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Distinguishing Ethical Marketing from Unethical Marketing
Ethics refer to the set of values of rights that determines the decisions made by consumers or organizations. In marketing function of business processes, ethics involves utilization of standards of moral rights, fairness or wrongs in the process of marketing behavior, the process of decision making or practice of an organization deliberately (Schmalz & Orth, 2012). The objective of marketing is creating a competitive advantage. Thus, business is required to portray what is believed to be its interest as well as those of the consumers. 
Ethical marketing practices can be distinguished from unethical practices by the attitude developed by customers (Tadajewski & Jones, 2012). When customers’ attitude towards an organization reflects positive attitude, it becomes ethical. On the contrary, when the customers’ attitude towards an organization is negative, the firm practices unethical marketing. Further, when the marketing practices deviate to what is considered acceptable, most often an organization practices dishonest marketing and vice versa. An organization that practices unethical marketing is characterized by customers being skeptical of the services or products offered to them, bad publicity, legal suits, dissatisfied customers and lack of trust. Therefore, most firms are susceptible to the feedback given by their customers and implement strategies that satisfy their customers. 
Criteria
An Organization’s Product 
Product development planning and application of a product determines ethical and unethical marketing. In essence, a product is meant to meet both legal and ethical aspects to costumers. When a product does not meet the objective and is marketed to fulfill a purpose, it is determined as unethical (Ahmed, 2014). For instance, a product that causes damage to consumers after use is most often illegal or unethical. It does not pass the general standard test, and thus it becomes harmful to the consumers. Besides, an organization portrays unethical marketing if it does not recall the products from the market upon receiving complaints from them. 
An Organization’s Pricing Decision 
Pricing forms a crucial role in the marketing concept. Thus, when an organization prices a product or a service relatively high, consumers believe to gain the value of such sacrifice (Schmalz & Orth, 2012). However, when the pricing decisions of an organization mislead or become deceitful, it indicates unethical practices in an organization. Further, a pricing decision that assumes an organization is monopolistic whereas it operates in a competitive market it is a good indicator of unethical marketing practices.  
An Organization’s Promotion Strategy
Unethical marketing practices are exhibited in the process that an organization uses to distribute the products or services (Tadajewski & Jones, 2012). For instance, some products or services are required to be delivered in confidentiality to the customers. However, an organization can use a channel that impairs the confidentiality of providing the product. Such practices are unethical since they fail to conform to the principles made between the customers and the organization. 


Illustrative Experience
An unethical marketing practice is exhibited when a customer believes in obtaining value from a product but fails. A certain company advertised a product through the television as a perfect aftershave gel. Besides, the price of the gel was way beyond what other substitutes offered in the market. Despite the fact that the advertisement emphasized on the product applying to every type of skin, I developed acne all over my chin. I found the ad unethical since I expected to obtain a value for my much higher sacrifice of money to get an excellent product. However, the experience left me devastated and cheated. I spent more money for a product that I assumed would be perfect to me. 
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