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#MeToo Movement
The MeToo movement started as a way for survivors of sexual assault and sexual harassment to bond and share their stories. Since then, it has become a worldwide movement with a presence all over social media. The campaign has sparked significant legal and social changes on the issue of sexual violence (White, 2018). Different companies have publicly taken a position regarding sexual violence and communicate this to their customers in many ways. In response to the recent media coverage of sexual harassment in and outside the workplace, several companies decided to; acknowledge and recognize that their companies are not immune to this issue. Also, companies have started to review their sexual harassment training curriculum and make it better. Many companies and their top leaders have also chosen to explicitly show solidarity with the #MeToo movement.
Companies have taken a stand to emphasize zero-tolerance company policies towards sexual harassment publicly. They do this through company blogs that allow them to reach both their employees and their customers. It provides for both media attention on the issue and public engagement. Some companies have also pointed to their policies on the steps employees can take to report incidences of discrimination and sexual violence (Atwater et al. 2021). Others emphasize their core values and company culture that supports non-violence, especially of a sexual nature. Most of these companies use blogs alongside other media platforms such as Facebook, Twitter, Myspace, and even Quora to spark conversation around this social issue and communicate their position of non-tolerance. The movement is a marketing issue because consumers are aware of the severity of this social issue and its impact in the workplace as well as in their lives. Marketers must find ways to engage communities better and play a proactive role in transforming a toxic culture to bring the needed change.
Different companies such as Twitter have found ways to profit from the movement’s popularity and ability to reach people’s hearts. Making it a marketing issue shows how poorly understood the objective of the movement is because it was started to bring out social change. Customers often lose interest in a company when an allegation of workplace harassment surface, most of these customers would push for actions to be taken. Still, their trust would have been broken, and they opt for the services and goods of other companies with zero-tolerance policies for workplace sexual violence. Companies need to recognize their workplace culture and take a proactive approach to deal with issues of sexual violence and gender bias in the workplace (Borelli-Kjaer et al. 2021). 
It can be done by disseminating a written statement that details the company’s zero-tolerance on sexual misconduct to all employees regardless of position, role, or who one knows within or without the company. Moreover, implementing a recordkeeping mechanism within the company is a proactive way of ensuring that a history of behaviour patterns is easy to identify and deal with (White, 2018). A priority should be made such that when an allegation is made, a consistent and standard investigation process is used across the company. In dealing with workplace harassment, companies should keep in mind that targets of sexual misconduct can be women as well and men, customers, vendors, and visitors to the company workplace.
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