Cynthia Lavergne

Advertising is only evil when it advertises evil things. (David Ogilvy) Thinking about this statement gave me a lot to think about. Because evil things could be considered witchcraft, devil worship and other things that I would view as evil, but then there are other things that I might consider to be evil like things that are not good for our bodies in my opinion like smoking, alcohol, greasy foods, too many sweets, overeating junk foods. Which are not in fact evil and advertise all the time. They may not be good for us in abundance. It is a matter of opinion.
Greenwashing is a deceptive practice that companies use to trick you into thinking that their products are environmentally friendly when they are not. Example is ExxonMobil indicating they were reducing greenhouse gas emissions while they were actually increasing (Faizal,2021). This was a lie; this is misleading and wrong.  The types of greenwashing are environmental imageries, misleading labels, hidden trade- offs, irrelevant claims, lesser of two evils (Hartman, DesJardin, MacDonald, 2014). In my opinion this is bad ethics and even though a business may benefit from deceptive practice, it is just flat out wrong to lie to the consumer. I do not support the greenwashing that Exxon-Mobile done, from 2005 – 2019 the numbers that Exxon mobile produced were up and down, they did reduce but did not maintain, the levels were elevated over time, according to the chart by Tiseo (2021).
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Natoshia Mitchell
Marketing Ethics
 Greenwashing is typically carried out through wide marketing and PR campaigns that take advantage of well-intentioned consumers looking for sustainable products. You can easily be stuck supporting brands that are not making any real environmental efforts. In addition, many consumers find it "confusing" and "difficult" to verify sustainable claims. Greenwashing capitalizes on that confusion and makes it so that, even if you are trying to make sustainable decisions, you may not wind up supporting products or brands that align with your goals (Seymour, 2021).
“Advertising is only evil when it advertises evil things” I view this as advertising false information, which is bad ethics. For example, Food and Water Watch, a food advocacy group, and Venceremos, a poultry workers’ rights organization, together accuse Tyson Foods of making two false claims to consumers. First, which the company works with “independent” family farmers and, second, that it provides plant workers with a “safe work environment.” Though much of the evidence contained in the Federal Trade Commission complaint predates the pandemic, the groups argue that worker deaths and illness tied to Corona virus outbreaks at Tyson processing plants make it abundantly clear that the company’s claim that it provides a “safe work environment” is false (Splitter, 2020).
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Traci Sizemore
Marketing ethics provides us with an examination of how products are responsibly brought to the market, promotional avenues and having the consumer purchase it. However, as David Ogilvy would refer to marketing “Advertising is only e veil when it advertises evil things (heath, 2012), I would disagree. Who decides what they are marketing is considered evil? One culture may feel  is it fine, while another would feel it is evil. When marketing companies advertise sustainability and their products are environmentally friendly, with not fully providing all the facts, they are greenwashing.
When reviewing Terra Choices seven sins of greenwashing, you are looking at hidden trade off, no proof, vagueness, worshipping false labels, irrelevance, lesser of two evils and fibbing (Hartman et. al., 2017), you can see how this could be a violation of corporate responsibility. As an example, that can be reviewed, BMW is skating this down the line, they are promoting a cleaner car but with the new design it is a heavier car, which can have environmental consequences (Stamoulakis & Bridwell, 2009). Although BMW may not be giving the full truth, they are making strides to be socially responsible, even though based on the definition of greenwashing, they are not being fully transparent on their marketing platform.
When looking at green washing through the lens of the different ethical theories you can understand how each one views greenwashing. The demonologist states that right and wrong are set within rules, and since greenwashing does not have any laws or rules against it, they would not view it as an ethical issues, but a demonologist would find issue with the marketing people since they are deceiving another person.   
The utilitarian would think that greenwashing was unethical since the only ones that are benefiting are the companies. The consumer who is the greatest number would be harmed from the marketing practices.
In virtue ethics not looking at the rules but at the virtue and moral act, they would also find it unethical since it is misleading the consumer.
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