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POST GRADUATE PROGRAMME IN MANAGEMENT 

Academic Year: 2021-22 | Term:  

CONTEMPORARY ISSUES IN MARKETING ETHICS 

 
 

Credits: 1      

Course instructor:  Rafi M. M. I. Chowdhury  

Associate Professor of Marketing, Bond University, Australia 

Email: rchowdhu@bond.edu.au   

Consultation hours: TBA 

 

 
Course Introduction: 

The American Marketing Association (AMA) definition of marketing states that marketing creates 
value not only for customers but also for society at large. Hence marketing managers need to 
address and balance the needs of various stakeholders, not just customers. The complexity of 
modern marketing raises various ethical issues. This course highlights contemporary issues in 
marketing and consumer ethics. The topics covered include ethical issues in relation to product 
decisions; advertising ethics; social media ethics; algorithmic bias in marketing; ethical consumer 
behaviour; the impact of marketing on society etc. This course will enable students to develop 
skills and competencies to identify and address ethical issues in marketing while taking into 
consideration the interests of diverse stakeholders. 

Course Objectives: 

At the completion of this course students will be able: 

1. To develop a critical appreciation of the range and complexity of ethical issues in 
marketing. 

2. To identify specific ethical issues in marketing activities and relationships. 
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3. To understand how to address ethical issues in marketing taking into consideration the 
interests of diverse stakeholders. 

The following table provides a mapping of the learning outcomes of this course with their 
corresponding programme goals. 
 

S# Course Learning Outcomes Programme Goals Achieved by the Course 
1 To develop a critical appreciation of 

the range and complexity of ethical 
issues in marketing. 

5a. Demonstrating ability to make business 
decisions based on ethical considerations and 
awareness of responsibilities to all relevant 
stakeholders including society and environment. 

2 To identify specific ethical issues in 
marketing activities and relationships. 

3a. Demonstrating ability to identify the central 
problem/issue in a decision-making situation, 
gather relevant information, and apply 
appropriate tools to arrive at a solution. 
5a. Demonstrating ability to make business 
decisions based on ethical considerations and 
awareness of responsibilities to all relevant 
stakeholders including society and environment. 

3 To understand how to address ethical 
issues in marketing taking into 
consideration the interests of diverse 
stakeholders. 

3b. Demonstrating an ability to make reasoned 
choices in ambiguous and less structured 
managerial situations. 
5a. Demonstrating ability to make business 
decisions based on ethical considerations and 
awareness of responsibilities to all relevant 
stakeholders including society and environment. 
6b. Demonstrating an ability to work in teams. 

 

Pedagogy:  

Case discussions and lectures. 

Course material: 

Harvard Business School Publishing Cases 

1. Big Boom Beverages: Fight or Flight?  (HBS Case 920-557) 

2. JUUL and the Vaping Revolution. (HBS Case 619-006)  

3. Sweet Deal – Industry Self-Regulation of Breakfast Cereal Advertising to Children. (HBS Case 712-
463). 

4. Algorithmic Bias in Marketing. (HBS Case 521-020) 

5. Facebook – Can Ethics Scale in the Digital Age? (HBS Case 319-030) 
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6. Facebook Fake News in the Post-Truth World. (HBS Case 720-373)  

7. Creating the French Behavioral Insights Team. (HBS 919-015) 

Course prerequisites: None. 

Subscription caps (if any): Not applicable. 

Evaluation scheme: 

Evaluation Component Type 
(Individual/Group) Weightage Remarks, if any 

Component C1 Group Case Analysis 50%  
Component C2 Individual Assessment 50%  

 
The following table explains how the course learning outcomes will be achieved through the 
various evaluation components in the course. 

S# Course Learning Outcomes Assessed 
in C1 

Assessed 
in C2 

1 To develop a critical appreciation of 
the range and complexity of ethical 
issues in marketing. 

  

2 To identify specific ethical issues in 
marketing activities and relationships.   

3 To understand how to address ethical 
issues in marketing taking into 
consideration the interests of diverse 
stakeholders. 

  

 

Session-wise course outline: 

Session 
Number 

Topics covered Case  Pre-class 
readings 

1 Overview of Marketing and 
Consumer Ethics 

Big Boom Beverages: Fight or Flight?  Read case  

2 Ethical Issues in Product 
Decisions  

JUUL and the Vaping Revolution Read case 

3 Advertising Ethics Sweet Deal – Industry Self-Regulation of 
Breakfast Cereal Advertising to Children 

Read case 

4 Social Media Ethics Facebook – Can Ethics Scale in the Digital Age? Read case 
5 Algorithmic Bias in Marketing Algorithmic Bias in Marketing Read case 
6 Marketing and Society;  

Ethical Consumption 
Creating the French Behavioral Insights Team Read case 
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Additional references:  

1. Hunt, S. D., & Vitell, S. J. (2006). The general theory of marketing ethics: A revision and 
three questions. Journal of Macromarketing, 26, 143-153. 

2. Laczniak, G. R., & Murphy, P. E. (2019). The role of normative marketing ethics. Journal of 
Business Research, 95, 401-407. 

 

About the instructor: 

Rafi M. M. I. Chowdhury is an Associate Professor of Marketing at Bond Business School, Bond 
University, Australia. He has earned a PhD in Marketing from the University of Alberta, Canada 
and an MBA from the University of Kansas, United States. His research interests are in 
marketing/consumer ethics, advertising, and consumer decision making. His research has been 
published in the Journal of Advertising, Journal of Business Ethics, Journal of Business 
Research, Journal of Macromarketing and Marketing Letters. Dr. Chowdhury is on the editorial 
board of the Australasian Marketing Journal and the Journal of Business Ethics. He has taught 
several Marketing courses at undergraduate and post graduate level at Bond University, 
University of Wollongong and University of Alberta. These courses include Introduction to 
Marketing, Marketing Management, Consumer Behavior, International Marketing, Promotional 
Design and Planning, Market Research etc.  
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Appendix 1: PGPM Programme Goals 

Programme Goals Programme Outcomes 

1. LEADERSHIP AND 
ENTREPRENEURIAL 
SKILLS 

1a. Displaying skills required to lead and manage in organizational contexts. 

1b. Demonstrating an ability to be creative and innovative in any organizational or entrepreneurial 
context. 

2. MANAGEMENT 
COMPETENCY - 
FUNCTIONAL AND 
INTEGRATIVE 

2a. Displaying knowledge and understanding of all functions of management. 

2b. Demonstrating ability to apply multidisciplinary thinking to address managerial challenges 
and opportunities. 

3. DECISION MAKING 3a. Demonstrating ability to identify the central problem/issue in a decision-making situation, 
gather relevant information, and apply appropriate tools to arrive at a solution. 

3b. Demonstrating an ability to make reasoned choices in ambiguous and less structured 
managerial situations. 

4. COMMUNICATION 
SKILLS 

4a. Displaying effective oral and written communication, and professional presentation skills. 

4b. Demonstrating professional approach in interacting with others. 

5. ETHICAL 
REASONING 

5a. Demonstrating ability to make business decisions based on ethical considerations and 
awareness of responsibilities to all relevant stakeholders including society and environment. 

6. INTERPERSONAL 
AND TEAM SKILLS 

6a. Developing interpersonal skills to effectively engage with a diverse set of people and contexts. 

6b. Demonstrating an ability to work in teams. 

 


