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Unethical Influence by Conditioning
Classical conditioning is a form of associative learning where the neutral stimulus acquires ability to produce specific reaction because of its systemic association with another independent-unconditional stimulus that triggers the same or similar reaction (Cherry 2018). It presupposes that behavior is learnt by repetitive association between response and stimulus.
	Classical conditioning is involuntary, unlearned response which occurs naturally in reaction to unconditioned stimulus. The practice of classical conditioning is a strategy that is used by politicians and advertising agents to mislead people according to Schiebels (2012). The conditioning involves transfer of feelings and thoughts by building relationships between two unrelated issues. In advertisements companies for instance selling lotions may feature a well-known celebrity to imply that use of the lotion is the reason for their beauty. While that may not be true, consumers will transfer the love for the celebrity to the lotion by purchasing the product. This is not ethical, first it is deceitful and also secondly the consumer is not informed. 
Politician who are unpopular usually ride on parties loyalties by voters and other famous candidates to get elected. In states or regions where a certain party is dominant, voters choose candidates who vie using their preferred parties. These icons, ideologies or personalities naturally elicit positive feeling of joy and fulfillments among certain set of people and politician work to transfer them over time Schiebel (2012) explains. Popular songs are also employed to sway voters by evoking emotions.
These practices are manifests of exploitation, dishonesty and deceit. They are unethical in the sense that politicians and advertisers seek to gain individual benefit by knowingly presenting false information on voters and consumers. Information asymmetry disadvantage them, hence they make wrong choices and decisions albeit involuntarily.
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