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Week 5 Discussion 2 Marketing Ethics
Based on my interpretation, I partially concur with Ogilvy’s comments that “advertisement is only evil if it advertises evil things” because unethical advertising also includes overstating the positive aspects of a beneficial product (David Ogilvy Quotes, n.d.). In this sense, that product is not “evil” since it does not cause any harm to the consumer, only that its positive features were exaggerated. Nonetheless, marketing a product as a less harmful or a more beneficial one than it actually is, has certain ethical implications. An example of this is greenwashing, which Hartman, DesJardins & MacDonald (2017) describe as the deliberate marketing of a product in a way that overstates its benefit to the environment or hides its detrimental impacts on the natural environment. Such practices can be considered bad ethics because their ethical implications include a disregard for the ethical obligations of these companies. From a utilitarian perspective, providing false information about a certain product may result in the customers being unable to anticipate the harmful effects of the product and therefore being harmed ultimately. From a virtue ethics standpoint, businesses have a moral responsibility of maintaining integrity between their claims and actions. Deontologists may also argue that businesses have an ethical responsibility of meeting Section 43(a) of the Lanham Act, which specifies that customers have a right to know precisely what they are buying (Boykin, 2021).
A real-life example of greenwashing can be identified in Volkswagen’s 2014 scandal where the company utilized dishonest measures during engine tests to portray the image that their diesel-powered engines were producing fewer amounts of pollutant gases than they were producing in reality (Siano, Vollero, Conte & Amabile, 2017). As such, the vehicles were marketed as environmentally safe, yet they were not in reality. This was unethical because Volkswagen prioritized its shareholders’ need to make a profit over the company’s moral responsibility to preserve the environment and to be honest with their customers (Siano et al., 2017). From a utilitarian perspective, if the company’s dishonest measures had not been eventually discovered, those vehicles would have continued to be used, resulting in significant environmental damage over the years. As such, I do not support the approach taken by Volkswagen because I think that environmental sustainability should override profit-making since life on earth cannot be sustained without a healthy natural environment.
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