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Corporate Responsibility Analysis
Distinguishing Corporate Social Responsibility, Ethical and Legal Issues, and their Effects on Marketing
Corporate responsibility is a crucial component in the business environment. Notably, there are legal, social, and ethical considerations tied to this initiative. According to Kim (2018), it is associated with ethically sourced products such as fair wages and ecological harm. Additionally, it encompasses the work setting and other social initiatives like donating second-hand clothes to the needy. Essentially, having a good CSR strategy in place helps in marketing the company's image positively to the consumers. Conversely, legal responsibilities are concerned with setting business boundaries and working with regulatory bodies to ensure integrity. As such, observing legal requirements helps protect the company from breaching online advertising standards. Besides, ethical responsibilities refer to society's expected behavior, which is not law. However, overlap in responsibilities area is often experienced by the organizations when the rights of employees are not protected. Therefore, a conscious company doing what is right needs precedence over doing the bare minimum, such as being legally and ethically responsible. 
Consumer Influence on Ethical Behavior in Marketing
Today, consumers have access to social media platforms before corporate information. Besides, most people are more concerned and conscious of the business environment. People will vote on where to invest, whether environmental concerns or issues to deal with social justice (Lialuk et al., 2019). Resultantly, businesses need to heed the desires of the consumers as they are the prominent investors in a company, thus, the need for marketing. When consumers' demands are not met, they are most likely to consider substitutes to satisfy their wants. Therefore, a company like Big M, for instance, needs to exhibit its tout-based initiatives as they cannot hide their blemishes from competitors. Besides, non-governmental organizations can use the shortcoming against the company, thus affecting its marketing position in the environment. 
The Value of Communicating Ethical Behaviors to The Public
Being ethical involves acting right or following good working ethics at work.  Notably, with most people losing sight of right or wrong, it is imperative to adopt proper communication ethics. Essentially, a correct standard of communication in public increases the level of security within consumers, thus trusting the product sold or services offered in a company. Additionally, it enhances the function of orientation. For instance, proper communication ethics enhances respect of law, professional, and personal integrity among individuals while managing business activities and ensures the stability of the company's operations. Therefore, ethical codes should be communicated to ensure both consumers and company staff are grounded in similar core beliefs regarding human character and morality that affect basic motivation and other business operations like marketing. 
[bookmark: _GoBack]How Ethical Issues Influence Legal Issues in Marketing
For effective marketing to take place, liberties with facts stretching from unethical to legal challenges must be considered. In the marketing world, business is expected to act in the best interest of consumers. Besides, the sole purpose of marketing is to establish a competitive advantage (Mandal, 2018). Essentially, an organization achieves its advantage when it does a more satisfactory job than competitors in terms of services and products. Consequently, ethical abuses often cause social and governmental pressures for organizations to assume significant responsibilities for their actions. Therefore, professional associations, consumer interest groups, and individual regulatory groups have significantly influenced marketing.
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