		1







Global, Ethical and Sustainable Marketing 
Name
Institution
Date















Global, Ethical and Sustainable Marketing
[bookmark: _GoBack]	The topic of global, ethical, and sustainable marketing provides essential details regarding trade conducted among different countries. Many countries across the world aim to promote a large marketplace where companies across the world can freely compete for economic benefits (Solomon, Marshall, & Stuart, 2018). Nevertheless, the implementation of this approach also raises challenges regarding ethics, sustainability, and legal regulations applied in specific countries as they may hinder the success of global marketing. 
	Solomon, Marshall, & Stuart (2018) note that companies intending to join the global market should consider factors such as the economic, competitive, political, sociocultural, and technological environments of specific countries. These considerations are crucial in assessing the company’s preparedness and gaining a competitive advantage when investing in international trade. Regarding the economic environment, a company may assess aspects such as GDP, Forex, and infrastructure as well as a country’s level of development. 
Additionally, it is vital to consider the competitive environment as it enables an organization to identify the potential market share in a specific country. Nevertheless, Solomon et al. (2018) assert that it is important for businesses to assess both microeconomic and macroeconomic aspects in competitive markets so as to maximize their potential and satisfy consumers’ needs. 
	The technological environment is also an essential consideration in global marketing as it may provide a business competitive advantage. Organizations that have advanced technologies are more likely to provide high quality and desirable services and products. Besides, organizations with appropriate technologies are more likely to costs and sell affordable items that will attract more clients. However, investing in less developed countries may cost an organization more finances when introducing new technology as it may need to invest in infrastructure and training to gain a target market (Solomon et al., 2018). Companies that choose this approach aim at gaining long-term benefits as they are likely to attract loyal clients who appreciate the dedication of the organization to the wellbeing of the citizens in the country. 
The political and legal status of a country also affects global marketing. Political stability and favorable laws are more likely to encourage global marketing and foreign investments (Solomon et al., 2018). However, restrictions such as economic sanctions affect limit specific countries from engaging in trade interactions and global marketing. Some of these restrictions are also important as they aim at promoting human rights by preventing practices such as child labor and supporting the rights of workers. Besides, foreign companies should follow certain policies to promote fair competition with home companies, especially in developing countries. Nevertheless, some of these regulations also limit the extent of foreign investments as many governments aim to ensure the domestic companies benefit more from trade exchange. 
Furthermore, the sociocultural aspect of a country is also vital as it helps foreign businesses understand what is acceptable and unacceptable. This approach is also essential and may require organizations to invest more time and expertise in understanding relevant socio-cultural aspects, such as language, that may affect marketing approaches. Other sociocultural aspects that a company may consider include taboos, values, business norms, time and punctuality, and religious beliefs and celebrations. As a result, organizations that implement this approach are more likely to gain a large target market and earn more from global trade. 
	One of the unethical concerns regarding global marketing involves how the poor are affected by this process. In my perspective, many marketing activities service the rich and exploit the poor, especially in developing and least-developed countries. The main reason for this claim is that many setups in developing and least developed countries mainly lack the institutions for assessing consumer preferences. Prabhu, Tracey, & Hassan (2017) note that these economies provide emerging markets and many foreign firms are quick to benefit from these opportunities without shaping the institutional needs required to facilitate fair trade exchange. In precise, many foreign companies focus on luring the poor to purchase the goods instead of creating more infrastructure and better employment opportunities that would be fair for continued global trade. 
	The issue of product safety is also a crucial ethical consideration. Most concerns regarding product safety have been contributed by technological advances such as e-commerce that have increased the entry of bulk goods in the market. As such, national and international legislations implemented in a country will affect effective surveillance of products before they reach consumers. This approach shows the importance of these regulations to be clear and strict to promote safety in global markets. Additionally, the same procedure will help in promoting the quality of products entering the markets. Besides, technological development can also promote verification of the quality of products before exporting or importing.
Planned obsolescence is also an issue that contributes to unethical global marketing. This concept entails manufacturing goods that have a shorter lifespan so as to sell upgraded products to consumers. This approach is unethical as it increases environmental waste as more products will be produced and outdated items disposed of. Nevertheless, countries can minimize the impacts through the implementation of appropriate policies (Solomon et al., 2018). 
	Regarding consumer credit, easy access to credit enables people to purchase goods they do not need or cannot afford as they have an opportunity to pay later. Besides, a combination of easy credit and accessible internet and online shopping has also increased impulse buying due to a variety of options that lures potential buyers. As a result, this behavior also affects environmental sustainability due to overconsumption enabled by credit buying. 
	In conclusion, global marketing has been associated with certain unethical practices that affect environmental sustainability. Some of these issues include issues regarding product safety, exploitation of the poor, low-quality products, planned obsolescence, and easy consumer credit. Nevertheless, appropriate policies and legislation can help to minimize the negative impacts of global marketing. 
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