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Definition 
Marketing ethics describe principles and values that govern practices conducted in business for the people engaged in promoting products and services to the consumers. Marketing ethics are a set of principles which are highly regarded within the marketing profession and are mainly executed in advertising campaign for a particular organization. Sound marketing ethics are those that gear towards customer satisfaction with the goods and services being promoted in an organization. Moreover, ethics in marketing applies to different areas such as in product, pricing, distribution, promotion and also advertising (Borgerson, 2002).   
Reasons for Having Ethics in Business
· When a corporation behaves ethically, consumers develop a more positive attitude towards the firm, and the products and services offered
· Ethics create trust within an organization
· It creates a good image about the corporation in the minds of the customers, the employees, shareholders and the entire society
Ethics in Marketing 
Marketing issues can be discussed using four different ways; product and packaging, price, placing, and promotion. In all these ways, unethical issues may arise in an organization in the marketing field. Some of these unethical issues include 
· Many retail shops sell products that have expired
· Promising the shipping of goods when knowing delivery of the goods in impossible by the promised date is unethical
· Products being moved in unsafe vehicles is unethical
Ethics in Consumer Protection 
Consumer protection is designed to ensure equal competition opportunities and free flow of information in the market place. Consumer Protection Laws are designed to prevent fraudulent businesses from gaining an advantage over their competitors hence protecting businesses. In the U.S., for example, the FTC’s Bureau of Consumer Protection protects consumers from unfair, deceptive and fraudulent business practices in the business market.     
Marketing Ethics in the Global Market 
Marketing ethics are essential in reviewing the global market practice. In the recent past, owing to the fact that markets, business and the production process have been internalized, many entrepreneurs and marketers deal with marketing ethics and issues regarding social responsibility occasionally in different cultural settings. Growth in the globalization process has increased the ethical responsibility of many organizations in the world (Wible, 2011). Huge organizations often show a high bargaining power than some of the national governments. Developing and under-developed countries have international markets that can be exposed to unprincipled marketing practices because they have a weaker economic potential, a low bargaining power, and also some lack a legal framework to protect local companies, their consumers and the society at large. 
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