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Welcome everyone to the session of marketing research and analysis. Now we are coming
towards the end of the session where we are going to discuss on certain important topics. One
thing, one of the main, the role of ethics in marketing research. Till date we have discussed
about marketing research as a whole, what is marketing research, what is the application of
marketing research, how marketing research is useful for companies, for researchers, and
everybody, but today we will discuss on certain, there have been a lot of controversial issues

relating to the field of marketing.

Certain companies for example have been accused of unethical practices; several researches have
been accused of unethical practices so marketing because of the intense competition, because of
the cutthroat you know competition around marketers also have fallen prey to you know
sometimes utilizing or adopting unethical practices. So what is this ethics all about and why are

marketers so vulnerable and how should one researcher stay away from it?

So today ethics has become a very, very important discussion, in many management schools
today the people are being taught about ethics through several you know, important religious
books also been taken help of supported by like Bhagwad Geeta being used to explain ethics you
know in day to day life and all. So marketing research for example, you know let me cite an

example which you must of heard of.

For example in case of Xerox, Enron were very popular at one point of time because these
companies were involved in some kind of you know mis-governance and unethical practices so

because of, as a result of it what has happened is lot of stakeholders were unhappy and the



money of the stakeholders were also at loss. So even in cases like double scheme the research is
to find certain data to get certain information and companies to get certain information about
their competitors and others, they try to adopt certain practices which cannot be considered good

and they are considered analytical.

So what is ethics, let us see, ethics in marketing research. So the ethical dilemma in marketing
research, for example let us give an example we have started with. Company A gets poor
response rate in its mail services so it uses fictitious letter head labeled public opinion research

industries.

Now suppose you do not get, that is the common you know discussion, researchers say that we
are not getting information or we don't get enough responses from people, that does not mean
that you are going to use something, some practice which is not called for, you don’t expect it
from a researcher, a researcher is expected to be honest all the time so this is the case of

misidentification one should avoid.

(Refer Slide Time: 03:48)



Marketing Research & Ethics

= Examples of Bthcal Dilem s m Maketng Research
— Company A gels peor response rates m i3 mail surveys so uses
fietitous letterhead labeled “Publie Opimion Rescarch ne”
{Musidenafication)
= 0% of physicians recommend that consumers use no margarine. Of
the remaining 20%, a majorty recommend brand A, Brand A's ads say
- “Recommended by Physicians” (Misinterpretation)

. e

Another case, 80% of physicians recommend that consumers use no margarine, of the remaining
20%, that is our 80% gone 20 % remains, the majority that come under brand A. Brand A now
adds say recommended by physicians, now this is a case of misinterpretation, why? Because
80% were of a different category, only 20% recommend brand A, now this 20% because of this
20% if you say that recommended by physicians which many companies today I say you must
have seen advertisement where it is being said 99.93, 67.46. Now how did they come to such a

conclusion?

It is very strange; it is very difficult so there is somewhere a case of negligence or a deliberate
attempt to hamper ethics. Similarly unethical practices have also been seen in advertising, many
advertising, companies compete against each other and then they try to put some other

competitors in a very bad light by misrepresenting the cases.

The very popular case of Bisleri in India, Parle Bisleri versus the Eureka Forbes, it come to
where the company had went to the court and finally they have to settle down, right. So there are
several cases of this, you come to listen because in my management and marketing at least

because of the serious, severe competition, right, somewhat ethical dilemmas.
(Refer Slide Time: 05:39)
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+  Examples of Ethieal Dilemmas in Markeung Research
= ABC Marketing calls costomess on the phone fo " nssess then
satisfaction with their current house.” After getting custcmer ¢pinions,
ABC tries to "sell” customers the new siding [ Sales disguised as
rescarcng

Compamy X s regured by s slate’s Public Service Comemssion (P
to assess the impaet of a rate increase on low income customers,
Company X's research shows that low-income consumers would be
adversely affected by the rate change. When asked by the PSC how the
rate change would affect such customers. Company X says they did no
research1o answer this question, (Misrepresentation)

ABC marketing calls customers on the phone to assess their satisfaction with their current house,
their current house, right. After getting the opinions ABC tries to sell the customers the new
siding, now this is a case which has generally been done by most of the marketers, so as a result

what they have done in the guides of doing some research.

They have actually tried to push their sales forward. Similarly company X is required by its state
public service commission to assess the impact of a rate increase on low income customers.
Company X research shows that low income consumers would be adversely affected by the rate
change, when asked how the rate change would affect the customers company X says they did

not research to answer this question.

So now this is something a misrepresentation again, so in such kind of cases when a company
takes into account or tries to use these techniques it is the case of un ethics or unethical behavior.
Should researchers concerned about ethics, the question is this, why should researchers be
concerned about ethics, what is the role of ethics, how does the ethics help? See I will give an
example, the very famous case of Johnson and Johnson. Johnson and Johnson once had by
mistake had in one of you know batch of products had a, one of a wrong product got into the
packaging. You have heard any possible you know accident. Johnson and Johnson pulled back all

the products from the market from the shelf.

Now as a result in a short term Johnson and Johnson lost money in the market, it lost its precious

money but what did it gain? Johnson and Johnson gained an immense and very high brand value,



a good, nice public image. As a result of it Johnson and Johnson immediately became a very,
very large positive company, its opinion about Johnson and Johnson from public was very, very
positive which indirectly or directly affected its sales again. So should researchers be concerned

about ethics?

(Refer Slide Time: 08:09)
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*  Should Researchers be Concerned About Ethies -- YES
- Ethical practices enhance the public's neceprance of marketing research

— Ethizal practices can mprove marketers” sensitivity 1o ther custorners

= Ethical practices can help forestall government intervention and

regulation

We are not only talking about marketers but also researchers, yes, now what does that mean?
Ethical practices enhance the publics acceptance of marketing research, so let us say if you are
using ethical practices, for example if you have conducted some study, let us say in our
institution we have used some study and this study is, people know that it is only used for
academic purpose and not for any other purpose and the faith is there, then automatically the

people’s acceptance or participation increases, okay,
Ethical practices can improve marketers sensitivity to their customers, in the case of Johnson and

Johnson, Third, ethical practices can help forestall government intervention and regulation, if
you are following ethical standards or ethical practices even if government intervention
unnecessarily would not be required which is highly maybe a positive for any marketer. So
consideration of ethics in research and general business for that matter is of growing importance

as I said, with so many companies you know falling prey to.

Some other unethical behavior, as I said Enron, Anderson, Xerox, many, many, many companies

so as a result of it today ethics has become a very important part in partial of marketing research.



It is therefore critical that you understand the basics of ethical research and how this might affect

your research.

(Refer Slide Time: 09:51)
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«  Marketing research has experienced a resurzence with the widespread use of the
imternet and the pepulanty of social networking

* Researchers are becoming closer n-temm of intimacy as well as physical
proxunity-ta their respondents

+  Ethical problems are relationship kinds of problems. That 1s, ethical problems

oceur only when an individual nteract with other people.

So marketing research has experienced a resurgence with a widespread use of the internet and the
popularity of social marketing today, if you see earlier to do a research it used to be very difficult
because it had to be, people had to go physically and do it, but today with internet and social
networking it has become very easy to reach somebody, but the question is with the easiness or
with the simplicity it has also created some other relationship additional complexities.
Researchers are becoming closer in terms of intimacy as well as physical proximity to the

respondents, true.

Ethical problems or relationship kinds of problems thus that is ethical problems occur only when
an individual will interact with other people. So suppose you are a researcher and you are
conducting a research, the question is how ethical are you in terms of the data, in terms of the
data collection, in terms of getting the sample, in terms of the filling up the data, so all these

things are part of the approaches.

(Refer Slide Time: 11:07)



Historical context of ethical issues in marketing

In 1963, prepesed a cede of ethics by De Dik Warren Twedt 2 Professor of
Marketing and Quantitative Maragement Science at the Uraversity of Missourn in

St Lows. He was a markenng reszarcher and a member of the American Marketing

Association

In 1963 Dr Dick Warren, a professor of marketing and quantitative management science at the
University of Missouri in St. Louis first time proposed a code of ethics, if you go to the internet
also and you type it out, MRA code of conduct you will find a healthy document which tells you
about what are the code of conducts that a researcher needs to follow when he is doing some

kind of a research, and he was also a member of the American marketing association.
Now historical context of ethical issues and marketing.

(Refer Slide Time: 11:42)

Historical context of ethical issues in marketing {cont,..)

The ¢ode was prompled by three mam 1ssues:
1 Desare to mamtain public confidence i marketing research procedures
2) The need o selfregulme the diseipling before owsiders decided marketing

research needed regulation

31 The concern to maintam a positive public image of marketing in gensral




The code was prompted by three main issues, so when the ethical code of conduct was made
mainly it depend on three things, the desire to maintain public confidence in marketing research
procedures, otherwise what would happen was in the guise of improving skills people just try to
pretend that they were doing research but actually they were pushing the sales, so to avoid this

the first pillar was designed to maintain public confidence in marketing research procedures.

The second was the need to self regulate the discipline before outsiders decide marketing
research needed regulation, that means before the government or any public organization or body
thought that, for example the very famous case of Microsoft where the US federal interfered in
the process of working of Microsoft, Now when the government interferes obviously there is a

smooth flow of functioning of the companies would get affected.

So before that happens marketers need to self regulate themselves. The third pillar is the concern
to maintain a public positive image of the market in general. Generally if you see, generally
when you talk about marketing or sales for example people first of all they feel that there is
something mischief in it, there is something negative in it. So companies have to change their
image, the public they have to create a positive image as Johnson and Johnson created, as
companies like Procter and Gamble have done, in the years of their history they have tried to

maintain a positive image so that.

There is a saying, the service of it is so good that if you added some other side of the earth also
they would provide you service. Now such a word of mouth only gives you use a very positive

feedback about the company. So what are ethics, okay?

(Refer Slide Time: 13:42)



Ethics
Simply. . ethics address whether a particular action is right or
wrong, good or bad
Socictal norms adopted by & group
— Acancepuon of conduct that 15 nght or wrong
+ Dieal with fundamental human relationships
v Are a unrversal human man

Simply ethics addresses whether a particular action is right or wrong, good or bad, now simply

Fl

that means what, you asked your conscience and say, together whatever we have done is right or
wrong, whether it is bad or good for the public at large. Societal norms adopted by a group is
some other definition says if societal norms adopted by a group, so a consumption of conduct
that is right or wrong. Now what do you feel, whether it is correct, it is good for the society or
not, that is what is ethics. Deal with fundamental human relationships; it is a universal human

trait.

So what are the ethical principles? Guides to moral behavior, good, honesty, keeping promises,
helping others, respect to right of others. Bad; lying, stealing, deceiving, harming others. Now
these are some of the ethical principles which marketers today have understood that if they do
not use this ethical principles then it will be very, very, very difficult for them to sustain and
grow in the market because today's customer is very, very educated and sensitive and he has, you

know access to information is very high so he can easily compare.

(Refer Slide Time: 15:08)



Ethical Principles = What are they?

* Cuides to moral behaviour

= Good: honesty, keeping promises, helping others, respective rights of
olers

= Bad Wing, atealing, decewving, harming others

* Universality of ethucal principles: should apply in the same
manner m all countries, cultures, communities

» [elativitv of ethical principles: vary from country to country,
community o community

Universality of ethical principles should apply in same manner in all countries, cultures and
communities, it should be ethically, universality should be there. At least whatever ethical
principles are there they should be applicable to everybody, every place. On the other hand there
is the relativity of principles also; sometimes this might vary from country to country,
community to community. Now this is more connected with the habits and tradition of the

cultures, of the people.

In some culture for example hugging somebody might be taken as very positive and in some it
might not be so, so that is where the relativity comes in so, but one has to be very clear in what

they are doing or what they mean by ethics.

(Refer Slide Time: 15:59)



Reasons for Ethical Business Behaviour

¢ Fulfill public expectatsons for business
¢ Prevent harming others

¢ [mprove business relations

*  Improve emplovee productiviny

*  Reduce penalties

*  Protect business from others

o Protect emplovees from their emplovers

v Promote pet sonal morakity

If you look at the reasons for the ethical business review why should anybody be ethical in
nature, how being ethical is useful to a business enterprise or a research enterprise, so there
should be public expectations for business, so the public expectations, if you do not fulfill or do
not stand by it then the public might, the loyalty factor, you might lose on loyalty. Prevent
harming others; improve business relations, so ethical business helps in improving business

relationship.

If you look at the B2B side the B2B industry most of the relationships, the business between the
B2B you know the one organization with the other, most of the business is done on basis of
business relationship. What is the personal relationship between the clients, so that improves

when you stand with some ethical reasoning?

It helps in improving employ productivity, it has been seen organizations which are highly
ethical there the people are more happier and thus the productivity of the people is much, much
higher than in comparison to organizations where unethical practices are a part of the process.
Reduce penalties, protect business from others, protect employees from employers, promote
personal morality, so these are some of the reasons for having an ethical business behavior, so if

you follow an ethical business behavior these are the benefits that a marketer finds.

(Refer Slide Time: 17:40)



Wiy o we need iu worry abmat etltics in markefing researei ?

Why do we need to worry about ethics and marketing research, again this question is coming
back, why we need to? I have given several examples, if you do not then what is happening your
goodwill is lost in the market, your hard earned brand value which were going in the market for

such a long time you might lose on that. So three things, integrity, truth, and commitment.

(Refer Slide Time: 18:02)



A researcher has the responsibality (o treat respondents Tairly ina
research study and has a responsibility to the client to gather
accurate, rehable information.

A researcher has the responsibility to treat respondents fairly in a research study and has a
responsibility to the client to gather accurate, reliable information. Suppose there could be a
researcher on a personal level, for example a student conducting a research or there are
marketing research organizations, for example MRB, Nelson, so which conduct research studies

for other companies like syndicate research, and then they sell all this data to other companies.

The primary job of a researcher is to treat the respondents, the people from where they are
getting the data in a fair manner and has a responsibility to look the client to gather accurate,
reliable information. Now many a times accuracy of the information, reliability of the
information is always questionable, what if the researcher has not taken enough pain and was
not honest to extract the right information, and in just to finish his work he has given a

information which might not be accurate or correct.

So in such a condition if this happens then there would be a problem that in the future the
outcome of the research output which would be used by the marketers that would have a very
negative value in itself, and this information would be highly untrustworthy and highly

unreliable.
(Refer Slide Time: 19:50)



Potential for harm

It is vour respomsibolity to consider whether any type of harm cauld occur as pan of
i teseareh and vou need o ensme thal mechaniams are institoled © remove g

potential o,

Potential for harm. It is your responsibility to consider whether any type of harm could occur as
part of your research and you need to ensure that mechanisms are instituted to remove this
potential harm. Now what does it mean? It is the researcher’s responsibility to consider that if he
or she conducts a particular research and by this if any part of the research work could impact or

harm the respondent or the client then such should be avoided, such cases should be avoided.

For example leaking the confidential information for a short term gain might not be very wise,
might not be worthy enough to do because by doing this not only the marketer loses its own
personal image but it harms the respondents confidentiality and thus it affects negatively more

or less.

(Refer Slide Time: 21:05)



Fotential for harm (cont...)

l'i}rhlﬂul:iut harm. use of mudily m advertisiig may show parbicipants umages
that alfend them
Financial karm researching wnethical behovsowr withan a8 given frm ]
indrvidmal bemg fired. share sensstive informatson with o form's competitor
fimanceal harm o the orgamzaton

Sacial karm: researching how lifesiyvle affects consumplion - duclose o person’s
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Some of the harm that can be done, so potentially psychological harm first. For example use of
nudity in advertising may show participant images that offend them, so this is going to create a
psychological harm, so psychologically the respondent might get disturbed; he might not be

interested to further participate in such kind of research you know, processes.

Financial harm, researching unethical behavior within a given firm, an individual being fired can
get fired, share sensitive information with the firms competitors, all these could lead to financial
harm to the organization. If you fire somebody, if you pass on the sensitive information to the
competitors. Third is social harm, researching how life style affects consumption, disclose a

person's sexual orientation, when that person wanted to keep that confidential.

Many a times, in most of the times rather, while conducting a research we say that this data
would be used only and only for academic purposes or maybe some other purpose and would not
be divulged or disclosed to others without the permission of the respondent but, and there are

some certain information studies, research can be done on several studies.

For example the sexuality of a person, the income of a person, behavioral traits of a person, so
when you are doing this by ignoring these things you are causing social harm, so what should
you do? Ensure that you behave according to the appropriate ethical standards. The best thing is
please go through the marketing research associations code of conduct and go through it.

Consider how your research might negatively affect participants.



So if you consider it thoroughly that while conducting a research if I am going to use this
information how is it going to affect my client, or how is it going to affect my respondent? So if
it is going to negatively affect my participants, my respondents that is, then researchers should
have heard this case, protect yourself, your supervisor, teachers, your institution from being
placed in situations in which individuals could make claims of inappropriate behavior resulting

in public criticism or even you being sued.

So suppose the researcher is taken very positively, very highly, suppose you are getting into a
situation where the individual is making a claim, for example in research papers many a times
researchers claim something without proper you know research backing, and when they claim
then what happens? Generally we say it nothing would affect because nobody is going to the
research papers to see you but there have been cases where the researchers have been sued and
have been questioned even if you have seen the end of the research your mail_ id's are given,

your contact details are given so that any researcher can contact you and ask for clarity.

So if you have done some, given some claims which are not proper then not only you but your
institution might get criticized. So we should avoid situations of these kind. Is this ethical? There
are few issues we will see I will ask you few questions and we will see whether these are ethical

or not according to you. The first case.

(Refer Slide Time: 25:09)



Is this Ethical?

I, A research compary decides o leowe o message on prospective
respendents” answering machines telling them rhit if they eall back in rhe
next 24 howrs, e will reeive a1 valuable priEe it they take par in 3
SUrLEY,

Ethical as long os trie

A research company decides to leave a message on prospective respondents, what are they
doing? A research company decides to leave a message on prospective respondents answering
machine telling them that if they call back in the next 24 hours they will receive a valuable prize
if they take part in a survey, so is it ethical or not ethical? Please take your time and think about it
for a second, now let me show you. It is ethical as long as it is true, if that means if the firm is
following its promise that means it is trying to maintain its promise what it has said then it is

ethical, there is no problem with it.

(Refer Slide Time: 26:03)



Is this Ethical?

[ 81

Upen completion of an interview, the respondent 15 asked (o provide the
neanes and telephone numbers of others he or she dunlks should take pant
in the survey

Ethical - snowhall sampling,
refarral sampling

Next case, upon completion of an interview the respondent is asked to provide the names and
telephone numbers of others he or she thinks should take part in the survey, is this ethical or not
ethical? Again take your time, think, before you jump to a conclusion, think, please it is a better
issue write your answers on a sheet of paper where you are reading or listing to me, okay, it is

ethical, in fact there is nothing wrong in it.

Because one type of sampling if you have not forgotten and you remember it then was called the
referral or the snowball sampling where we ask the respondents to give the, some more details

about more respondent numbers or details so that we could contact them through their behalf.

(Refer Slide Time: 27:08)



Is this Ethical?

3 Adoor-to-door salesman finds that by welling people that he 15 conducting
wsurves, e are more Tikely w listen to bus sales pich,

Unethical = sugaing
What is frugaing?

A door to door salesman finds that by telling people that he is conducting a survey they are more
likely to listen to his sales speech, what is happening here? A door to door salesman finds that by
telling people that he is conducting a survey they are more likely to listen to his sales speech, is
this ethical or unethical? Again you please think and write down, okay, let me go to the answer. It
is un ethical, it is called sugging, now there are two types of frugging and sugging, sugging is a
process where the researcher tries to prove that he is conducting a research but in the guise he is

actually trying to improve his sales.

So he is doing nothing but he is doing a sales but in the guise of a research, so this is an unethical
practice so researchers should avoid such situations, so this called sugging. What is frugging? I
just said, frugging is another case where you must have seen now a day's very popularly the
people, organizations are trying to raise funds by showing that they are conducting some kind of
research maybe on certain diseases, certain kinds of social groups or certain neglected people in

the society.

So when they are doing a such kind of practice that means they are trying to use fund raising,

they are using fund raising on behalf of the name of the research it is called frugging.
(Refer Slide Time: 29:05)



Is this Ethical?

4 Theeover letier of a manl questionnaire says that it wall "enly take a fow
mnutes b Ol ot ® Bul pretests have shown that af least (ifteen mnotes
are needed w fill it ow

Unethical as “few” is vaque

The fourth one, the cover letter of a mail questionnaire says that it will only take few minutes to
fill out, but pretests have shown that at least fifteen minutes are needed to fill it out, is this a
case of ethical behavior or not? Again the question comes, so I think it is very clear, unethical, as
few is vague. So when you say few you are not making it clear but if it is taking 15 minutes

sometimes it could be large for somebody.
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II.||.| e Inleryviewers aie instruched 1o asuse the re -|l'|-|l.:': o

confidentualry ondy of the respondent asks shout 1t

Telephone interviewers are instructed to assure that the respondent of confidentiality only if the
respondent asks about it, now what we are saying, if you listen to it carefully. Telephone
interviewers are instructed to assure the respondent of confidentiality only if the respondent asks.
Suppose you are following it that means you are not divulging the information to others then it is

ethical.
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Is this Ethical?

& Aclient insists on imspecting the completed questionnairesto assess thair
vatlidity, but the resewrcher suspects that the chent s really nlerested m
finncling out what specific respondents said about the client

Unethical if the survey is canfidential
Or GNONYMous

A client insists on inspecting the completed questionnaires to assess their validity but the
researcher suspects that the client is really interested in finding out what specific respondents
said about the client, he is not interested in all, he is only interested to find out specific clients
respondents said about the client, so is this ethical, no it is not ethical, it is unethical if the survey

is confidential or anonymous, okay.
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Is this Ethical?

7 In the appendix of the final repont, the rescarcher hists the names of all
respondents whotook part i the survey, ad places wn astensk beside the
names of those who indicated agreement to be contacted by the client's
sales personnel

Ethical...They agreed 1o this.

I will give you the last, in the appendix of the final report the researcher lists the names of all
respondents who took part in the survey and places an asterisk besides the name of those who
indicated agreement to be contacted by the client sale personal, so is this ethical or not, let's see,
ethical, why? Because the client has agreed to do this so these are things, this is how it points
that the researchers needs to keep in mind when you talk about ethical issues, so what we will do
is we will continue with the ethical part of marketing research in the next session, and thanks for

this session.
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