising is currently on the increase. Competition in the market has made some organization even to use deception in labelling to survive. This is the case for Augusta Marigold Inn. George has, therefore, a responsibility to come out strong and stand against such a deception which might bring down the company's' operations.
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