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Ethical Dilemma Case Study Response
Dilemma Selected
The ethical dilemma that I selected for this assignment is Case number 5 under Case 1-3 of Chapter 1 of the text, which is as follows:
You are the market research director for a large chemical company. Recent research indicates that many of your company’s customers are misusing one of its principal products. There is no danger resulting from this misuse, though customers are wasting money by using too much of the product at one time. You are shown the new advertising campaign by the advertising agency. The ads not only ignore this problem of misuse, but they also seem to encourage it. What action will you take? (Aaker et al., 2015)
My Action and Justification for it
When marketing the product, one of the company’s main ethical obligations is to ensure that their customers are well informed about their products. The company also has a moral responsibility to ensure that its products are not being used in a way that causes harm or violates any rights of the customers (Aaker et al., 2015). As such, the company would have been liable for the product misuse if it resulted in any harm or violated any rights of the customers (Öberseder et al, 2013). Essentially, the customers’ wasteful spending of their money on excessively buying the product does not count as harm since the customers are responsible for their own financial decisions. Additionally, the company does not violate any rights since it does not deceive the customers about the product. Therefore, as long as the company provides adequate and relevant information about the product and the effects of its misuse, it is not ethically responsible for the misuse of the product because it allows its customers to make informed decisions when spending their money on the product.
Nonetheless, the company has a moral obligation to ensure that its customers have the most beneficial outcomes when buying the product. Consequently, it should regulate the overspending among its customers. Therefore, I would advise the company against deliberately encouraging product misuse when advertising the misused product but instead provide adequate and relevant information regarding the product. As such, it would be relevant to inform the customers of the potential for misusing the product in the advertisement. By informing the customers of the potential for misuse, the company will fulfill its moral and legal obligations regarding fully informing the customers about the products (Aaker et al., 2015). Subsequently, the customers can make informed choices when buying the product. As the marketing research director of the company, I will also advise the company to conduct marketing research to determine why and how their products are being misused. Subsequently, the company will understand how it can minimize the misuse of the products to ensure positive outcomes for everyone involved.
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