Part 1: Article Review
Article Selected: Bowen, R. (2018). Ethical Issues in Content and Social Media Marketing. Enveritas Group. Retrieved on 23 December 2020 from https://enveritasgroup.com/campfire/ethical-issues-in-content-and-social-media-marketing/

In this article the author highlights and adequately explains some of the core ethical concerns that arise when marketers use the social media platform to engage their audiences. For instance, Bowen explains that privacy is a fundamental concern whereby marketers need to be wary of the breach of data privacy and confidentiality. They have to ensure that their online marketing activities are legally compliant and are within the acceptable standards. Failure to ensure privacy would erode the public’s confidence in the brand. 
Moreover, Bowen warns about over-promising and under-delivering. While there is always a temptation to keep customers happy an informed, the communication need to have honesty and practicability. For instance, exaggerating the features of a product would result in great disappointment on the market. In turn, customers may ignore the brand due to trust issues arising from such exaggeration. In addition, the author raises concerns over spamming, fear mongering and use of click bait headlines. These approaches are coercive for they negatively affect customers’ interaction with the brand. For instance, use of spamming makes customers unfollow you or even abstain the brand. Importantly, the article is about ensuring communication is truthful, honest and reasonable to the audiences. 

In exploring the effect to consumers, especially children, Bowen stresses the need to make communication simple, and truthful. For instance, the author warns about being opportunistic in capitalizing on needs of young audiences. For instance, inappropriate messaging for alcoholic products not intended for below-18-year old audiences should be restricted. Marketers also need to create custom content for specific needs. For instance, messages about children and teenagers should accompany reminders to ensure adults are available to make decisions. 
Besides, another area concerns data sharing. In an era where sharing of data is swift and real-time, marketers need to ensure messaging is suitable for sharing. For instance, spamming on Twitter and other social media sites only irk consumers and damages the brand reputation. It is essential to follow the legal requirements that guide how data is generated and shared. By doing this, the communications reflect the integrity and respect accorded to the brand. While there is usually no direct policing of social media posting, the overall cultural and moral expectations are implied. It is, therefore, vital for marketers to determine the ethical standards and limits so that their messaging does not contravene the existing moral code. 
While it is undeniable that morality always changes with culture, there are reasonable standards to ensure that social media messaging is acceptable. For instance, such messaging ought not to directly blame competitors, accuse minorities or some religions or directly harm certain social groups. If such harm occurs, the reputation of the brand will be at stake.  Often direct harm to certain groups will attract not only a public backlash but would attract legal action such as suits that are costly to cover. Besides, it is much harder to mend the damaged reputation on the market. Importantly, Bowen reminds that marketers need to be wary of the current and future implications of the messages on the audience. Therefore due diligence is needed to operate within the moral and legal confines when making communications on the social media platforms. 



Part 2: Zip Code Analysis for Coca-Cola
The select company for this analysis is Coca-Cola, a Fortune 500 company in the food and beverage industry. 
1. Zip Code- 77477
In this zip code, the market is largely composed of young adults to middle aged persons from 25 years to 44 years. The incomes for this demographic is higher compared to adults with a peak of between $50,000 and $75,000 per annum. Ethnically, it is diverse with a significant population of Latino and African Americans. In essence, the incomes are significantly low and the zip code is characterized by low income persons with an even distribution of people with and without kids. Coca-Cola has been an innovative company that has embraced differentiation to ensure that the products are affordable by diverse people. Considering, the diversity of persons and their income levels, the market here is sensitive to pricing and may associate well with products that are lowly priced. In this regard, the company has attempted to meet the needs of the people of this zip code through flexibility in pricing. Coca-Cola’s low pricing is essential to ensure the market is attracted to the products (Jindal, 2017). Besides, the company has embraced product differentiation by offering diverse products. For this zip codes, the ethnic/racial diversity responds well to Coca-Cola’s product differentiation. For instance, the company has products ranging from Coca‑Cola No Sugar, Coca‑Cola plus Coffee, Coca‑Cola Energy, Stoney, Sprite and Powerade among others. Besides, the company has offered a wide range of unique features and attributes that appeal to young audiences (Neil, 2020). 

2. Zip Code- 77002
This zip code has a higher incomes that top at $50,000 -$75,000 as well as $75,000-$100,000. This zip code has younger population that peak at 25-34 years of age. As the age group progresses, the income range decreases. Additionally, the majority of the population is unmarried with no children which affirmed that companies ought to accurately read and conform to the dynamic preferences of such a youthful consumer market. Besides, most of people stay singly and so needs appeal to themselves and not to their families. There is a very small population of wealthy individuals who have young families. Ethnically, there is wide range of diversity with a significant fraction of the African Americans and Latino populations. In contextualizing this data to Coca-Cola, it is evident that the company has strategically positioned itself to have its products appeal to the youthful consumers. For instance, the company recently launched the global ad campaign that associated the brand to music (Cook, 2017). This strategy appeals to youth adults who are the prime target audiences for the company. Some studies have found that average Americans spent about four hours daily listening to music (Stutz, 2017). Besides, the company has differentiated its products to appeal well to their audiences and precisely it has done a lot to meet the needs of this market. 
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