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Marketing Ethics
Ethics defines the process of determining value. It enables an individual to make important decisions about their words and actions leaving behind the ones that matter less. In marketing, ethics remains the most prevalent question in all relations involving sales (Brusseau, 2013). Most sellers get ready to cheat customers about products to make money and move on. However, business decisions require thoughtful steps since there remains a future in the market. The paper explains why marketing personnel can succeed even after remaining ethical in the field of business.
[bookmark: _GoBack]Business ethics generally regards the quality of showing moral uprightness or wrongdoing. Right and wrong always depend on the context of an issue hence rely on the critical thinking skills of the marketing individual. The ambiguity of ethics favors most professionals since they get able to handle things ethically but to their favor in business (Michalos & Poff, 2013). Customer loyalty gets built through honest delivery of promised quality. Marketing agents that understand the future invest in ethical practices of delivering the best to the customers to build trust. In such cases, products get fewer sales due to counterfeit competitors. In the future, loyal customers develop a brand of the quality product hence attracting the greatest market share (Paludi, 2012). A professional in the must learn the current situation, understand the ethics surrounding it and handle it effectively.
In conclusion, marketing personnel can behave in ethical ways and still progress in the field. The topic of ethics has evolved in a great way and incorporates a lot of things that in the past would qualify as wrongs. Taking advantage of the future hence creating brands forms a strong foundation for a product’s success in the market. Brands always survive longer in the market compared to normal products.
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