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Ethical Behavior in Marketing
The intensifying market competition is currently pushing sales representatives into the edge of their professional practices. In some cases, they have to ponder between remaining within ethical boundaries or employ underhand tricks. Ethics is defined as an acceptable code of conduct in business practice (Murphy, Laczniak, & Harris., 2016). Sales professionals have a responsibility to conduct themselves ethically throughout their duties. Adhering to professional ethics presents more benefits in the long-term compared engaging in unethical behaviors.
Firstly, marketing does not only involve winning new clients but also retaining them. An organization can invest in aggressive advertising to popularize their products in the new territory. However, they stand to lose in the long-term if the quality of good or services offered does not meet the portrayed standards. Advertise only wins the clients' attention but the quality of the service win their heart and trust. Customer loyalty is a key component of any company's success. On the other hand, promotions based on falsehood adversely impact the brand's trustworthiness leading to potential loss of the market share (Gazley, Sinha, & Rod, 2016). Moreover, the institution can be charged in a court of law for providing misleading information to the public (Gazley, Sinha, & Rod, 2016). The damages occasioned by court cases and brand deterioration can result in massive losses. In other words, sales executives do not have to exceed the professional’s ethical boundaries to fully realize the potential of their brands.
Secondly, it is prudent for the marketing team to be real while carrying out their product promotion. Today, customers have better access to information and are capable of identifying any inconsistency in the product details. Besides, it is detrimental for an organization to give potential clients high hopes on the product only to get disappointed. Marketing is not about deceiving customers but rather changing their perception towards that given item.
In conclusion, companies can still remain ethical in their aggressive marketing despite the increasing competition. The sales executive must ensure they remain real and provide factual information on the product. Remaining within ethical boundaries helps in winning and retaining new clients. 
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