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IMPACT OF ETHICS ON BUSINESS
_————_'—_____ﬂ :

“Ethical Issues in management & administration; Ethics and social responsibility, Ethics and market-

ing. Ethics in finance, Ethics and human resource, Ethics and Information Tecl'mology, Ethics in
Public Administration; Ethical theories and approaches, Intellectual property rights like designs,

patents, trade marks, copy rights, Ethics, ecology & environment.

ETHICAL ISSUES IN MANAGEMENT & ADMINISTRATION

The biggest challenge before any business, administration or society is to prevent several unethical prac.
&5 and corruption, which are the outcomes of erosion of values. Though governmental regulation and socia
“awareness is there, this menace is still continuing without any instant cure. These problems are widespreadin_
mature al throughout the world, but in India, the nature is quite peculiar because of diversity inc Iture, social
‘set up, religion and certain other historical and political reasons. The problems include several aspects viz,

‘ecological, minority issues, gender, employee oriented issues etc. Corruption and moral degenerationpr_dlilems_
Vare the results of the way we have been living in the last several decades. The social, religious, and cultural

aspects of our lives many a times dictate our vulnerability to corruption and erosion of values. The cormuption

and erosion of values are generally found in:
« Politicians
« Officials from government or public sector organizations
« Lower cadre staff in the government and public sector organizations.
« Policemen
+ Businessmen
« Educational Institutions
« Individuals
- White collar criminals
’ Corruption takes place both in public as well as in private sector enterprises. The private ef
aim at:
| * maximization of profit by taking unfair means
» -ilegal procurement of raw materials
» hoarding the goods.
« black marketing etc,
; dLi_kewise, in the public undertakings also, corruptions are manifold. To name a few, it includes g
ion during:
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stions to ponder about in ' { n BT i
rketin Wh Should marketing are: Do the competitive pressures conflict with ethical con-
¢ in marketing y should marketers wotry about ethi i i ion? 2
o % market dri ut ethics during their function? What next rolz do
ol values play in a market driven economic system? D isti i
™ ethical constraints on the mark ystem? Does the existing legal system provide too many
B i i thrust on con eter?-Today s competitive business climate makes many traditional
: _W_._- R sumerism, although most marketers have always been conscious of
a] considerations.
= {fthere fgaomes a?)t’hdebatt:hr.ega_rdmg the presence of a fibre of ethics in marketing, the extreme critics
will opine M VOl’ll‘ 0 b € l.llll]e lcallt)f while others find it hard to see anything unethical about attempting
1o meet cust‘ome_l's needs with appropriate goods, services or concepts. These contrasting view points span a
variety ofd;f{gnng opinions on what constitutes ethical practice in marketing.
ceting consists of the performance business activities that direct the flow of goods and services from

or or manufacture to the consumer.
A number of distinct functions are coming under this broad characterization which includes:

- Product Development

- Distribution

- Sales
. i develop
Virtually all aspects of marketing, from the
sales. raise ethical questions that do not always have an €asy answer.
elopment of new products raises numerous ethical concerns.

" Unethical marketing behaviour includes the following:

ment of new products or pricing, promotion and
Advertisement, similar to safety in the

A) Product i follows:
P Th be several unethical practices in terms of the Plf"d“‘Ct S Sl
e Se lma Sl -
ere may facture of flammable stuffed an  withstand ordinary wear i teas

i — viz. manu ich can not eve
('E) ss‘,i?dtﬁ oods - these are the pro.d . T}lcsufﬁcient time or parts and components coverage.
(iii) [Inadequate warranties = " . anufacture © no o o1d as apple juice.
(iv) Environmental polluthn : i carboﬂated Sugali’a‘rz) - ecure agency approval for generic phar-
NG ts
(v) Mislabled products=r . the g
(vi) Development — iz IO, . i in generic drugs after government approval .

maceutical products- orised s0bs
(vit) ‘Manufacturing - viz. u‘guunterfei e
(viii) Brand “Knock- offs’ — €0

(B) Price | :
| Unethical practices in terms Of P

eﬁt‘ive'l’ﬂce




~ Inthis case, there is decrease in prices, even below cost & when competition are driven o,
R —— company then raises prices back to their former level.
il It involves selling the same product to the buyers at different prices without any cost justif;
Theoretically, this maximizes profit by enabling sellers to charge Pnce.- 1:}elastlc Customers higher
prices than elastic customers. It can be unethical if it leads to charging similar buyer different prigs,

fur sam %goods based on their ability to pay.

T

is an agreement among firms in an industry to set prices at certain level to derive mutual benefi
for them. It is prohibited, as such act restrict price competition. Two types of price fixing are:
(1) Horizontal price fixing

In this case there are agreements among competitors to fix prices at artificially high leve!s.
(i) Vertical Price fixing !
In this case price fixing agreements take place between manufactures and retailers or between
manufactures and distributors. This involves an agreement that the product will be sold at the
manufacturer’s suggested price and will not be discounted by the retailer or wholesaler,

It includes the following:

(1) E!;.;llggmd.c':laims_- It includes claims by a manufacturer which is beyond truth.
(ii) Tﬂﬁte!ess,advertising — viz. Sexual innuendoes and gender disparagement.
(iii) Inappropriate targeting
(iv) Pmlve role models for inappropriate products - yiz. celebrity spokesperson in beer, liquos
cigarette ads targeted to youths,

(V). Naive audiences — viz, billboards or hoardings for ci garette and alchohol in poor urban neighbour ‘
e ‘l;:'OOdS wher.c many people are dying from related causes
(vii) Cnpuvatmg audiences by unfair Promotional campaigns.

(viii) ia's fbli ve Advertising- Common deceptive practices all over the world in terms of advertising &°
ows:

(a) E:nlseaud misleading presentation of facts.
Delibe ' itti

(b)’*.' oo omitting of required information
(d) Trade puffin g and exaggerationg

(e) innecessary, unwanted
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g a mutually rewarding relationship between direct marketers and their customers,
Jalso there. It includes the following:

ggressive and sometimes shady tactics of a few direct marketer can bother and harm cor
iving the entire industry black-eye.

re instances of unfair practices, out right deception and fraud.

esentation of facts in television promotions.

alent schemes such as investment scams or phony collection for charity have multipliet

ent years.

tion, unfairness, deception and fraud are very common in it.

asion of privacy takes place.

metimes it is just too expensive to waste on consumers who do not want it.

“ltmay provide deceptive qualities and quantities as some marketers use ‘packaging- to- price’ tactics
fhatmask a decrease in product quality while maintaining the same price and traditional package size.

Probable Solutions:

There are certain guidelines which if practiced sincerely may make the marketing exchange process
more ethically oriented. They are:

@mﬁl guidelines: I— .
i) Produ i e to be safe and fit for their intended usage;
. e o arroducts and services are not deceptive;

i i€ p— dp : -

(i) Communication about offere . obligations, financial and otherwise, in 20od faith- :
. : e their obligations, fina : » 1! good faith; and

((‘:1; ‘Mipplop'pan;ie:t::nitzg:;{ajl c::f:ttll'l?)rgs exist for equitable adjustment and/or redress of grievances cop.
v _

cerning purchases. it | |
(b) In the areag or;‘ product development and mapagd riA——
= s associated Wil | A |
(i) Disclosure of all substan ent substitution thaf.f"..l.gh aterially change | e
e - - roduct compon m‘ - l ‘um_
' cation or put 1mMpA foatures.

(©) In the area of promotions: adingadvertisings _ lest
- - d misle or misleading sal
(i) Avoidance of false an lations, OF I8 & i
(i) ‘Avoi . ma:*hﬂ’““ 1se deception or m

- (i) Rejecti 'on'ofhigh.zprf“mm'w:m







