
ISSN: 2320-5407                                                                                Int. J. Adv. Res. 4(11), 2037-2039 

2037 

 

Journal Homepage: - www.journalijar.com 

    

 

 

 

Article DOI: 10.21474/IJAR01/2308 

DOI URL: http://dx.doi.org/10.21474/IJAR01/2308 

 

RESEARCH ARTICLE 
 

ETHICAL ISSUES IN MARKETING: CASES OF AUSTRALIA. 

 

Monalisa Singh
1 

and Dilfraz Singh
3
.  

1. Doctoral Candidate, Charles Sturt University, Australia. 

2. Assistant Professor, Lovely Professional University, India 

…………………………………………………………………………………………………….... 

Manuscript Info   Abstract 

…………………….   ……………………………………………………………… 
Manuscript History 

 
Received: 29 September 2016 
Final Accepted: 30 October 2016 
Published: November 2016 
 
 

Key words:- 
Marketing ethics, advertising, values, 

consumer issues 
 

 

 

 

Marketing is a viable approach to build deals, and it incorporates 
intense apparatuses that organizations can utilize unscrupulously. 

Morally flawed marketing strategies target youthful or unsophisticated 

purchasers with misdirecting messages. Advertising claims that are 

mostly valid or seem to be accurate urge customers to purchase unsafe 

items and take part in conduct that is not to their greatest advantage. 

Such marketing is morally sketchy. While considering whether an 

advertisement or marketing effort is deceiving or tricky, the conduct 

must be seen overall and in its full connection. It is inadequate to 

consider part of a trademark or comparative in seclusion, instead of 

considering it inside the extent of the entire advertisement.  
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Introduction:- 
Ethical issues in promoting stem from clashes and differences. Every gathering in a showcasing exchange brings an 

arrangement of assumptions in regards to how the business relationship will exist and how exchanges ought to be 

directed. Every feature of advertising has ethical risk focuses as examined beneath.  

 
Market surveying: Some ethical issues in market research are the attack of protection and stereotyping. The last 

happens on the grounds that any examination of genuine populaces needs to make approximations and spot people 

into gatherings. Be that as it may, if led unreliably, stereotyping can prompt an assortment of ethically undesirable 

results.  

 

Market Audience: Specific promoting is utilized to deethicalize request from purported undesirable business sector 

parts or disappoint them inside and out. Case of dishonest business sector prohibition are past industry states of mind 

to the gay, ethnic minority, and hefty size markets. Another ethical issue identifies with defenseless groups of 

onlookers in developing markets in creating nations, as people in general there may not be adequately mindful of 

talented promoting ploys.  

 
Ethics in Advertising and Promotion: In the 1940s and 1950s, tobacco used to be publicized as advancing wellbeing. 

Today a promoter who neglects to come clean affronts against ethical quality notwithstanding the law. However the 

law grants puffery (a lawful term). The contrast between insignificant puffery and misrepresentation is a dangerous 

slant. Sexual allusion is a pillar of publicizing substance, but then is additionally viewed as a type of lewd behavior. 

Savagery is an issue particularly for kids' publicizing and promoting liable to be seen by youngsters. The promoting 

of specific items may firmly affront a few people while being important to others. Through negative publicizing 
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procedures, the promoter highlights the detriments of contender items as opposed to the upsides of their own. These 

strategies are particularly utilized as a part of legislative issues.  

 

Conveyance Channels: Direct showcasing is the most disputable of publicizing channels, especially when 

methodologies are spontaneous. Television ads and regular postal mail are basic cases. Electronic spam and 

telemarketing push the outskirts of ethicals and lawfulness all the more emphatically.  
 

Misleading Advertising and Ethics: Misleading advertising is not particular to one target showcase, and can at times 

go unnoticed by the general population. There are a few courses in which beguiling showcasing can be introduced to 

purchasers; one of these techniques is expert using diversion. Funniness gives a getaway or help from some sort of 

human limitation, and a few promoters plan to exploit this by misleadingly publicizing an item that can possibly 

ease that requirement through cleverness.  

 

Hostile to focused Practices: Snare and switch is a type of extortion where clients are "teased" by promoting for an 

item or administration at a low value; second, the clients find that the publicized great is not accessible and are 

"changed" to a costlier item. Arranged out of date quality is an approach of outlining an item with a constrained 

helpful life, so it will get to be unfashionable or no more practical after a specific timeframe and put the purchaser 

under weight to buy once more. A fraudulent business model is a non-feasible plan of action that includes promising 
members installment or administrations, basically to enroll other individuals into the plan, instead of supplying any 

genuine venture or offer of items or administrations to the general population .  

 

Valuing Ethics: Offered gear is a type of extortion in which a business contract is guaranteed to one gathering, in 

spite of the fact that for appearance a few different gatherings additionally display an offer. Ruthless evaluating is 

the act of offering an item or administration at a low value, aiming to drive contenders out of the business sector, or 

make hindrances to passage for potential new contenders. Real partnerships fear the harm to their picture connected 

with press disclosures of unscrupulous practices. Advertisers have rushed to see the business sector's inclination for 

ethical organizations, regularly moving speedier to exploit this movement in shopper taste. This outcomes in the 

proliferation of ethicals itself as an offering point or a part of a corporate picture.  Promoting ethics, paying little 

heed to the item offered or the business sector focused on, sets the rules for which great advertising is drilled. To 
showcase ethically and adequately one ought to be reminded that all advertising choices and endeavors are 

important to address and suit the issues of clients, suppliers, and business accomplices. The mentality of numerous 

organizations is that they are worried for the populace and the earth in which they do business. They feel that they 

have a social duty to individuals, spots and things in their range of authority. 

 

Examples: 

Kogan’s misleading promotions. 

 

Online electronic retailer Kogan has been fined $32,400 by the ACCC. As a component of a 2015 Father's Day 

advancement, the retailer offered 20 for every penny off a scope of PC screens. The issue was, the costs had been 

knock up before the deal - leaving clients with a rebate of just 9 for each penny.  

The deal was advanced on Kogan's eBay store, and was found by the ACCC to have been in negation of the 
Australian Consumer Law. Kogan's publicized '20 for each penny' sparing offered just 9 for every penny off the 

standard cost. The 20 for each penny markdown was offered between August 24 and 29, 2015, on the accompanying  

 

PC screens:  

Kogan 27" Cinema Display WQHD  

Kogan 28" 4k LED Monitor  

Asus 27" LED Monitor PB278Q  

 

Before or toward the begin of the advancement, Kogan expanded costs of the screens, just to return them to their 

normal (and lower) costs after the deal was over.  

ACCC executive said that it is basically inadmissible at organizations to raise costs before applying a rebate with a 
specific end goal to give customers the deceptive impression that they are getting a bigger rate markdown than is 

really the case. Truth in publicizing and customer issues in the online commercial center are both current  

authorization needs. 

Misleading consumer rights 



ISSN: 2320-5407                                                                                Int. J. Adv. Res. 4(11), 2037-2039 

2039 

 

The Federal Court has requested a Harvey Norman franchisee, Bunavit Pty Ltd (Bunavit), to pay a sum of $52,000 

in punishments for making false or deceiving representations with respect to purchaser ensure rights, in procedures 

brought by the Australian Competition and Consumer Commission. 

 

The Court held that business agents at the Harvey Norman Superstore Bundall in Queensland, worked by Bunavit, 

made ten false or deceiving representations concerning the presence, prohibition or impact of an assurance or right, 
when they made proclamations to two customers which spoke to that Bunavit:  

 

had no commitment to give a cure and the customer would need to seek after the producer's guarantee 

straightforwardly with the maker;  

 

could not help further unless the customer paid for a few or the greater part of the expense of the repair.  

The ACCC has now acquired punishment orders totalling $286,000 against ten Harvey Norman franchisees in 

appreciation of false or misdirecting representations in regards to customer ensures.  

 

In forcing punishments of $52,000 against Bunavit, Justice Dowsett checked that there were more upbraided 

proclamations than in the other similar cases, the behavior proceeded over a more drawn out period, more staff 

individuals were included and Bunavit's turnover and benefit were significantly higher than those of the other 
culpable organizations. In any case, not at all like a portion of alternate cases, none of Bunavit's ranking staff were 

included. In the words of ACCC Acting Chair Dr Michael Schaper , items sold in Australia accompany a buyer 

ensure under the Australian Consumer Law that they will be of adequate quality. Defective items must be repaired, 

supplanted, or a discount must be given by the retailer. According to Dr Schaper ,Organizations are relied upon to 

find a way to guarantee that their staff comprehend the privileges of shoppers and the commitments of organizations 

under the customer ensures gave by the Australian Consumer Law. This punishment is an opportune suggestion to 

all organizations, whether expansive or little, that they should not deceive customers about buyer ensure rights under 

the Australian Consumer Law.  

 

The Federal Court declined to make assertions as it considered the punishments were adequate to address the 

behavior. It likewise declined to request directives, to some extent in light of the fact that Bunavit has stopped 
exchanging. 

 

Foundation:- 

Under the Australian Consumer Law, when buyers purchase items, they accompany an assurance that they will be of 

worthy quality. This implies the items will be as free from deformities, sheltered and strong as a sensible customer 

would see as worthy; the assurance of adequate quality is notwithstanding any maker's guarantee; the certification of 

adequate quality is not restricted to the time of the producer's guarantee. Much of the time, it will apply for more 

than the producer's guarantee; if the item is not of worthy quality, purchasers are qualified for cures, for example, a 

discount, substitution or repair, at no expense to the buyer. 

 

References:- 

1. (n.d.). Retrieved from https://www.accc.gov.au/consumers/misleading-claims-advertising 

2. accc. (2016). Media release. Retrieved from https://www.accc.gov.au/media-release/kogan-pays-32400-

penalty-for-alleged-false-or-misleading-representations-in-a-fathers-day-promotion 

3. ACU. (2016). Retrieved from http://libguides.acu.edu.au/c.php?g=234058&p=1553581 

4. (2015). Kogan in Court for Refusing Warranty - Anyone Else Having Issues?  

5. Media release. (2016, January 14). Retrieved from accc: https://www.accc.gov.au/media-release/harvey-

norman-franchisee-ordered-to-pay-penalties-of-52000-for-false-or-misleading-representations-about-consumer-
rights 

6. Shifmann, L. Consumer Behavior. In Consumer Behavior (p. 571). Pearson. 

 


	tittle
	Introduction
	References

