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Discussion
Marketers are expected to embrace ethical values, practice and communicate these values so as to boost consumer confidence over time. Some of the basic values that must be communicated to the consumers include responsibility, honesty, fairness, citizenship, openness and respect. All marketers must always ensure that they have abided to these marketing values so as to ensure that they have not engaged in any unethical behavior. This would always help to promote honesty in the marketing field. These adverts are effective in ensuring that individuals have been protected from all forms of unethical behaviors and engagements in the marketing field (Breakenridge, 2021). 
One of the recent adverts that I saw on the television was the Johnny Walker advert. It is evident that alcohol adverts are not only unethical but also irresponsible as they require people to purchase more of their products and services which lead to unhealthy population. 	Johnny Walkers adverts are unethical for many reasons. Firstly, they provide increased misrepresentation of factual information, which can affect many consumers. Secondly, the advertisements for Johnny Walker products can also affect the health of general populations. It is clear that the sale of alcohol products can lead to the damage of the population.
 	Thirdly, Johnny Walker products do not provide caution to the whole population for having engaged in alcohol consumptions. For this reason, there is a need for the adoption of measures in which these populations would be prevented from increased consumption of alcohol products as they can affect the welfare of general population (Pelsmacker & Taylor, 2021).
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