
Ethical Template Framework

When faced with an ethical dilemma in either your personal or workplace, you can answer the following questions to make an informed decision. Each response should have complete sentences, and please add bullets if needed. 
· What are the relevant facts?
·  The video was derogatory and extremely offensive to most of the women. The image of the business may be inferior and harmful. The consequence of this is a decline in revenue overall, but more significantly, a large decrease in mouth marketing. Taking account of the fact that secondary data indicated that the primary decision-makers and the brand purchasers were women, this will very seriously affect them, given that the letters suggest that most women would never buy the product again. 
·  Another fact is that the potential new customers are kept away due to what they have learned from their existing customers from word of mouth. This affects a company seriously as every company seeks new customers to increase its profit and revenue, rather than potential customers. 
· The likelihood of your workers quitting will be another reality. Customers who are dissatisfied/scared make the job more challenging, and the work environment gradually becomes toxic. The resulting high turnover of workers further tarnishes the company's image and generates more expenses due to the increased need for new employees' recruitment, jobs, and training.
· What are the ethical issues?
· The publicity industry has, for several years, failed to objectify women and created unethical advertisements that show women as objects. The firm should learn and exercise the notion that women are individuals, not advisors. 
·  Companies should concentrate on the rights of individuals and support the same opportunity, irrespective of sex. Creating even advertisements to highlight women and girls' significance and making the general public hear their voices.
· In advertising agencies, customers should be handled equally based on the audience's class to which the advertisements are targeted, and the essence of the product or service advertised. Particular caution shall be used to prevent misleading or maltreatment of children and other sensitive audiences. Advertisers can also make use of discretion based on the product or service nature.
· Who are the primary stakeholders?
· Bruce Seth, a Consumer Goods Project Manager. 
· Priscilla Wheeling, Bruce's boss, and a marketing research manager.
·  
· 
· What are the possible alternatives or courses of action that can be taken?
·  I sincerely believe that the organization should not continue the advertising publicity message because it is contrary to women's rights. A lot of females are hurt as humiliating and aggressive. Bear in mind that women monitor 80% of procurement choices, but over 91% believe they are not linked to the advertisements they see. What does that say? What does that sound? There must be improvements. In ads, corporations will begin to value the integrity of women. They will create campaigns that avoid women being impartial and that are about women.
·  These women's complaints need to be heard by companies as well. Hear from the customer why he is disgusted.
· They have to consider the clients, put themselves in the clients' shoes. Try to see their point of view, considering what you know now. Is your complaint well-founded? Is the concern fair in your proposed resolution?
· Excuse the representatives.
· Maintain a way to monitor and handle consumer concerns so that over time patterns or particular problems can be detected to change or enforce processes in the future, whether one or more specific circumstances arise at some frequency before they become future complaints.
· What are the ethics of the alternatives or course of actions?
· Put, "systematically observing the behavior of another person without the knowledge of that person," is called spying. The organization, therefore, spies on its clients. Some individuals without their permission are unethical to observe. It infringes the privacy of an individual. 
·  It is not illegal to use and sell information to other firms, as many companies do, as consumer information provides a way to understand better and satisfy customer requests. Still, it is immoral in that it is unknown and unwanted. There are specific rules on data privacy that offer individuals a certain degree of control over the use of their data.
· Yes, culture is being affected. Even if you don't have to seek the other party's permission by regulation, you need to tell them that you register them. How several consumers in the business find they have found them without recognizing them, they will be betrayed. You may not have a legal argument, but your business reputation may still be destroyed, and the corporation is turned on you.
· All have different types of customers. Not all clients are alike. Identify which main factors differentiate between them and segment the users. It could be geography, unique goods, or demographic data they purchase. If you know that you can improve the emphasis on messaging for both the consumer and your company, build product, and drive value.
· What are the practical constraints or natural consequences of choosing this alternative or course of action?
· They may have a funding cut.
·  They will renew their membership by a more significant amount. 
· Customers would never purchase a brand because the message was offensive and because the woman's appearance in the commercial was awful.
· What action should be taken in why?
· I would move on in making a recommendation for the commercial for the next TV season and advertising the brand this time round, not infringing women's rights, because women are the primary decision-maker and purchasers of the product.
